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The module defines the meaning and scope of e-business and innovation in tourism. 

All aspects of e-business are discussed in detail and the concepts of innovation and 

creativity are examined as core strategic component for sustainable development. 

The module focuses in strategies, methods and tools for adoption of digital 

innovations. Selected case studies are analyzed, and practical do’s and don’ts 

highlighted. Current and future trends in technology and research are presented and 

discussed. 

Successful completion of the module will improve the following cognitive skills of the 

students: 

- Obtaining extensive knowledge regarding the role and importance of 

information and communication technologies (ICT) for contemporary tourism 

enterprises, tourists, and the market in general. 

- Developing understanding and critical thinking regarding the suitability, the 

benefits and the limitations of technology for current and future applications. 

- Developing management skills and capability to recognize opportunities to 

improve tourism services through innovative use of ICT 

- Gaining knowledge regarding the limitations and challenges associated with 

introduction and adoption of technological innovations by organizations, 

enterprises and tourists. 

- Developing the necessary capability to recognize, evaluate, analyze and solve 



complex business problems and apply theoretical background in real-world 

situations. 

- Developing the skills to create an integrated e-business plan, from the 

conception of an innovative digital idea, to the practical details of ICT 

introduction and utilization. 

- Developing the skills to assess the viability of an e-business proposal regarding 

the role and potential of ICT 

- Developing the skills to evaluate business proposals 

- Developing the skills to self-evaluate business ideas and plans 

- Developing leadership skills, from innovative creative thinking to effective and 

successful communication and presentation of business ideas that inspire 

stakeholders. 

   

General Competences  

Taking into consideration the general competences that the degree-holder must 

acquire (as these appear in the Diploma Supplement and appear below), at which of 

the following does the course aim? 

Search for, analysis and synthesis 

of data and information, with the 

use of the necessary technology  

Adapting to new situations  

Decision-making  

Working independently  

Team work 

Working in an international 

environment  

Working in an interdisciplinary 

environment  

Production of new research ideas  

Project planning and management  

Respect for difference and multiculturalism  

Respect for the natural environment  

Showing social, professional and ethical 

responsibility and sensitivity to gender issues  

Criticism and self-criticism  

Production of free, creative and inductive 

thinking 

…… 

Others… 

……. 

Information search, processing and analysis, use of technology tools 

Identification and adaptation to new conditions and situations 

Decision making 



Autonomous work 

Team work and cooperation 

Creation of new business and research ideas 

Design and management of projects 

Development of social, business, and personal ethics and responsibility 

Evaluation of projects, criticism and self-assessment 

Free, creative and productive approach and thinking  

 

SYLLABUS 

Module Contents (Syllabus): 

 

• Introduction, the concept of e-business, module description, contents and 

processes, educational tools and methods 

• Modern tourism and e-business, technological advances 

• e-business models 

• e-business systems 

• e-business marketing (digital marketing) 

• Innovation and creativity 

• Special e-business issues and topics 

• e-business strategies and tools 

• Business plan (for e-business) 

• Latest research and innovations in the field of e-business in tourism, future 

trends 

• Selected cases and specific applications (adjusted to class needs) 

• Guidance for business problem solving, report writing and presentation of 

ideas 

• Guidance for e-business plan creation, practical issues 

 

  



TEACHING and LEARNING METHODS - EVALUATION 

DELIVERY 

Face-to-face, Distance learning, 

etc. 

• Face to face 

• Synchronous distance learning 

• Asynchronous distance learning 

USE OF INFORMATION 

AND COMMUNICATIONS 

TECHNOLOGY  

Use of ICT in teaching, 

laboratory education, 

communication with students 

• Use of ICT in teaching, through a fully 

interactive digital learning environment 

• Lectures with digital slides on 

synchronous distance-learning platform 

(virtual/digital classroom)  

• Communication and information 

exchange based on asynchronous 

distance learning platform and through 

conventional digital communication 

means (skype, e-mail etc.)  

• Upload of lectures with complete 

digitized content for self-study and 

content understanding by students. 

• Upload of curriculum, information, 

guides, lecture slides and other module 

material in asynchronous distance 

learning platform 

• Guidance to students regarding 

utilization of described methods and 

technologies, interactive student project 

presentations with digital distance 

learning means.  

TEACHING METHODS 

The manner and methods of 

teaching are described in detail. 

Lectures, seminars, laboratory 

practice, fieldwork, study and 

analysis of bibliography, 

tutorials, placements, clinical 

practice, art workshop, 

interactive teaching, educational 

Activity Semester workload 

Lectures 30 

Assignments 81 

Self-study 39 

  

  

  

  

  

  

Course total  150 
 



visits, project, essay writing, 

artistic creativity, etc. 

 

The student's study hours for 

each learning activity are given 

as well as the hours of non-

directed study according to the 

principles of the ECTS 

STUDENT PERFORMANCE 

EVALUATION 

Description of the evaluation 

procedure 

 

Language of evaluation, methods 

of evaluation, summative or 

conclusive, multiple choice 

questionnaires, short-answer 

questions, open-ended questions, 

problem solving, written work, 

essay/report, oral examination, 

public presentation, laboratory 

work, clinical examination of 

patient, art interpretation, other 

 

Specifically-defined evaluation 

criteria are given, and if and 

where they are accessible to 

students. 

Student performance is evaluated based on the 

following: 

• Bibliographic research (literature 

review) and creation of source 

collections: 10% 

• Tourism destination research (primary, 

macro or micro oriented), analysis and 

presentation of conclusions: 40% 

• Creation of e-business plan (innovative 

start-up or organization enhancement) 

and presentations: 40% 

• Problem solving during lectures, critical 

thinking and creative contribution, 

additional assignments and activities: 

10% 

Evaluation and feedback in Greek. Written 

assignments also accepted in English (feedback 

in Greek or English). 

 

 

 

ATTACHED BIBLIOGRAPHY 

- Suggested bibliography: 

• A variety of scientific papers, technical articles, reports and other very 

recent sources is given as reference to the students during each lecture, for 



further information and study. The collection and presentation of the sources 

is dynamic and completed during the whole semester; adjusted to the needs of 

the module and the students of the class. Additionally, an extensive 

bibliographical collection with approximately 200 recent widely 

acknowledged scientific articles is given to the students in order to support 

their business plan assignment. The collection is annually updated. 

• Main reference library: 
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4. Aquilani, B., Serpico, E., Silvestri, C., & Ruggieri, A. (2015). Offline and online 

customer satisfaction in B2C markets: Towards an overall customer satisfaction 

framework. In Handbook of Research on Managing and Influencing Consumer 

Behavior (pp. 311-364). IGI Global. 

5. Baden-Fuller, C., & Haefliger, S. (2013). Business models and technological 

innovation. Long range planning, 46(6), 419-426. 

6. Berre, A. J., de Man, H., Lew, Y., Elvesæter, B., & Ursin-Holm, B. M. (2013). Open 
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9. Casadesus-Masanell, R., & Ricart, J. E. (2010). From strategy to business models and 

onto tactics. Long range planning, 43(2-3), 195-215. 
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competitiveness. Procedia-Social and Behavioral Sciences, 213, 734-739. 
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design, classification, and measurements. Thunderbird International Business 

Review, 44(1), 5-23,John Wiley & Sons,Inc. 
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Management Scholarship, Atlanta, Georgia,3(1),1-25.. 
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Management, 6, 129-135. 
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Metropolia University of Applied Sciences,Helsinki. 
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Sciences, 213, 902-910. 
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Model. In KES,60 1328-1336). 
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Models, 2(1), 105-121. 
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Journal of Business Research, 62(11), 1071-1080. 
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Planning, 51(1), 40-49. 
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M. (2014). Business models. Business & Information Systems Engineering, 6(1), 45-

53.  

32. Wirtz, B. W., Pistoia, A., Ullrich, S., & Göttel, V. (2016). Business models: Origin, 

development and future research perspectives. Long range planning, 49(1), 36-54. 

33. Zhu, Z., Zhao, J., Tang, X., & Zhang, Y. (2015). Leveraging e-business process for 

business value: A layered structure perspective. Information & Management, 52(6), 

679-691. 
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(25 sources) 
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24. Γκιτσάλης, Ν. Π. (2009). Διεπιχειρησιακά συστήματα ηλεκτρονικού επιχειρείν 

με χρήση υπηρεσιών διαδικτύου. 

25. Μητάκος, Θ. (2015). Πληροφοριακά Συστήματα Διοίκησης [ηλεκτρ. βιβλ.]. 

Αθήνα: Σύνδεσμος Ελληνικών Ακαδημαϊκών Βιβλιοθηκών. Διαθέσιμο στο: http://hdl. 

handle. net/11419/74, 8. 
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Integration Theory in Marketing Science: A Systematic Review and Research Agenda 

, European Management Journal 

24. Hallikainen, H., & Laukkanen, T. (2018). National culture and consumer trust 
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420. 

28. Kannan, P. K. (2017). Digital marketing: A framework, review and research 

agenda. International Journal of Research in Marketing, 34(1), 22-45. 
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32. Kim, S. S., & Wang, D. (2019). Preface to journal of travel & tourism marketing 

special issue on future of tourism marketing. Journal of Travel and Tourism Marketing, 

36(7). 

33. Kladou, S., & Mavragani, E. (2015). Assessing destination image: An online 
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