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C. Michael Hall : Tourism and Social Marketing (Routledge I nternational Seriesin Tourism, Business and
Management) before purchasing it in order to gage whether or not it would be worth my time, and all praised
Tourism and Social Marketing (Routledge International Seriesin Tourism, Business and Management):

1 of 1 people found the following review helpful. Five StarsBy SANGHOON LEEEXxcellent

Social Marketing is the utilisation of marketing principles and methods to encourage individua and organi sational
behaviour change for the public good. Traditionally the domain of government it isincreasingly also utilised by non-
government and non-profit organisations and other institutions of civil society as a non-regulatory means to achieve
policy and public good goals. At atime when concerns over tourism's contribution to undesirable environmental,
economic and socia change is greater than ever, social marketing strategies are important for encouraging more
appropriate and desirable behaviours by tourists and the tourism industry. Tourism and Social Marketing is the first
book to comprehensively detail the relevance of social marketing principles and practice to tourism, destination
management and marketing. By considering this relationship and application of social marketing approaches to key
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issues facing contemporary tourism development, such as the environment, this book provides significant insights into
how the behaviours of visitors and businesses may be changed so as to develop more sustainable forms of tourism and
improve the quality of life of destination communities. It further provides a powerful impetus to the development of
tourism related forms of sustainable consumption and the promotion of ethical tourism and marketing. Thisinnovative
book is comprehensive in scope by considering a variety of relevant fields relevant to tourism and social marketing
practice including, health, non - profit organisations, governance, the politics of marketing and consumption,
consumer advocacy and environmental and sustainable marketing. It integrates selected international cases studies to
hel p tourism students engage with the broader debates in social marketing, governance and the politics of behaviour
change and shows the relationship of theory to practice.Written by aleading authority in the field, topical and
integrative, this book will be valuable reading for students, scholars and researchersin tourism.

"This text provides a valuable and timely contribution to the literature on the increasingly important concept of social
marketing and its application to tourism. Well researched and insightfully written combining theory with relevant
examples of current practice, this book should be essential reading for anyone interested in the field of sustainable
tourism marketing." - Dr Marion Bennett, Associate Lecturer, Faculty of Business, Economics Law, University of
SurreyAbout the AuthorC. Michael Hall is a Professor of Marketing at the University of Canterbury, New Zealand. He
has longstanding teaching, publication and research interests in tourism, regional development and social/green
marketing with particular emphasis on issues of place branding and marketing as well as conservation and
environmental change, event management and marketing, and the use of tourism as an economic development and
conservation mechanism.nbsp; He is the author and editor of over 40 books as well as over 250 journal articles and
book chapters and has been active in a number of international research and business associations.



