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A Qualification Framework for Digital Tourism Marketer 

 

1.0 Introduction 

 This report is the third intellectual output of the project titled 'Development of the 

Digital Marketing Competence of Adult Learners for Small and Medium-Sized Tourism 

Enterprises (SMTEs) in Europe' (2019-1-TR01-KA204-074619). This report aims to 

develop a reasonable basis for A Qualification Framework for Digital Tourism 

Marketers. This QF can be used to train future digital tourism marketers and guarantee 

the design, implementation, and effectiveness of the training and qualification of the 

trainees.  

 We considered the results of IO1 and IO2 while developing this qualifications 

framework for a 'digital tourism marketer.' In addition, we reviewed various examples 

and their definitions of knowledge, skill, and competencies. One of our targets in this 

IO3 was to examine the previous examples of QF of digital marketers in partner 

countries. Unfortunately, there were no examples. That made this output more 

valuable. In future studies, this report may contribute to the professionalization of this 

occupation. 

 This report has two chapters. The first chapter has a general overview, names 

of the units, learning outcomes of the units, and some introductory information. The 

second chapter presents the qualification structure of each unit, including learner entry 

requirements, teaching & learning durations, contents, learning outcomes, associated 

assessment methods, and scoring and evaluation. Learning outcomes for each module 

were written along with knowledge, skills, and responsibility/autonomy under the 

European Credit System for Vocational Education and Training (ECVET) principles 

and the European Qualifications Framework (EQF). This framework may later be used 

as a base for describing occupational standards and accreditation of qualifications in 

the description of a new occupation titled 'digital tourism marketer' in partner countries 

as well as other European countries. 

2.0 General Overview of The Qualification Framework 

 The Digital Tourism Marketer Qualification Framework (DTMQF) covers the 

specialists' knowledge, skills, autonomy, and responsibility, under European vocational 
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qualification level 5, required to plan, implement, and manage emerging digital 

marketing technologies and methods with an entrepreneurial mindset. In accordance 

with this context, the DTMQF includes some units. Each unit has its own outcomes 

that define qualifications with the scope of learning and content. The term learning 

outcome means: "After successfully reaching qualifications of an outcome, what a 

person will be able to do". These units, ECVET points and guided learning hours can 

be seen in Table 1. The details about the units, outcomes assessment tools, and 

scoring and evaluation will be given under the title of  3.0 The Validation of the Units 

Outcomes of DTMQF. 

Table 1. Units of Learning for for Digital Tourism Marketer  

 

2.1 Qualification Level: Who is it for? 

 The qualification frameworks have different levels of specialization according to 

different roles and responsibilities in working life. These levels begin with the lowest 

level at 1 to the highest level at 8. EQF is a common framework across Europe with 

few differences. The DTMQF in this report targeted level 5.  

 Units Ecvet  

Points 

 

Guided 

Learning 

Hours 

1 Marketing Principles and Digital Marketing Strategy for SMTEs   

2 Online Travel Behaviour and Digital Distribution Channels for SMTEs   

3 Web Site Design and Website Quality for SMTEs   

4 Content Marketing for SMTEs   

5 Search Engine Optimization for SMTEs   

6 Digital Advertising for SMTEs   

7 Social Media Marketing for SMTEs   

8 Mobile marketing for SMTEs   

9 E-mail Marketing for SMTEs   

10 Web Analytics and Performance Management for Digital Channels 

for SMTEs 

  

11 Online Public Relations and Reputation Management for SMTEs   

12 Electronic Customer Relationship Management for SMTEs   

 Total    
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 Level 5 aims to define the qualification of a person who directly performs and 

manages digital marketing activities as a responsible person in an executive, a chief 

or a manager position. Typical job titles may include the following: digital marketing 

expert digital and social media manager. 

2.2 Entry Requirements 

 Learners are not required to have prior skills, knowledge, or understanding. 

However, it would be advantageous for candidates to have experience in the industry. 

It is another advantage for applicants to have a keen interest in social media and digital 

marketing, a "can do" attitude, and IT skills. There are no restrictions to entry. 

2.2 Applicants with Disabilities or Specific Needs 

DTMQF provides equal opportunities to all. There can not be any discrimination on the 

grounds of a protected characteristic, including age, disability, gender assignment, 

marriage and civil partnership, pregnancy and maternity, race, religion, belief, or sex. 

2.3 Assessors 

 Assessors must be occupationally competent in digital tourism marketing and 

qualified to at least one level higher than the qualification. They have a minimum of 

one year's relevant experience and direct or related relevant experience in assessing 

all assessment tasks and activities. 

2.4 Recognition of Prior Learning 

 Recognition of prior learning is a process that if the learners can meet the 

specified assessment requirements through knowledge, skills, and autonomy, they can 

be exempt from taking units and directly take the exams.  

 As long as they present reliable, valid, and current evidence mapping the 

outcomes, they can be awarded as having the qualifications. But a maximum of 50% 

of a qualification can be achieved through the recognition of prior learning, with at least 

50% gained through new learning.  

3.0 The Validation of the Units Learning Outcomes of DTMQF 

 In this chapter, we introduce each unit in detail with the assessment method, 

tools, examples, and Scoring and Evaluation according to the outcomes of the units. 
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Therefore, verification and validation of the intended learning outcomes and the 

achievement of future trainings can be examined with this qualification framework. The 

assessment process is robust and fair and allows the learner to show what they know 

and can do without compromising the assessment criteria.



UNIT 1 - Marketing Principles and Digital Marketing Strategy for Small and Medium Sized Tourism Enterprises 

Unit No :1 

Unit Aim : The aim of this unit is to provide a basic understanding of the concepts and principles of marketing in general and explain 

the marketing process, activities and digital marketing strategy in the context of tourism and hospitality businesses. 

Title: Marketing Principles and Digital Marketing Strategy for SMTEs 

Level  :5 

ECTS :0.5 

Guided Learning Hours: 8 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

Learning Outcomes and Verification of Outcomes 

Learning Outcomes Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Explain marketing and related 

concepts as well as function of 

marketing. 

Explain concepts such as exchange, 
needs, wants, product, customer 
satisfaction, customer value, customer 
equity, customer lifetime value market 
orientation and marketing mix. 
 
Tell the difference between marketing, 
selling, advertisement, manipulation and 
distribution. 

Online criterion-referenced 
assessment 
 
Multiple choice, 

True & False,  

Fill in the blanks 

Matching questions 

Ordering questions 

1 point for each correct answer. 

 A score of 70% or over pass. 

 

 

 

 

2. Explain tourism system and the 

marketing role and process of 

tourism enterprises 

Identify components of the tourism 
system. 
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Distinguish between total tourism 
product and individual tourism product 
and list their elements. 
 
Explain different types of tourism 
businesses and the steps they go 
through in the marketing process. 

 

 

 

 

 

 

 

Assignment 

Prepare a marketing plan for a 

three star small city hotel. 

 

 

 

 

 

 

 

 

 

 

Supervisor rated: Pass or Fail 

3. Discuss the components of 

marketing strategy as applied to 

tourism and hospitality businesses 

Know the components of marketing 

strategy as applied to tourism and 

hospitality businesses. 

Determine marketing objectives and 

digital marketing metrics. 

Explain market segmentation, market 

targeting and positioning in the context 

of tourism businesses. 

Remember and explain marketing mix in 

the context of tourism and hospitality 

business. 

4. Know the meaning of digital 

marketing and digital marketing 

strategy. 

Define digital marketing and describe 
components of digital marketing 
strategy.  
 
List digital marketing channels. 
 
Explain the RACE framework for 
structuring digital marketing strategy. 
 
Use digital marketing funnel to design a 
digital marketing strategy. 
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5.Know what is involved in 

implementing and evaluating digital 

marketing strategy. 

 
Tell what is important in implementation 

of marketing strategy and evaluation of 

results. 

Know how to evaluate and monitor 

results 

 

6. Ensure that marketing is 

conducted in accordance with legal, 

regulatory and industry 

requirements and standards 

Explain consumer protection laws 
 
Recall consumer privacy legislation 
 
Aware of General Data Protection 
Regulations in Europa 

  

 

Examples of Criterion-Referenced Assessment Questions 

 
1) Which of the following terms is equivalent to "marketing"? 
a) Selling b) Manipulation c) Communication d) Advertising e) None 
 
2) Which of the following is not a component of the tourism system? 
a) Visitor generating region b) Destination region c) Visitor d) Price e) Tourism industries 
 
3)  …………………….. refers to meeting or exceeding a customer's expectations with respect to a product. 
a) Customer satisfaction b) Customer equity, d) Customer values   d) Customer lifetime value    e) Customer loyalty 
 
4) Marketing tools that destinations and tourism businesses use to meet and satisfy visitors' needs, wants, expectations and solve 
their problems are called …………… ………………… 
a) Marketing mix   b) Market orientation c) Market segmentation d) Market targeting e) Positioning 
 
5) Three components of digital marketing strategy are data, marketing channels and product. 
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a) True 
b) False 
 
6) Market segmentation in the context of tourism is the process of dividing heterogenous visitors into similar and homogenous 
groups in terms of needs, wants, demographics, buying behaviour etc. 
a) True 
b) False 
 
7) What is the right order of the following steps in the marketing process? 
I) Designing marketing strategy  
II) Implementing marketing strategy  
III) Analysing the situation or marketing environment 
VI) Determining marketing goals and objectives 
V) Evaluation and control  
 
a) 1,2,3,4,5   b) 3,4,1,2,5   c) 5,4, 2,1,3   d) 3,2,1,4,5   e) 1,5,4,3,2 
 
8) What is the right order of the RACE framework for structuring digital marketing strategies and activities?  
a) convert, engage, act and reach b) engage, convert, reach and act c) reach, act, convert and engage   d) act, reach, engage, 
convert   e) None 
 
9) Please match the concepts on the left with the correct definitions on the right. 

1-Customer lifetime value a) Any paid form of nonpersonal communication 
about an organization, product, service, or idea by 
an identified sponsor 

2-Advertising b) A set of interdependent organizations involved 
in the process of making a product or service 
available for use or consumption by the consumer 
of business user 

3-Marketing c) The value of the entire stream of purchases a 
customer makes over a lifetime of patronage 
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4-Distribution channel d) The management process responsible for 
identifying, anticipating and satisfying customer 
requirements profitably' 

 
a) 1c, 2a, 3d, 4b   b)1a, 2d, 3b, 4c   b) 1b, 2c, 3d, 4a   c) 1a, 2b, 3c, 4d    
d) 1c, 2b, 3c, 4d      e) 1d, 2c, 3a, 4b 
 
10) Please match the terms of the RACE framework on the left with the correct definitions on the right. 

1- Reach a) Engaging customers with the business and 
brand on its website or online presence 

2- Act (Interact) b) Building customer relationships through time to 
achieve customer loyalty. 

3- Convert c) Generating leads, sales and fans on web 
presence and offline. 

4- Engage d) Creating awareness on online and offline media 
and drive customers to web presences 

 
a) 1b, 2c, 3a, 4d    b) 1c, 2a, 3d, 4b     c) 1a, 2d, 3c, 4b     d) 1b, 2c, 3a, 4d                 
e) 1d, 2a, 3c, 4b  
 

Open-Ended Questions 

Performance Assessment  
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UNIT 2 - Online Travel Buying Behavior and Digital Distribution Channels for Small and Medium Sized Tourism Enterprises 

Unit No :2 

Title  : Online Travel Buying Behaviour and Digital Distribution Channels for Small and Medium Sized Tourism Enterprises 

Unit Aim  : This module explains the online travel buying process, and factors influencing online buying behaviour of visitors. 

More specifically, it looks at how prospective visitors search for information, evaluate tourism and travel services, make purchase 

decisions, and share their experiences with others online, and the factors affecting the online travel buying process and decision 

making. The module also examines direct and indirect online distribution channels that service providers can use to make their 

tourism services available for the use and consumption of potential visitors. 

Level  :5 

ECVET  :0.5 

Guided Learning Hours: 6 Hours 

Prerequisite : Basic computer skills like working with computers, using word processing and internet surfing 

 

Learning Outcomes and Verification of Outcomes 

Learning Outcomes Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Know the meaning of travel 

buying behaviour.  

Define consumer behaviour, consumer 
buying process or consumer journey 
(consumer decision journey). 
 
Explain concepts such as trigger, initial 
consideration set, active evaluation, 

Online criterion-referenced 
assessment 
 
Multiple choice, 

1 point for each correct answer. 

A score of 70% or over pass.  
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moment of purchase, post purchase 
experience and loyalty loop. 

True or False,  

Fill in the blanks 

Matching questions 

Ordering questions 

 

 

 

 

 

 

 

 

 

 

 

 

2. Know the most important online 

information sources used in travel 

planning 

Identify online information sources such 
as search engines, online travel agents, 
service providers’ website, travel review 
sites. 
 
Identify the top three online information 
sources for traveller. 

3. Remember the factors that 

influence online buying behaviour 

of visitors. 

List and explain a number of factors 

such as perceived risk, trust, website 

quality, customer values, online 

customer reviews that affects online 

consumer purchase in travel and 

tourism. 

Tell a number of ways to reduce 

perceived risks of travellers and 

increase trust in businesses online. 

4. Explain online distribution 

channels for tourism and 

hospitality businesses 

Tell the main functions of distribution 
channels in the tourism system. 
 
Distinguish between direct and indirect 
online distribution channels for tourism 
and hospitality businesses. 
 
Name and define indirect distribution 
channels for tourism and hospitality 
businesses. 
 
Recognise advantages and 
disadvantages of each distribution 
channel.  
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5.Understand the factors that needs 

to be considered when service 

providers choose distribution 

channels in tourism 

Know the relative cost of each 

distribution channel for tourism and 

hospitality businesses. 

Explain what market coverage and 

market coverage mean in terms of 

online travel distribution. 

Know what a fit between service product 

and features and online distribution 

channel mean. 

 

 

 

Scenario based assessment 

Trainer is given the role of a marketing 

manager of a four star in a resort hotel 

in Antalya. The trainer is asked what 

factors he would consider as the 

important factors when selecting the 

distribution channels for his/her hotel.  

Supervisore rated: Pass or Fail 

Examples of Criterion-Referenced Assessment Questions 

1) Which of the following concepts describe processes involved when consumers select, purchase, use, or dispose of products, 

services, ideas, or experiences to satisfy their needs and desires? 

a) Consumer behaviour    b) Customer satisfaction   c) Customer loyalty  

d) Customer value 

2) Which of the following factors influence online buying behaviour of travellers? 

a) Perceived risk    b) Trust in the website   c) Website quality    d) All of them 

3)Which of the following is not among top three online information sources for leisure and business travellers. 

a) Search engines   b) Service provider websites c) Online travel agencies d) Social networking sites 

 

4)Online distribution through online travel agents (OTAs) represent one of the direct online distribution mechanisms for tourism and 

hospitality service providers. 
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a) True     b) False  

5)Travel meta search engines are platforms that make reservations on behalf of travellers. 

a) True     b) False 

6) Global distribution systems are online intermediary businesses that sell individual tourism and hospitality services or package 

tours on behalf of the service provider for a certain amount of commission or markup 

a) True   b) False 

7) ……………..  ……………….. are the organisations that make products available to consumers for use and consumption. 

 a) Product manufacturers   b) Distribution channels     c) Marketing organisations     d) Communication channels 

8) High commissions charged is one of the ……………….. of online travel agents for tourism and hospitality service providers. 

a) Advantages     b) Disadvantages     c) Channels      d) Website  

9) What is the right order of the circular consumer buying process, also named as consumer journey or consumer decision journey? 

1)Triggers    

2)Evaluation of alternatives    

3)Moment of purchase  

4)Initial consideration    

5)Post purchase experience 

a)12345      b)54321     c)14235      d)34215 
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10) Please match the concepts on the left with the correct definitions on the right. 

1-Backlinks a) It is one of the big online travel agency groups 

2-Travel Meta Search 

Engine 

b) They are links from one website to another 

website with an anchor text 

3- Loyalty loop c) Thy are search engines for finding, listing and 

ranking travel and tourism service providers’ 

websites by way of keyword search 

4- Expedia Group d) It refers to the automatic buying behaviour of 

satisfied consumers when the same need, want, 

or problem is triggered again 

 

a) 1a, 2b, 3c, 4d          b) 1b, 2c, 3d, 4a     c)1c, 2d, 3a, 4b    d)1d, 2a, 3b, 4c   

 

 

Open-Ended Questions 

 

Performance Assessment  
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UNIT 3 - Web Site Design and Website Quality for Small and Medium Sized Tourism Enterprises 

Unit No :2 

Title  :  Web Site Design and Website Quality for Small and Medium Sized Tourism Enterprises 

Unit Aim  : This unit  introduces the basic terms and concepts related to website development and internet presence as well as 

the strategic issues to consider in the construction of a website. This module also focuses on the critical elements of website 

quality, the basic principles of designing and promoting a tourism business website, and legislation that affects online presence. 

Another objective of this unit is to reveal the ways and means of increasing traffic to a website. 

Level  :5 

ECVET  :2 

Guided Learning Hours: 30 Hours 

Prerequisite : Basic computer skills like working with computers, using word processing and internet surfing 

3.1.1 Learning Outcomes and Verification of Outcomes 

Learning Outcomes Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Understand terms and concepts 

related to website development and 

internet presence. 

Distinguish terms such as world wide 
web, web browser, domain name, web 
hosting service, internet protocol, 
domain name system, file transfer 
protocol etc. 
 
Know the difference between static and 
dynamic website. 
 

Online criterion-referenced 
assessment 
 
Multiple choice, 

True or False,  

1 point for each correct answer. 

A score of 70% or over pass.  
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Identify benefits and drawbacks of 
having a website for a tourism and 
hospitality business. 
 

Fill in the blanks 

Matching questions 

Ordering questions 

 

 

 

 

 

 

 

 

 

 

2. Explain the strategic issues  to 

consider for the development of a 

website for tourism businesses. 

Know about different methods and tools 

for website constructions. 

List core website features to consider 

while developing a website. 

Know a number of content management 
systems and their limitations. 
 
Explain different types of website 
hosting. 
 
Aware of the rules to keep in mind when 
choosing a domain name 

3.List the core design elements a 

website should have. 

Talk about website navigation, website 

header, correct layout, visual identity, 

footer, sitemap, inclusiveness. 

4. Tell the main dimension of 

website quality for tourism and 

hospitality businesses 

Underline website quality factors like 
functionality, ease of use, information 
quality, web appearance, security and 
privacy etc. 

 

 

 

 

 

 

5.Know how to increase traffic to a 

website. 

Know search engine ranking factors 

Tell various ways and means to 

increase traffic to a website.  

Ensure website visitors’ data is 

used in accordance with legal, 

regulatory and industry 

requirements and standards 

Recall relevant consumer protection 

laws 

Remember consumer privacy legislation 
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Detail General Data Protection 

Regulations in Europa 

 

Examples of Criterion-Referenced Assessment Questions 

1) What is a mobile version of my website? 

a) a completely new CMS  b) an app   c) a basic html website  d) a website with responsive design 

2) Which of the following is a strategic consideration while developing a website? 

a) Deciding website developer  b) Choosing website construction tool 

c) Deciding the digital media to advertise  d) Considering key website features 

3) By using ___________ I can increase the security of my website by 

a) a firewall on my PC  b) a virus scanner  c) https  d) WordPress 

4) The __________________ is the website functionality that is mainly affected by GDPR. 

a) Website address b) Target Groups  c) Social Media d) Privacy Policy 

5) Institutional Logo and preferably a slogan have to be displayed on the home page: 

a) True   b) False 
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6) After creating your website, testing via a laptop guarantees its function on other devices: 

(a) True b) False  

7) Functionality, usability, security, and privacy are the main dimension of a quality website for tourism and hospitality businesses. 

(a) True b) False 

8) Which of the following is a core element of website design? 

a) Website headers   b) Footer    c) Site map     d) All of them 

9) Please match the concepts with the correct definitions.  

a) SEO 1) Regulation in EU law on data protection and 

privacy in the European Union and the 

European Economic Area. 

b) Responsive design 2) Computer software used to manage the 

creation and modification of digital content. 

c) GDPR 3) The layout and/or content responds or 

adapts based on the size of screen they are 

presented on. 
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d) CMS 4) Process of improving the quality and quantity 

of website traffic to a website or a web page 

from search engines. 

a)a3, b4, c1, d2      b) a4, b3, c1, d2        c) a1, b2, c4, d3    d) a4, b3, c2, d1 

10) Please match the concepts with the correct definitions.  

a) WCAG2.0 1) A web hosting  provider is a type of Internet 

hosting service that allows individuals and 

organizations to make their website 

accessible via the World Wide Web. 

b) HTTPS 2) It is your digital address that people will use 

to get connected to your website. 

c) Web hosting provider 3) Secure communication over a computer 

network, widely used on the Internet. 

d) Domain name 4) Series of web accessibility guidelines 

published by the Web Accessibility Initiative of 

the World Wide Web Consortium 

a) a3, b4, c1, d2      b) a4, b3, c1, d2        c) a1, b2, c4, d3    d) a4, b3, c2, d1 
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Open-Ended Questions 

 

Performance Assessment  

The trainee is asked to perform keyword research. 

The trainee is asked to download and sse website analytics tool. 

The trainee is asked to perform the following tasks:  

• A solid understanding of HTML and its variants (e.g., HTML5) and ability to edit it. 

• A solid understanding of CSS and ability to edit and customize existing CSS 

• Being able to use FTP(S) and adjust file access properties 

• Being able to register a domain and its subdomains, prepare hosting space, and configure DNS settings 

• Being able to install and update 1 or more WordPress instances on a server 

• Being able to purchase and install SSL certificates (dynamic or static) 

• Being able to set up WordPress security, protecting your website from hacks and malware using free and/or paid plugins (e.g., 

Wordfence WordPress security plugin) 

• Being able to maintain (edit and post) a WordPress site 

• Being able to install and set up functionality plugins 

• Being able to install and optimize SEO plugins 

• Being able to install and set up caching plugins  

• Being able to implement e-commerce solutions 
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• Being able to set up and analyse metrics provided by e.g., Google Analytics or a similar service, in order to optimize the 

website. 

 

 

 

 

 

 

 

 

 

 

 

 



17 

 

UNIT 4 - Content Marketing for Small and Medium Sized Tourism Enterprises 

Unit No :4 

Title   : Content Marketing for Small and Medium Sized Tourism Enterprises 

Unit Aim : This module will give information about the definition, importance, and benefits of content marketing. It will also 

explain strategies and channels used for content marketing as well as basic principles of content optimisation and good content 

marketing practice. 

Level  :5 

ECVET :0.5 

Guided Learning Hours:6 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

 

Verification of Learning Outcomes 

Learning Outcome Assesment Criteria/Spesifications Method of Assessment Scorring and Evaluation 

1. Explain content marketing and its 

role in the tourism and hospitality 

business 

Define content marketing (CM) 
 
Introduce the place of CM in digital 
tourism marketing 
 
Explain the importance of CM 
 
Discuss the pros and cons of CM in 
digital tourism marketing 

Criterion-referenced assessment 
 
Short-answered tests: 

Multiple choice, 

True & False, Fill in the blanks 

1 point for each correct answer. 

A score of 70% or over pass. 
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3. List content formats and channels Introduce formats and channels of CM 
 

  

4. Apply the steps for content 

marketing management 

Perform CM design 

Create CM content 

Optimize content 

Skill assessment 
 
Open-ended questions 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 
Scored by fully qualified (2), partially 
qualified (1), and not qualified (0). 
70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 

5. Evaluate best practices and 

common errors in content marketing 

Analyze and evaluate CM examples 

Come up with solutions for errors in 

CM Examples 

Scenario Based Assessment 

or 

Performance Assessment 

Case-based questions 

On-site practice (on-the-job 

training or apprenticeship) 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 

Scored by fully qualified (2), partially 

qualified (1), and not qualified (0). 

70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 

 
 

 
 

 

Examples of Criterion-Referenced Assessment Questions 

1) Which of the following defines content marketing? 
 
a) Content marketing is about creating useful and interesting contents for consumers to generate a positive reaction from them. 
 
b) Content marketing is a process for creating and distributing relevant and valuable content to attract, acquire, and engage a clearly 
defined and understood target audience. 
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c) Content marketing is about informing and educating the clients which then leads to brand’s recognition. 
 
d) All 
 
2) Which of the following is a benefit of content marketing for a business? 
 
a) Content marketing leads to enhance trust between the company and the businesses. 
b) Content marketing helps to increase brand awareness of a company 
c) Content marketing attracts potential customers 
d) All 

 
3) Which of the following is not one of the steps for content marketing management?  
a) Determining competitive advantage 
a) Setting content marketing goals and objectives 
c) Defining the target audience 
d) Determining content topics 
 
4) Which of the following topics should not be covered in the contents marketing of tourism and hospitality businesses? 
a) Destination attractions 
b) Local cuisines 
c) Space discoveries 
d) Local events 
 
5) Which of the following should be a feature of content created in content marketing? 
a) Interesting 
b) Surprising 
c) Actionable 
d) All 
 
6) Which of the following is a type of content format? 
a) Text 
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b) Video 
c) Image 
d) All 
 
7) Which of the following is a not channel for content marketing? 
a) Blogs 
b) Video 
c) Website 
d) YouTube 
 
8) Content marketing is a form of paid communication and it is the same as digital marketing. 
a) True  b) False 
 
9) While determining the target audience for content marketing, What is the right order of the following questions that should be 
asked? 
 
a) What contents are they looking for? 
b) Who are they? 
c) Why are they looking for this content? 
d) Where are they looking for the content? 
e) When are they looking for this content? 
 
a) debca b) badce  c) ecdba d) cdeab 
 
 
10) Please match the concepts on the left with the correct definitions on the right. 
 

a) Web content management (WCM) 1) Method for metadata and 
rendering 

b) Enterprise content management 
(ECM)  

2) Method used to organize content at 
a more general level 
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c) Digital asset management (DAM)
  

3) System for content delivery in 
mass through websites  

d) Records management (RM)  4) System used for transactional 
information and other records 
 

a) a4, b1, c3, d2   b) d1, a3, b2, c4 c) a3, b2, c1, d4    d) a4, b3, c2, d1 
 
 

Examples of Open-Ended Questions 

What are the most frequent mistakes in content marketing? Discuss them for their reasons and results for digital tourism marketing 

and suggest solutions. 

 

Performance Assessment 

Examine the case provided, evaluate it and define errors, and find solutions for proper content marketing content and application.  
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UNIT 5 - Search Engine Optimization for Small and Medium Sized Tourism Enterprises 

Unit No :5 

Title  :  Search Engine Optimization for Small and Medium Sized Tourism Enterprises 

Unit Aim  : This unit explains what search engines are, how they work, and how tourism and hospitality businesses can make 

use of search engines as a tool to make their businesses easily found by consumers on the internet and how this will lead to 

improved business performance. 

Level  :5 

ECVET  :0,5 

Guided Learning Hours: 6 Hours 

Prerequisite : Basic computer skills like working with computers, using word processing and internet surfing 

 

3.1.1 Learning Outcomes and Verification of Outcomes 

Learning Outcomes Evaluation Criteria  Method of Assessment Evaluation 

1. Explain the meaning of search 

engine optimisations and related 

concepts. 

Define search engine optimisation and 
its function (SEO). 
 
Tell the difference between SEO and 
related terms such as search engine 
advertising, paid online advertising, pay 
per click advertising and search engine 
marketing 
 
List the benefits and limitations of SEO 

Online criterion-referenced 
assessment 
 
Multiple choice, 

True or False,  

Fill in the blanks 

1 point for each correct answer. 

A score of 70% or over pass.  
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2. Know how search engines work 

and do the ranking of web pages.  

Recognise the steps involved in the 
working of a search engine 
 
Tell the most important ranking factors 
in the search engine results page. 
 
List the most important on-site 
optimisation factors such as title tag, 
description tag, heading tag and URL. 
 

Matching questions 

Ordering questions 

 

 

 

 

 

 

 

 

 

 

 

3. Tell the main dimension of 

website quality for tourism and 

hospitality businesses  

Underline website quality factors like 

functionality, ease of use, information 

quality, web appearance, security and 

privacy etc. 

4. Know how to increase traffic to a 

website. 

Tell various ways and means to 

increase traffic to a website.  

Perform keyword research for a 

particular brand or business. 

Use website analytics tool 
 
Explain the role and importance of 
backlinks for ranking in the search 
engine results page 

 

 

Performance based assessment 

 

 

 

Performance based assessment 

 

 

The trainee is asked to perform a 

keyword search for Chinese food in 

Istanbul. 

 

 

The trainee is asked to register a 

brand with Google Business profile 
5-Register a business with Google 

Business Profile 

Register a brand or business with 

Goggle Business Profile. 

6-Monitor the performance of SEO 

efforts. 

Tell a number of metrics for evaluating 

SEO performance. 

Use Google Analytics  

Use Google Search Console 

 

 

Performance based assessment 

 

 

The trainee is asked to download and 

use Google Analytics 
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Performance based assessment The trainee is asked to download and 

use Google Search Search Console 

 

Examples of Criterion-Referenced Assessment Questions 

1) Which of the following statements best describe search engine optimization (SEO)? 

a. It means the process and practice of improving a website’s visibility and ranking in search engines. 

b. It is an internet advertising model used to drive traffic to websites, in which an advertiser pays a publisher when the ad is 

clicked.  

c. It is a marketing metric that measures the total cost of a customer completing a specific action. 

d. It refers to linking individual websites to concrete keywords for payment. 

 

2) Which of the following is NOT a disadvantage of SEO? 

a. SEO cannot guarantee top rankings. 

b. Search engines are continuously changing their ranking algorithms.  

c. Each search engine contains its peculiar requisites.  

d. SEO leads to brand visibility on the internet. 

  

3) Which of the following options is NOT a component of SEO strategy and ranking factor?  

a. High quality content 

b. Search keywords 

c. Inside the SEO 

d. Off-site SEO 
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4) The most frequently used search engine worldwide is …………. 

a) Google   b) Baidu     c) Bing    d) Yandex 

 

5) Search engines evaluate and learn about a site by analysing ………… and ………….. 

a) spiders and crawlers   b) keywords and metadata c) SERP  and index   d) robots and ads 

 

6) Backlinks refer to one-way links from other websites to a particular website. 

a) True   b) False 

 

7) The number one factor that influence search engine rankings is backlinks.  

a) True   b) False 

 

8) On-site SEO refers to reduction of errors regarding title tag, metadata description tags and heading tags and URL. 

a) True   b) False 

 

9) Please put the following statements about how search engines work in the correct order? 

1) Indexing 

2) Analysing websites 
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3) Web crawling 

4) Displaying Search Engine Results Page 

5) Finding the content 

a) 5,4,3,2,1    b) 3,2,1,5,4  c) 2,1,3,4,5   d) 4,3,2,1,5 

 

10) Please match the concepts on the left with the correct definitions on the right. 

a) Google Business Profile  1) It is a free tool that helps you track 

the performance of your website 

b) Link earning 
2) It refers to the links to a website 

from other websites which influence 

website ranking on search engine 

results page. 

c) Google Search Console 3) It is a free Google business 

directory for local search engine 

optimization. 

d) Off-site SEO  4) It is the acquisition of links from 

other websites due to the quality and 
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content of a web page without any 

marketing effort 

a) a3, b2, c1, d4 b) a2, b1, c4, d3   c) a3, b4, c1, d2   d) a4, b2, c3, d1 

 

 

Open-Ended Questions 

 

Performance Assessment   
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UNIT 6 - Digital Advertising for Small and Medium Sized Tourism Enterprises 

Unit No :6 

Title   : Digital Advertising for Small and Medium Sized Tourism Enterprises 

Unit Aim : This module aims to present the basic elements of digital advertising and its utilization in small and medium sized 

tourism and hospitality businesses. The definition of digital advertising and other related concepts is given in a comprehensive way 

and several forms and types of digital ads are presented. This unit also explains the process for creating and managing advertising 

content on the google search engine and several social media platforms, and the most important factors for creating efficient digital 

advertising campaigns. It also offers insights into the measurement of digital marketing performance. 

Level  :5 

ECVET :0.5 

Guided Learning Hours:6 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

 

Verification of Learning Outcomes 

Learning Outcomes Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Explain the term digital advertising 

and related concepts 

Define digital advertising (DA) 
 
Difference of DA from search engine 
marketing 
 

Criterion-referenced assessment 
 
Short-answered tests: 

1 point for each correct answer. 

A score of 70% or over pass..  
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Difference of DA from search engine 
optimization 
 
Difference of DA from pay-per-click 
advertising 
 

Multiple choice, 

True & False, Fill in the blanks 

2. Tell the importance and benefits of 

digital advertising applications in 

marketing communication 

Explain the importance of DA 
 
Discuss the pros and cons of DA in 
digital tourism marketing 

3. Identify types of digital advertising 

formats 

Explain display advertisement 
Explain social media advertisement 
Explain Search Engine Advertising 
Explain Video Advertisements 
Explain Text Advertisements 
Explain Audio Advertising 
Explain E-mail Advertising 
Explain Native Advertising 
Explain Mobile Advertising 

4. Discuss the most important 

components of efficient digital 

advertising 

Compare and contrast formats and 
channels of DA 
 
Discuss the pros and cons of 
components of DA 

Skill assessment 
 
Open-ended questions 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 
Scored by fully qualified (2), partially 
qualified (1), and not qualified (0). 
70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 

5. Use key performance indicators in 

their digital advertising campaigns 

Plan a DA campaign 
Improve a DA campaign by using key 
performance indicators 

6. Create and manage advertising 

content on the google search engine 

and several social media platforms 

 

 

  

Create DA content 
Manage DA content 
Use the Google search engine for 
managing DA content 
Use social media for managing DA 

content 

Scenario Based Assessment 

or 

Performance Assessment 

Case-based questions 

On-site practice (on-the-job 

training or apprenticeship) 

Scoring and Evaluation Checklist. 

Scored by fully qualified (2), partially 

qualified (1), and not qualified (0). 

70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 
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Scoring and Evaluation by rubric 

or checklist 

 

Examples of Criterion-Referenced Assessment Questions 

1) Which of the following is not an accurate description of digital advertising?  
a. Digital advertising is a one-way message used by companies to promote their product and service 
b. Digital advertising is a part of marketing communication 
c. Digital advertising is also called search engine marketing 
d. Digital advertising uses display ads, emails, apps, SEM and paid social ads 

 
2) Which of the following is not a type of an online ad format?  

A. display ad 
B. video 
C. real-time bidding 
D. email 
E. remarketing ad 

 
3) Online advertising can be defined as a process whereby a customer’s attention is gained, followed by _________  
 
a) purchasing        b) advertising        c) learning          d) responding 
 
4) “Shoppable” Instagram stories and Cinemagraphs are a current trend on ___________ 
 
a) Pay-per click advertisements      b) Programmatic advertisements                     
 
c) Video Advertisements        d) Email advertisements      
 
5) One of the main disadvantages of digital advertising is the fact that it cannot be measured and it is considered 
uncontrollable. 
a) True 
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b) False 
 
6) Social Media ads cannot target a specific type of audience. Instead, it reaches masses due to the huge numbers of social 
media users.  
a) True 
b) False 
 
7)  Put the following steps of creating and managing Google Ads in order: 
A) Select payment method 
B) Choose Search Network 
C) Create an account 
D) Create a live campaign 
E) User Access 
 

a. CBADE     b. CDBAE       c. DABEC      d. CDBEA  
 
8) What is the right order of advertising campaign architecture in Google Ads? 
A) Keywords 
B) Ad Groups 
C) Campaign 
 
a. CAB       b. BAC      c. CBA      d. ABC 
 
9) Please match the concepts with the correct definitions. 
 

1. Paid influencer marketing a. An online advertising method 
where text or image ads are 
prioritized on search results of 
search engines like Google and 
Bing 
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2. Search engine advertising b. A type digital advertising that 
makes use of endorsements and 
products mentioned by influencers. 

3. Meta Business Suite c. It is the cost marketer pays every 
time a viewer clicks on the 
advertisement. 

4. Cost Per Click d. It is a free tool to manage 
Facebook, Instagram and 
Messenger ads 

A. 1c, 2b, 3a, 4d       B. 1d, 2b, 3a, 4c          C. 1b, 2a, 3d, 4c 
 
    D. 1d, 2a, 3b, 4c 
 
10) Please match the concepts with the correct definitions. 
 

1. Retargeting a. A model in which the advertiser 
pays every time a user clicks on 
the ad 

2. Affiliate marketing b. A specific type of display adverting 
that targets users who have 
previously interacted with the 
website 

3. Native advertising c. A type of digital advertising where 
publishers or online platforms and 
websites earn a commission by 
promoting a product or service of 
advertiser using an affiliate link 

4. Pay per click ad d. A form of paid advertising in which 
the ads are very much related to 
the digital platform they appear. 

A) 1b, 2c, 3d, 4a         B) 1d, 2b, 3c, 4a         C) 1a, 2b, 3c, 4d  D) 1d, 2b, 3a, 4c          
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Open-Ended Questions 

Plan a digital advertisement campaign. Criticize real digital advertisement examples and suggest improvements. 

 

Performance Assessment 

Create and manage DA content by using Google ads and social media platforms and self-evaluate the efficiency of your 

implementation.  
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UNIT 7 - Social Media Marketing for Small and Medium Sized Tourism Enterprises 

Unit No :7 

Title   : Social Media Marketing for Small and Medium Sized Tourism Enterprises 

Unit Aim :This unit focuses on the role and importance of social media platforms for marketing tourism and hospştality 

businesses. This unit introduces various social media platforms, their features and profile of users.  It also explains pros and cons of 

various social media platforms and their strategic use in the context of tourism and hospitality business. The unit present steps for 

tourism firsm to follow when building social presence and indicate mistakes to be avoided on social media. 

Level  :5 

ECVET :0.5 

Guided Learning Hours:5 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

 

Verification of Learning Outcomes 

Learning Outcome Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Explain the meaning of social media 

marketing and its importance for 

tourism and hospitality businesses. 

Define social media marketing (SMM) 
 
Explain the importance of SMM for 
SMTEs 
 

Criterion-referenced assessment 
 
Short-answered tests: 

1 point for each correct answer. 

A score of 70% or over pass.. 
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2. Tell the pros and cons of social 

media marketing for tourism and 

hospitality businesses 

 
Discuss the pros and cons of SMM in 
digital tourism marketing 

Multiple choice, 

True & False, Fill in the blanks 

3. Explain social media optimization 

principles 

Explain the techniques for optimazing 
SMM 
 
Tell the difference between SMM 
optimization and Search Engine 
Optimization 

4. Discuss strategic use of social 

media marketing for tourism and 

hospitality businesses. 

Discuss the importance of creating 
awareness in SMM 
Discuss the importance of listening to 
and engaging customers in SMM 
Discuss the importance of promotion in 
SMM 
Discuss the importance of selling on 
SMM 

Skill assessment 
 
Open-ended questions 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 
Scored by fully qualified (2), partially 
qualified (1), and not qualified (0). 
70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 5. Analyse the examples to find 

mistakes that should be avoided in 

social media marketing 

Examine examples, find and discuss 
social media mistakes to avoid them 

6. Build a social presence on social 

media for a SMTE 

 

 

  

Create a SMM plan and implement it Scenario Based Assessment 

or 

Performance Assessment 

Case-based questions 

On-site practice (on-the-job 

training or apprenticeship) 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 

Scored by fully qualified (2), partially 

qualified (1), and not qualified (0). 

70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 
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Examples of Criterion-Referenced Assessment Questions 

1) Which of the following social media platform has as disadvantage in terms of limited number of characters in a post? 
 

a. Facebook 
b. Twitter 
c. Instagram 
d. Blog 

 
2) Which of the following term refers to people who can influence large number of people through their posts and recommendations 
regarding a product or business on social media platforms? 
 

a. Influencers 
b. Post blogs 
c. Mailing 
d. Using “Google Business Profile” 

 
3) Which of the following is a mistake in social media marketing? 
 

a. Treating every platform the same 
b. Interacting with users 
c. Dividing audiences based on their interests 
d. Incorporating external links 

 
4) Social media marketing is marketing which takes place via _____. 
 
a) Skype  b) Letters c) Social media   d) E-mails 
 
 
5) The main goal of _____ is to encourage social media commitment and content sharing through different social media networks in 
order to reach popularity among the community of people who are using those social media networks. 
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a) Social media optimization b) Facebook c) Search engine optimization d) Pay per click 
 
 
6) Social media marketing has allowed businesses to target customers instantly. 
a) True    b) False 
 
7) The last step to build a presence of a brand in social media is to define what a business wants to communicate and find the best 
style to show the content online. 
a) True    b) False 
 
8) Which of the following is a technique for social media optimization? 
I) Make sharing easy 
II) Proactively share 
III) Create shareable content 
IV) All  
a) cabd   b) abdc   c) bcda d) dacb  
 
9) What is the correct order of steps for businesses to build their social media presence?  
I) Knowing the audience 
II) Deciding the role and importance of social media for the business 
III) Defining the business and benefits a business provides to customers 
IV) Selection of social media 
V) Assigning resources and creating content 
 
a) cabd b) abdc c) bcda d) dacb 
 
10) What strategic marketing purposes can tourism businesses use social media for? 
a) Creating identity and awareness 
b) Listening and engaging customer 
c) Social selling 
d) Promotion 
e) All 
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Examples of Open-Ended Questions 

Examine and criticize real SMM examples, find out the mistakes, and suggest improvements. 

 

Performance Assessment 

Create and manage a SMM plan and self-evaluate its appeal and efficiency. 
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UNIT 8 - Mobile marketing for Small and Medium Sized Tourism Enterprises 

Unit No :8 

Title   : Mobile marketing for Small and Medium Sized Tourism Enterprises 

Unit Aim : This module aims  to present the basic elements of mobile marketing so as to be applied by small and medium sized tourism and 

hospitality enterprises in the tourism and hospitality industries. The definition of mobile marketing and other related concepts is presented along 

with the several channels that can be utilized to make the best use of mobile marketing applications to promote small and medium-sized 

enterprises in tourism and hospitality. 

Level  :5 

ECVET :0.5 

Guided Learning Hours:6 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

 

Verification of Learning Outcomes 

Learning Outcome Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Explain the importance of mobile 

marketing applications in the tourism 

and hospitality industries 

Explain the importance of Mobile 
Marketing Applications (MMA) for 
SMTEs 
 
 
 

Criterion-referenced assessment 
 
Short-answered tests: 

Each accepted answer, according to the 

Scoring and Evaluation key, is 1 point. 
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2. Explain definitions and terms related 

to mobile marketing applications 

Define MMA 
 

Multiple choice, 

True & False, Fill in the blanks 

70% correct answers questions of the 

total number of questions.  

3. Tell the pros and cons of mobile 

marketing for SMTEs 

Tell the pros and cons of SMM for 
SMTEs in digital tourism marketing 

4. List the mobile marketing channels Tell web site 
Tell mobile apps and games 
Tell chatbots 
Tell QR codes and coupons 
Tell AR 
Tell SNA 
Tell Location based and near field 
marketing 

5. Tell the mobile code of conduct and 

privacy issues on mobile applications 

Describe the code of conduct and 
privacy 
List the codes for preventing 
misconduct and privacy problems 

6. Determine the key elements for 

successful mobile search optimization. 

Elaborate on the elements for 
optimizing mobile search 
 

Skill assessment 
 
Open-ended questions 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 
Scored by fully qualified (2), partially 
qualified (1), and not qualified (0). 
70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 

7. Discuss key performance indicators 

for mobile marketing performance 

Examine examples, find and discuss 
performance indicators to use them 

8. Design mobile marketing strategy 

for a SMTE 

 

 

  

Create a SMM plan and implement it Scenario Based Assessment 

or 

Performance Assessment 

Case-based questions 

On-site practice (on-the-job 

training or apprenticeship) 

Scoring and Evaluation Checklist. 

Scored by fully qualified (2), partially 

qualified (1), and not qualified (0). 

70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 
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Scoring and Evaluation by rubric 

or checklist 

 

Examples of Criterion-Referenced Assessment Questions 

1) Which of the following is not an advantage of mobile marketing 
a. You reach a wide audience 
b. You get measurable results 
c. It is easy to choose the right application 
d. You drive local traffic 

 
2) Which of the following is not a step for planning a mobile marketing strategy 

a. Optimization 
b. Advertising 
c. Analysis 
d. Security 

 
3) Geolocation or Geofencing uses ________ to show exactly where the device is located. 

 
a. Proximity marketing     b) Global Positioning Satellite     c) HTML5     d) QR Codes 
 

4) The metric that refers to the number of visitors to a website that complete a desired goal out of the total number of visitor s is 
called ________. 
 

a. DAU (Daily Active Users) b) MAU (Monthly Active Users) c) Conversion Rate        d) CPA (Cost Per Acquisition) e) CLV 
(Customer Lifetime Value)  

 
5) Mobile applications can’t integrate with all functional systems of any smartphone. 
a) True b) False 
 
6) Quick Response Codes (QR Codes) can be used as a supplementary tool for the SMS marketing channel. 
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a) True   b) False 
7)  Put the following steps of the mobile marketing strategy in order. 
A) Advertise 
B) Optimise 
C) Opportunity 
D) Analyse 
 
a) CDBA    b) CBAD c) ACDB    d)BCDA      
 
8) Put the principle of the Code of Conduct in order 
A) Choice and Consent  
B) Customization 
C) Constraint 
D) Security 
E) Notice 
 
a) EABCD    b) DCABE     c) AEBCD     d) EBADC 
 
9) Please match the concepts on the left with the correct definitions on the right.  

1.Mobile Optimized Website  a. A two-dimensional barcode used for adding 
web links to a printed page. 

2.Near Field Communication (NFC)  b. Existing websites that make use of special 
optimization technologies to adjust the content for 
mobile devices 

3.Quick Response (QR) Codes  c. A communication technology that enables 
convenient short-range communication between 
electronic devices 

4. Augmented Reality d. Visual alignment of virtual content with a real-
world context 

a) 1b, 2c, 3a, 4d           b) 1d, 2a, 3b, 4c           c) 1d, 2c, 3a, 4b   d) 1c, 2d, 3a, 4b       
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10) Please match the concepts with the correct definitions. 
 

Chatbots a. Radio transmitters which instantly 
transmit Bluetooth signals 

Mobile marketing  b. The process of marketing to 
consumers using smartphones and 
tablets 

Beacons c. Computer programs that conduct 
online conversations with users via 
text or voice 

Proximity marketing  d. A specific type of location based 
marketing where more specific location 
of the mobile device users is 
determined and marketing messages 
are sent 

 
a) 1c, 2a., 3b, 4d      b) 1d, 2c, 3a, 4b       c) 1c, 2b, 3a, 4d    d) 1a, 2c, 3d, 4b 

 
 

Examples of Open-Ended Questions 

Which are the elements essential for Mobile Marketing Applications? Make a list and provide proof. 

 

Performance Assessment 

Create and manage a Mobile Marketing Applications strategy and self-evaluate its appeal and efficiency. 
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UNIT 9 - Email Marketing for Small and Medium Sized Tourism and Enterprises 

Unit No :9 

Title  :  Email Marketing for Small and Medium Sized Tourism and Enterprises 

Unit Aim  : This module will give information about the basics of email marketing including the definition, its types and 

advantages and disadvantages. It will also provide a step by step guide for managing an email marketing campaign. Finally, good 

and bad practices of email marketing, which are compiled from relevant literature are presented. 

Level  :5 

ECVET  :0,5 

Guided Learning Hours: 4 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

 

Learning Outcomes and Verification of Outcomes 

Learning Outcomes Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Explain email marketing in the 

context of tourism and hospitality 

businesses 

Tell the meaning e-mail marketing. 
 
Distinguish different types of emails 
such as transactional, promotional and 
relational emails an give examples in the 
context of marketing. 
 
Recognise the benefits and limitations of 
email marketing for tourism and 
hospitality firms. 

Online criterion-referenced 
assessment 
 
Multiple choice, 

True or False,  

Fill in the blanks 

1 point for each correct answer. 

A score of 70% or over pass..  
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Sort the steps for managing email 

marketing campaigns. 

Remember the most common tools and 
places for collecting emails from 
potential customers. 
 
Define email marketing objectives. 
 
Use AIDA and digital marketing funnel 
models to structure email content. 
 
Name a number of email tools and 
service providers that can be used for 
email marketing. 
 

Matching questions 

Ordering questions 

 

 

 

 

 

 

  

Performance based 

 

 

 

 

 

 

 
6-Analyse results of email 

marketing 

Explain email delivery rate, email open 

rate, click through rate, email conversion 

rate, revenue per e-mail sent. 

Do A/B testing of different emails. 

 

Examples of Criterion-Referenced Assessment Questions 

1) Which of the following concepts is used to describe a structured, systematic process that is one of the most effective direct channels 

for delivering highly relevant marketing communications to targeted subscribe? 

a) Outbound email marketing  b) Email marketing    c) Inbound marketing   d) Automated marketing 

 

2) Which of the following is NOT an email type in the context of marketing? 

a) Transactional emails  b) Promotional Emails  c) Relational emails  d) Social emails 
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3) Which of the following is not an advantage of email marketing? 

a) Personalisation of messages   b) Measurability of email campaigns  c) Difficulty of email delivery    d) Relatively low cost 

 

4) Which of the following is an email service provider or email marketing tool? 

a) Google analytics   b) MailChimp  c) Google ads    d) Social media 

5) Which of the following website can be used to monitor e-mail deliverability? 

a) https://www.spamhaus.org   b) https://www.spamcop.net   

c) https://www.emailreach.com   d) https://www.wordtracker.com 

 

6) The Click Through Rate (CTR) is the percentage of people who click on a link or image within an email. 

a) True  b) False 

 

7) Exclamation marks, capital letters and words such as free and offer should be used in the email subject line. 

a) True  b) False 

 

8) Social networking icons should NOT be included in emails sent to subscribers. 

a) True  b) False 

9) What is the correct of order of steps for managing email marketing campaigns? 

https://www.wordtracker.com/
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a) Analysing results 

b) Defining email campaign objectives 

c) Optimising and delivering emails 

d) Designing and creating emails 

e) Building and segmenting an email list 

a) ebdca      b) acdbe      c) bdcae     d) cdbea     

        

10) Please match the concepts with the correct definition? 

1-Renderability of an email   a-They are email messages and automatic notifications that are sent in response to a customer 

action. 

2-Email conversion rate   b-It refers to email campaigns to encourage customer trial and purchase. 

3-Transactional emails   c-It refers to the percentage of e-mail recipients who take the required action or complete a goal in your 

email campaign. 

4- Outbound email marketing d) It is the difficulty in displaying emails for the variety of web clients, email clients, and devices. 

a)1b, 2a, 3c, 4d        b) 1d, 2c, 3a, 4b     c)1d, 2a, 3b, 4d       d) 1c, 2d, 3a, 4b 
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Open-Ended Questions 

 

Performance Assessment  

• The trainer is asked to prepares a newsletter and trainee’s performance is evaluated by the trainer as pass or fail.  

• The trainer is asked to prepare a press release and trainee’s performance is evaluated by the trainer as pass or fail. 
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UNIT 10 - Web Analytics and Digital Channel Performance Management for Small and Medium Sized Tourism Enterprises 

Unit No :10 

Title  :  Web Analytics and Digital Channel Performance Management for Small and Medium Sized Tourism Enterprises 

Unit Aim  : This module introduces basic measurements of efficiency of online platforms. In the chapter, web analytics and 

beneficial tools, social media analytic tools and data analysis through these tools are explained in detail. The analysing process and 

building an online strategy based on the gathered data are detailed step by step. 

Level  :5 

ECVET  :1 

Guided Learning Hours: 10 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

 

Learning Outcomes and Verification of Outcomes 

Learning Outcomes Evaluation Criteria  Method of Assessment Scoring and Evaluation 

1. Explain key terms regarding 

online analytics and performance 

management. 

Define bounce rate, click path, hit, page 
view, unique visitor, visit,active7 
engagement time, event, exit rate, 
impression. 
 
Explain pay per click, pay per 
acquisition, pay per lead, cost per 
conversion and customer acquisition 
cost. 
 

Online criterion-referenced 
assessment 
 
Multiple choice, 

True or False,  

Fill in the blanks 

1 point for each correct answer. 

A score of 70% or over pass..  
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Recognise benefits and disadvantages 
of using analytics software. 
 
List web analytics data sources  
 

Matching questions 

Ordering questions 

 

 

 

 

 

 

Performance based 

Performance based 

 

Performance based 

 

Performance based 

Performance based 

 

 

 

 

 

 

 

Supervisor rated: pass or fail 

Supervisor rated: pass or fail 

 

Supervisor rated: pass or fail 

 

Supervisor rated: pass or fail 

Supervisor rated: pass or fail 

2.Manage the process for digital 

analytics and digital marketing 

performance 

Determine business needs and digital 
marketing objectives  
 
Identify metrics to measure improve 
website and channel performance 
 
 
Distinguish weak, acceptable and strong 
metrics. 
 
Name a number of analytics on site and 
off site analytics tool. 

3.Use different analytics tool Download and use Google Analytics. 

Integrate Google Analytics with Google 

Ads. 

Use analytics of social media platforms 

such as Facebook, Instagram, Twitter 

and LinkedIn.  

Use email analytics. 

Apply search engine analytics through 

Google ads. 
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Examples of Criterion-Referenced Assessment Questions 

1. Which of the following tool can be used to measure the interaction of consumers with a hotel’s website? 

a) Facebook Analytics 

b) Twitter Analytics 

c) Google Analytics 

d) Pay Per Click 

e) E-Mail Analytics 

2. If I want to measure the ad spent per keyword for hotel bookings, I should 

a) link Google AdSense with Google Analytics 

b) link Facebook Insights with Google Analytics 

c) link Twitter Analytics with Google AdWords 

d) link Google Analytics with Google AdWords 

e) divide my spent by the number of bookings 

3. To measure my site speed, I use __________. 

      a) a site speed checker 

       b) the Behaviour tab in Google Analytics 

       d) The Acquisition tab in Google Analytics 

        e) My watch 

4. Site speed refers to _________ 
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a) the speed of your server 

b) the speed of your plugins 

c) the speed of your html 

d) the speed of a page load 

e) the speed of script load 

5. When a web page load is slow, I do not check the URL structure. 

a) True   b) False 

6. To avoid being flagged for spamming the bounce rate of my mailing list should be higher than 2,5%. 

a) True   b) False 

7. Order the following steps of page tagging: 

A. Deploy your tags. 

B. Determine business requirements. 

C. Maintain your website tagging strategy. 

D. Document your tags and variables. 

a) ABCD b) BDAC c) CDAB d) DABC 

8. Please order the steps for managing web analytics and digital channel performance 

A. Identifying metrics or key performance indicators to measure and improve website and digital channel performance. 

B. Determining business needs and digital marketing objectives  

C. Evaluating online performance and taking action. 

D. Using appropriate tools and analytics software to collect and analyse data. 
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a) ABCD b) BADC c) DCBA d) DABC 

9. Please match the concepts with the correct definitions  

a) Click analytics 

 

1) Data-driven approach to identify the key touch-points where your customers 

have interacted with your company and products in the course of buying stages. 

b) Page tagging 

 

2) Basic information on your audience’s (website visitors) language and geographic 

location. 

c) Geolocation 

 

3) Tool that allows you to mark or categorize a page or groups of pages on your 

website. 

d) Customer lifecycle 

analytics 

4) It is a feature that measures and reports where people click or tap on websites, 

apps, and emails. 

a) a3, b4, c1, d2      b) a4, b3, c1, d2        c) a1, b2, c4, d3    d) a4, b3, c2, d1  
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10. Please match the concepts with the correct definitions 

a) Bounce rate 

 

1) The cost of acquiring a customer online  

 

b) Impressions  

 

2) Number of times online content was displayed to users 

 

c) Pay per click 

 

3) Percentage of visitors who only view one page on a website 

 

d) Cost per conversion 4) A model of internet advertising in which advertisers pay a fee each time one of 

their ads is clicked 

a) a3, b2, c4, d1     b) a4, b3, c1, d2        c) a1, b2, c4, d3    d) a4, b3, c2, d1 

 

Open-Ended Questions 

 

Performance Assessment  

• Download and use Google Analytics. 

• Integrate Google Analytics with Google Ads. 

• Use analytics of social media platforms such as Facebook, Instagram, Twitter and LinkedIn.  
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• Use email analytics. 

• Apply search engine analytics through Google ads. 
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UNIT 11 - Online Public Relations and Reputation Management for Small and Medium Sized Tourism Enterprises 

Unit No :11 

Title   : Online Public Relations and Reputation Management for Small and Medium Sized Tourism Enterprises 

Unit Aim : This module explains online public relations and reputation management and focuses exclusively on online customer 

reviews and electronic word of mouth as part of managing online public relations strategy in the toruism and hospitality industry. 

Level  :5 

ECVET :0.5 

Guided Learning Hours:5 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

 

Verification of Learning Outcomes 

Learning Outcome Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Explain the importance of online 

public relations and reputation 

management for the tourism and 

hospitality businesses 

Explain the importance of online public 
relations (OPR) for SMTEs 
 
Explain the importance of reputation 
management (RM) for SMTEs 

Criterion-referenced assessment 
 
Short-answered tests: 

Multiple choice, 

True & False, Fill in the blanks 

1 point for each correct answer. 

A score of 70% or over pass.. 

2. Explain changing role of consumers 

in light of web 2.0 

Define web 2.0 related to OPR for 
SMTEs 
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Explain the role of Web 2.0, especially 
for OPR and RM 
 

3. Tell the impacts of customer 

reviews and electronic word of mouth 

on tourism and hospitality 

businesses 

Tell the effects of digital customer 
reviews for SMTEs in digital tourism 
marketing 
Tell the effects of digital voices for 
SMTEs in digital tourism marketing 

4. List the differences between 

traditional and new foundations of 

public relations and reputation 

management 

Define traditional PR and RM 
 
Explain OPR and RM 
 
Compare and contrast the differences 
between traditional PR-RM and OPR-
RM 

5. Determine the impact of online 

reviews on consumers’ attitudes 

towards tourism and hospitality 

businesses. 

Determine the impact of online reviews 
 
Determine the impact of attitudes 
towards SMTEs 
 
 

Skill assessment 
 
Open-ended questions 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 
Scored by fully qualified (2), partially 
qualified (1), and not qualified (0). 
70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 

6. Manage online reviews and 

communications in the tourism and 

hospitality industry 

 

Monitor, evaluate, and manage online 
reviews and communications for 
SMTEst 

Scenario Based Assessment 

or 

Performance Assessment 

Case-based questions 

On-site practice (on-the-job 

training or apprenticeship) 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 

Scored by fully qualified (2), partially 

qualified (1), and not qualified (0). 

70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 
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Examples of Criterion-Referenced Assessment Questions 

 
1. Which of the following is NOT one of the factors that push people make online reviews? 
 a. Service quality 
 b. Customer satisfaction 
 c. Pre-purchase expectations 
 d. Booking intention 
 e. Social identity 
 
2. Online reviews can positively or negatively influence the decision-making process of a potential hotel guest. 
 a. False 
 b. True 
 
3. Put the following elements of communication process of the traditional marketing approach in order. 
 A) Advertising/PR 
 B) Customers 
 C) Corporations 
 D) Media-Public 
  a. CBAD b. BACD c. CADB d. DABC e. BCAD 
 
4. Place the appropriate concept in the blank of the following definition. 
…………………………………………………. is the dynamic and ongoing information exchange process between potential, actual, or 

former consumers regarding a product, service, brand, or company, which is available to a multitude of people and institutions 
via the Internet. 

 a. Reputation management 
 b. Electronic commerce 
 c. Public Relations 
 d. Word-of-mouth 
 e. Electronic word-of-mouth 
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5. Please match the concepts with the correct contents prepared by the European Commission for Small and Medium-Sized Hotel 
businesses. 

 a) Before writing    1) Choose the right content type. 
 b) Understandable    2) What do you want to say? 
 c) Actionable     3) Go through your post again. 
 d) After writing    4) Have a place for comments. 
 a. d3, c4, a2, b1 b. a1, b2, c3, d4 c. d2, b1, c3, a4 d. d1, a2, c3, b4  
 
6. Digital transformation is not about the strategic use of technology, but about technology. 

a. False 
b. True 
c.  

7. Put the following dimensions of hotel reputation management in order. 
 A) Comparison with competitors operating in the hotel industry 
 B) Evaluating the hotel’s ranking and category evaluations over time 
 C) Defining the reputation field 
 D) Increasing the score affecting the hotel’s reputation 
  a. BACD b. CBDA c. DACB d. CBAD 
 
8. When a hotel business loses revenue due to negative online reviews, it represents a/an ……………………………….. damage to 

the hotel reputation. 
 a. technological       b. societal       c. financial      d. behavioral      e. legal 
 
9. Please match the explanations with the correct terms. 
 a) RATIO  1) Number of recent reviews. 
 b) RATING  2) Number of reviews relative to the size of the property. 
 c) RECENCY  3) Frequency and quality of management responses to reviews 
 d) RESPONSE 4) User-generated score/rating of the property 
  a. a4, b2, c1, d3 b. c1, b2, d3, a4 c. b1, a2, d3, c4 d. c1, a2, d3, b4 
 
10. Which of the following is among the strategies of an online reputation management plan that a hotel business will develop? 

a. Using a reputation management system to actively monitor and respond to feedback. 
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b. Actively soliciting online reviews from satisfied hotel guests. 
c. Using reviews to communicate with staff and improve operations. 
d. Responding to all reviews in a positive and personalized manner, and within a short period of time. 
e. All 

 

Open-Ended Questions 

Which are the most important elements of OPR and RM? Make a list and provide proof. 

 

Performance Assessment 

Create and manage an OPR and RM strategy and self-evaluate its importance and efficiency. 
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UNIT 12 - Electronic Customer Relationship Management for Small and Medium Sized Tourism Enterprises 

Unit No :12 

Title   : Electronic Customer Relationship Management for Small and Medium Sized Tourism Enterprises 

Unit Aim : The aim of this module is to introduce the concept of electronic customer relationship management (E-CRM) and to 

explain its advantages and elements. The unit will also provide information on the stages of managing E-CRM, and introduce some 

of the main E-CRM tools such as website, property management systems, chatbots and live chat, business apps, and social media 

accounts that can be used by tourism and hospitality businesses for managing E-CRM. Besides, the module will also explain the 

critical factors to consider when implementing E-CRM 

Level  :5 

ECVET :0.5 

Guided Learning Hours:5 Hours 

Prerequisite: Basic computer skills like working with computers, using word processing and internet surfing 

 

Verification of Learning Outcomes 

Learning Outcome Assesment Criteria/Spesifications Method of Assessment Scoring and Evaluation 

1. Explain customer relationship 

management (CRM), electronic 

customer; relationship management 

(E-CRM), and types of e-CRM 

Explain the customer relationship 
management (CRM) 
 
Explain the electronic customer 
 

Criterion-referenced assessment 
 
Short-answered tests: 

1 point for each correct answer. 

A score of 70% or over pass.. 
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Explain the relationship management 
 
Explain the types of e-CRM 

Multiple choice, 

True & False, Fill in the blanks 

2. List the benefits of e-CRM for small 

and medium-sized tourism enterprises 

Define and write e-CRM benefits for 
small and medium-sized tourism 
enterprises 

3. Tell the elements or components 

of E-CRM 

Tell customer fusing,  
Tell products tailored to customer 
requests 
Tell integrated multiple communication 
channels,  
Tell real-timeliness  
Tell web-based approach 

4. Introduce e-CRM tools and 

applications used in tourism and 

hospitality businesses 

Define and explain operational E-CRM 
 
Define and explain analytical E-CRM 

5. Analyse stages for managing 

electronic customer relationship 

management 

Explain and discuss three stages of 
the E-CRM 
 
 

Skill assessment 
 
Open-ended questions 

Scoring and Evaluation by rubric 

or checklist 

Scoring and Evaluation Checklist. 
Scored by fully qualified (2), partially 
qualified (1), and not qualified (0). 
70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 

6. Plan and implement E-CRM 

 

Plan, develop and implement an CRM Scenario Based Assessment 

or 

Performance Assessment 

Case-based questions 

On-site practice (on-the-job 

training or apprenticeship) 

Scoring and Evaluation Checklist. 

Scored by fully qualified (2), partially 

qualified (1), and not qualified (0). 

70% score of the maximum score of the 

checklist. 

(Maximum score: criteria x 2) 
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Scoring and Evaluation by rubric 

or checklist 

 

Examples of Criterion-Referenced Assessment Questions 

1- Which of the following statements represent the best explanation for E-CRM? 
a) All the processes needed to achieve, build and maintain customer relationship through electronic business operations 
b) An application to increase profits by generating more revues from customers 
c) It is a perspective that advocates short-term relationships with customers. 
d) It is a software for managing personnel management 
 
2- Which of the following is an element of E-CRM? 
a) Customer focusing 
b) Integrated multiple communication channels 
c) Timeliness 
d) All  
 
3- Which of the following is a tool for E-CRM in tourism and hospitality management businesses 
a) Internet content monitoring and tracking tools  
b) Live online chat service  
c) Property management system 
d) All 
 
4- Please order the following stages of a framework for managing E-CRM processes and activities 
1) After sale support 
2) Pre-sale 
3) During sale 
4) No sale 
a) 1234   b) 4321   c) 231 d) 213 
 
5- An effective E-CRM, has a positive effect on efficiency and cost reduction  
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a) True    b) False 
 
6- Networking is an organizational factor that should be taken into consideration when implementing E-CRM 
a) True    b) False 
 
7- Operational e-CRM is about managing customer contact points.  
a) True    b) False 
 
8- Customer relationship management is also known as …………………… 
a) 360-degree customer approach 
b) Organizational service orientation 
c) Market penetration 
d) Customer equity 
 
9- …………….    ……………………. focuses on using technology to process and interpret large amounts of customer data. 
a) Operational E-CRM 
b) Analytical E-CRM 
c) Categorical E-CRM 
d) Numerical E-CRM 
 
10) Customer relationship management is a management approach developed from the ……………………………….  
a) Competitive advantage approach 
b) Vertical integration approach 
c) Relational marketing approach 
d) Resource-based approach 
 

Examples of Open-Ended Questions 

What do you do in the stages in E-CRM? Why three stages? Discuss the effectiveness of the stages of E-SRM 
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Performance Assessment 

Create and manage an E-CRM strategy, evaluate and improve it considering an actual case you find. 

 


