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Research on the Course Construction of Digital Marketing in Tourism and
Hospitality Industry Empowered by Generative Al
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Abstract : Against the backdrop of the rapid development of generative Al and the continuous advancement
of educational digitalization, university course construction is confronted with new requirements in
terms of content system updating, teaching mode innovation and evaluation system improvement.
As a course with both theoretical and practical attributes, Digital Marketing in Tourism and Hospitality
Industry serves as an important bridge connecting digital technology, marketing practice and industry
scenarios. At present, the course still has deficiencies in objective orientation, teaching content,
practical training, resource construction and learning evaluation, which fail to fully meet the practical
teaching needs of digital marketing courses in the Al era. Combined with the practical demand of
integrating generative Al into course construction, this paper proposes construction paths from five
aspects: course objectives, teaching content, teaching resources, teaching modes and evaluation
systems, including strengthening the cultivation of Al-enabled problem—solving abilities, constructing
task—oriented course modules, optimizing dynamically updated teaching resources, promoting
project—-based learning, and establishing an evaluation method combining formative and summative
assessment. This study can provide references for the construction of digital marketing courses and
the cultivation of applied talents in the context of Al.
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