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Advertising is the most important variable of the promotional policy and 
at the same time the most used means of communication in market 

activities, some experts considering that it represents the „nerve of 
the company’s communication policy”.. 
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Tourism advertising represents the main modality of promotion of 

tourism products and services, representing an impersonal form of 
communication with the tourism market, for short term and for long term, as 
well. 

Advertising intends to create and keep its clientage by informing, 
inciting, advising and convincing it on the necessity to purchase the tourism 
services provided by the company supported, using paid experts and specific 
material means. 

Indifferently of its concrete forms, advertising represents a form of 
mass communication. The messages transmitted to the clientage are 
characterized by the fact that they are: 

- simultaneous, being addressed to a large number of people, through 
many ways (publications, radio, television, etc.); 

- impersonal, because they are not addressed to a certain person (but 
to the public on the whole); 

- indirect; the cases when the transmitter is in close quarters with the 
message receptors are exceptional; 
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- in one-way – messages pass the way broadcaster-receptor (and not 
conversely) and after a period of time only their echo can be heard. 

This last characteristic makes the difference between advertising and 
the other forms of promotion, based on a dialogue between traveling 
companies and clientage. 

As component of a marketing strategy, tourism advertising must 
provide: 

- information of the potential clientage regarding the availability on 
market of a tourism product or service and of the company providing it; 

- rousing the interest of clientage and distributors (traveling 
agencies) who sell it (by media or other means); 

- promotion of events (sport, cultural, religious) generating tourism; 
- announcement of price discounts offered under certain conditions; 
- creation of a brand image;  
- keeping the clientage trusty. 
From an economic viewpoint, the estimation of expenses and results 

involved in an advertising campaign represents an essential problem; the 
company decides to get involved in such an action depending on it. 

The underlying of the advertising budget may be done with 
consideration on: 

- the turnover of the company that initiates the advertising campaign; 
- the available resources that can be destined to this objective; 
- the advertising expenses of competitors; 
- the life cycle stage in which the tourism product or product range is; 
- the objectives of the advertising campaign. 
Advertising goal is represented not only by potential travelers, but 

also by persons or institutions that may influence their demand and their 
decisions of purchase. 

The operation of selecting the agency which should perform the 
campaign is rather complex; it relies on campaign’s objectives, on one hand, 
and, on the other hand, on a whole series of selection criteria. Depending on 
the objectives of the advertising campaigns and of the promotional actions 
on the whole, the selection of agency may take into account the agency’s 
ability of performing other promotional forms beside advertisements, by the 
extent of their area of action, and by the possibility of involving them in 
other marketing activities, as well. 
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The communication system that performs the tourism advertisement 
incorporates within its structure the four well-known elements: the 
broadcaster, the message, the receptor, the feed-back. Among them, the 
message is the most important one. 

The broadcaster of the advertising message is either the tourism 
company interested in the promotion of its services, or a form specialized in 
such activities. It must be an expert in tourism clientage and in the 
objectives aimed at by the advertising campaign. 

The receptor is constituted either by the tourism clientage (the 
potential one), or by interagents that distribute tourism products and services 
to final beneficiaries, who are to be influenced by the message transmitted. 
To make the advertisement efficient, receptors must be able to perceive, 
understand, interpret and react in concordance with the broadcaster’s 
objective. 

The way how the receptor reacts to the message transmitted may be 
observed with the help of feed-back. 

If the feed-back signalizes the receptors’ insensibility to the 
message, then the advertising expert must perform an accurate analysis on 
the causes that generate this. These causes are very numerous, being related 
to receptors and also to competitors, and even to the broadcaster. 

The message is constituted by the assembly of information and 
images that are transmitted from broadcaster to receptor. 

The conceiving of the advertising message may be performed in full 
concordance with the advertising campaign’s objectives, with respect to the 
rules available in the field of communication. To assure the best efficiency, 
the message must be: 

- imaginative, being the result of a creation act;  
- strategic, being related to a certain marketing strategy;  
- easy understandable, not to create difficulties for clientage;  
- durable (easy to memorize).  
Message conceiving must take into account the main motivations for 

buying of the potential traveler, namely everything he wants (to save time, 
to avoid effort, to benefit by comfort, to be taken into consideration, to be 
stimulated) or does not want (to be criticized, to risk, to be cheated, to lose 
money). 

Indifferently if it is made by the provider of tourism services or by 
the distributor, at local, regional, national or international level for 
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immediate or perspective effects, the advertising has the following main 
forms: by means of mass-media, external, direct and for free. 

I. Advertising by means of mass-media   
The main means of mass-media that can be used for advertising by 

the tourism company are: written media, radio, television and cinema. The 
selection of one of the supports specific to each particular type of media is 
performed according to one of the following criteria: 

- degree of audience; 
- audience duplicity;  
- power of penetration;  
- cost for one thousand receptors;  
- quality.  
A. The written media, the daily and the periodic one, represents the 

main means of transmitting the advertising messages, and, when properly 
used, it has an excellent efficiency. The advertising actions via media are 
represented especially by advertising announcements, based on simple 
statements, on advices and on the repetition’s effect upon the reader. The 
efficiency of an advertisement depends on the announcement size, on its 
placement within page and on the frequency of apparition. 

B. The radio, as a result of its mass-utilization, represents another 
means of advertising that covers quickly and regularly most public. The 
main categories of people aimed at by the advertising messages broadcasted 
via radio, in the favor of tourism companies, are: the ones who drive, those 
who have much spare time, retired persons, all of them having the 
possibility to become tourists anytime. 

C. Because television is the most expensive means of advertising, it 
is recommended only for the promotion of mass tourism. It represents the 
advertising support with the quickest expansion today, being one of the 
most recent „advertising media”, too. 

D. The cinema occupies a special position, but a modest one, within 
the assembly of advertising means. Although advertising costs of these 
companies are high enough, the utilization of this support does not have to 
be neglected because, more and more, advertisements get a double 
utilization – cinema and television. 

II. External advertising  
This includes the utilization of posters and advertising banners. Most 

pensions have advertising banners located nearby, which communicate 
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simple and concise information about the pension and these are destined to 
stimulate the sale of the tourism product and to maintain public’s interest for 
that pension. The negative aspect of these banners is due to the fact that 
their design differs from one pension to another, they are made by non-
experts and are not placed in the nearby localities with a bigger circulation 
of public. To have a chromatic and structural harmony, it is necessary to 
appeal to specialized institutions, like advertising agencies. 

III. Direct advertising  
It involves the communication action aiming at the information and 

attraction of the potential client towards a tourism product, using as 
communication support the transmission of personal letters, the transmission 
of brochures or leaflets to the potential clients’ office or home address, the 
establishment of telephone calls or distribution of folders in the locations of 
sale. The specific of this advertising type is represented by the fact that the 
message is made particularly for each client (or category of clients) 
separately. The direct contact with the potential clientage and the treatment 
of each case as being a particular one turns this modality of communication 
into a significant offensive promotional tool. 

IV. Free advertising   
This type of advertising does not require special expenses from the 

tourism company. It is performed on various occasions: at interviews with 
the manager or employees of the tourism company, on the occasion of talk-
shows presented by radio or television, at the awarding of prizes or garlands 
to tourism companies. This type of advertising has the great advantage of 
neutrality, being well accepted by the clientage. 

Companies use advertising to transmit to a target public messages 
regarding to them, to their products or services, in order to determine an 
answer. This answer may be perceiving by nature: when the consumer 
forms and changes some opinions about a product or service, or behavioral: 
when the consumer buys the product or service, or increases the quantity 
bought. 

The fact that advertising represents a means of mass communication 
is specific for it, because the advertising messages are not broadcasted to a 
single individual, but to a more or less numerous group of persons, and the 
reports between the message broadcaster and receivers are not direct, but 
they are established with the help of the means of mass communication 
(radio, written media or television, etc.). 
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Advertising may contribute effectively to the stimulation of demand 
for products and services, if it is well organized and managed. The 
experience proves that advertising represents usually one of the means of 
long-term transformation of the consumption demand into a buying 
behavior. But it must be conjugated with the action exerted by other means 
of promotion, because its action can never be sufficient for promotion. 
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