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The strong growth of the volume and the diversification of the tourism 
offer transformed the market of the international tourism from a market of 
the seller into a market of the buyer, and in this conditions the one that 
decides is the buyer of tourism products, and the organisers and the doers 
must adapt their offer at the taste of the potential customers, in order to 
assure the commercialization of the tourist product. And from here we 
must notice the necessity in studying the basis and the tendencies of the 
evolution on the tourist market, on national and international level.     
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It can be said the tourism market reached from many points of view 

in a similar position and the goods market. The offer of the doers must deal; 
also with the concurrence of the numerous goods that does not have any 
apparent connection with the tourism, but the ones that can constitute to an 
alternative in order to buy a holiday trip. Regarding the specific of the 
tourism market and of the tourism sellers, also the risks in the process of the 
goods buyers, any tourism site, no matter the size is interested in applying 
the marketing techniques.  The one that offer tourism services will be more 
and more constraint  to adapt the offer to the market request, to keep up with 
the tendencies in the tourism evolution in order to have chances of success 
in the wanted directions. As consequence it is not recommended to “do” a 
tourist product, and after to look for opportunities to commercialize it, but to 
determine if there is a real requirement on the market, and after having as a 
start basis this research to do the necessary fittings out for the making up of 
the real good and necessary tourism product.   

In the presented conditions is automatically imposed the 
applicability of some research methods for organizing and promoting the 
different ways of the tourism. This necessity justifies the applicability of the 
principles and methods of marketing also in the tourism area industry.  
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The products are formed by the services that have a material 
character and these plays a very important role, these sign the elaboration of 
some specific techniques and methods, this fact determining the late 
introduction of the marketing techniques in the tourism field. The 
appearance and the application of the marketing concept to the tourism 
activity is an answer to the multiple preoccupations that were created due to 
the development of the tourism in general, to the necessity of discovering 
new resources of sale dealing with a growth of competition.  The marketing 
is not something else but the strategy of the tourism organisers and service 
doers in the existing conditions of  ”the market of the consumer”  , the art 
to discover new customers, to enlarge into the new markets or markets 
segments, to maintain and to cultivate the traditional markets.  

J. Krippendorf presents the tourism marketing as being “the action 
of systematic and coordinated adapting policy of  a particular company on 
local , regional, national and international plan with the purpose of a 
satisfaction of the necessities of some groups of people that are 
determined by the consumers in order to gain a profit.” 

Even if we are agree or not, we all are involved, with our will or 
without our will in marketing. We are involved as buyers, sellers or 
consumers of goods and services, even commercial readers. The marketing 
represents more then a set of methods and techniques that are used in the 
process of doing the offer and reciprocal satisfaction, in many cases this 
represents an essential way of doing business. These companies that often 
pretend to not have good sales and record profits, adopted the marketing as 
“their logic to do business”. The concept f marketing consists of three 
independent sentences, when a company deals with these three sentences, it 
is said that they adopted the concept of marketing as an fundamental 
business orientation. The three sentences are: 

Ø A client or a consumer having a certain orientation must be 
the essential target into the decisional process 

Ø These decisions must bring profitable sales 
Ø  The entire company must be aware of the needs and the 

desires of the customer and must be organized in such a manner as the 
wishes of the customer to be satisfied.   

The marketers in the hotelier field must orientate well, because, 
generally speaking, in this field the offer exceed the request, and because of 
the immobility the hotels represent of not being able to move them in places 



LUCRĂRI ŞTIINŢIFICE, SERIA I, VOL. X (2) 

where the request is higher and are not being capable of converting for the 
new uses; as offices, apartments, without considerable costs. The hotels 
marketers must demonstrate frequently their skills to build their request in 
such a manner as the long term risks to be minimal.  Marketing, in a general 
way, confronts a lot of problems, such as: an objective analysis of the 
market, the competitive market force, the impact of the publicity legislation 
on the promotional activities, opportunities of marketing. Then comes the 
planning of the marketing strategies in order to reach the established targets. 
The next step represents the implementation of the marketing strategies, the 
instruction schemes of the seller personnel, finding a creative publicity 
solution in the marketing issues. Finally, is made the marketing budget 
control and the enlargement of the publicity.   

The fluctuations that may be encountered in the request area may 
cause considerable difficulties of management. On the time of an 
incomplete using of the capacities, this remains partially unused, but the 
personnel has to be paid continuously and also there are some fixed costs 
that have to be paid. During the time of a high request, new employees have 
to be hired and some goods must be borrowed or bought in order to satisfy 
the demands. The management can answer to all these fluctuations, by 
manipulating the demands, or by accomplishing a flexible offer as the 
demand should adapt properly. A number of strategies are recommended for 
each of these.  

To manipulate the demand the strategies can be: 
Ø the introduction of the differentiate prices to discourage the 

great request during the time of the year to be exploited and to encourage 
the request during extra seasons period 

Ø the development of new products to exploit the unused 
capacity 

Ø the development of new complementary products, that are 
able to absolve the requests that overcomes the offer 

Ø the forming of the reservation system       
To manipulate the offer the strategies can be: 
Ø using the employees of a part time job during the rush hours 
Ø to try to have the maximum efficiency in the rush hours 
Ø dividing the capacity with the competition  
Ø investing in new buildings 
When the demand is equal with the offer, the marketer has the task 
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to maintain this position. The complete request signifies, generally, a 
profitable market. These profitable markets attract the competition, to 
launch similar products with lower costs or new enriched versions in order 
to take a profitable part. A marketer in this case may only avoid this erosion 
of the demand, offering satisfactions and supplementary services to the 
customers, building a more attractive product.  

  To influence the demand the marketer uses a series of instruments 
under the name of “mix of marketing”. The following list consists of the 
dimensions examples of the four components of the mix that the marketer 
may manipulate to influence the change of the behaviour on his market: 

1. The product – may be tangible by dimension, colour, shape, 
taste, flavour, smell, quantity, name and length or intangible through image, 
guarantee, etc. 

2. The price – the recommended price is the one by-retail.  
3. The promoting – can be accomplished by direct contact with the 

customer, by phone, by commercial, by mail or sponsors.  
4. The distribution – here must be taken into account the facilities 

in placing and replacing.  
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