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The touristic system is made for the moment of four integrated parts: the 
market, the travel, the destination and the marketing. The performance of 
an enterprise will depend on the way it uses the resources it has, and the 
manner in which it connects the activity to the conditions of the 
environment in which it acts. 
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The sphere of the services, the so called “the third wave“ puts its 
fingerprints on the economical development of a country, its economical 
performances being more and more bound to the share and development of 
the third. The utmost importance which tourism has on the economical 
development, leads to the necessity of implementation of a successful 
touristic marketing. 

The success of a company depends on the ability of the executives of 
organizing the marketing system in relation with the environment. This 
means: 

1. to respond to the changes of the environment; 
2. to foresee the direction and intensity of these changes; 
3. to use the domestic resources to adapt to the changes of the 

environment. 
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The touristic enterprise-like any other modern enterprise-acts in 
close inter-action with the different components of the environment, 
characterized in their turn, by a strong dynamism. At the same time, the 
market to which it relates its activity scores frequent changes to which it has 
to adapt continuously. 

The marketing of the services remarks itself by the special accent put 
on the relationship between client and personnel, surrounding and especially 
by the quality of the service. 

Philip Kotler represents the triangle Firm-Buyers-Employees which 
has as sides: the Domestic Marketing, the Foreign Marketing and the 
Interactive Marketing. 

The foreign marketing is a name which signifies to place the whole 
activity outside the firm, at the first encounter with the client. Due to the 
need of services commeasured  through the marketing research, the service 
firm projects and brings on the market the offer of a potential service, 
through a specific mixture based on the central component-the offered 
product, correlated adequately with promotion (publicity and the contact 
personnel), distribution (effective sold in most cases) and price (as a guide 
or ferm). 

The domestic marketing of the firm is based on the central idea of 
considering the employee as a domestic client of the firm and the 
relationship with him in a marketing way. The specific mixture has as a 
main component the interior communication (promotion), which is 
correlated with the projected status according to the needs of the firm 
(product), salary bonuses and other rewards (price), as like as the implied 
management (distribution). 

The interactive marketing is concentrated on the contact between the 
client and the supplier and implies the making of a specific mixture, based 
on its central component the created product made of environment, contact 
personnel, equipment and the participation of the client. 

The promotional actions are based on the publicity on the sold place, 
personally etc., the distribution is based on the takeover of the order, the 
organization of the payment, the organization of the payment, and the 
effective price of the service. 

Another important direction in the marketing of the services was 
traced by Christopher Lovelock who introduces the model of the integrated 
management of the services, which puts into evidence eight variable 
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elements which can be decided by the managers of the supplier 
organizations. 

These elements are: the place and time, the process, productivity and 
quality, personnel, promotion and education of the consumers, the physical 
aspects, the price of the offered service and the promotion: 1-product; 2-
place; 3-the process; 4- productivity and quality; 5-the human element-
person; 6-physical aspects-the visual and tangible aspects of services; 7-the 
price; 8-promotion. 

The visual metaphor of the 8 P is a huge kayak with oars, as those 
which has been used by the Oxford and Cambridge Universities in their 
annual competitions on the Thames river, near London, yearly, for 150 
years. The speed of the kayak is given by the physical power of the eight 
rowers, reflecting at the same time their harmony and unity. For attaining a 
maximum efficiency, each of the eight rowers has to push the row 
simultaneously, following the direction fixed by the steersman, a harmony 
and cohesion similar to the integration of the 8 P’s is demanded for the 
success in any competitive fields of the services. The steersman is the 
metaphor of the management, fixing the direction, the rhythm, motivating 
the crew and closely watching the competitive boats. 

Elements of the product-are all the components of an outstanding 
service which creates value for the consumers. The managers have to select 
both the characteristics of the basic product (a good or service) and the 
supplementary services which have to be in accordance with the clients 
expectations and to be competitive in the competing fight. 

The place and time refer to the management decisions which 
establish the place, the time, the date and the way in which the services are 
delivered to the consumer. 

The delivery can imply physical or electronic channels in accordance 
with the nature of the delivered services. 

The process describes the way and order in which the operating 
systems of the services function. If the process is projected wrongly, they 
can provoke the irritation of the consumers due to the inefficient, 
birocratical, long delivery. The wrongly established process burdens the 
contact personnel’s activity with the client, causing low productivity and 
increase the risk of the service failures. 
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Productivity and quality refer to the efficiency of the turning of the 
ins during the process of services into outs which add value for the 
consumer. The quality refers to the grade in which a service satisfies the 
consumers by the way in which it comes to fulfill their needs, desires and 
expectations. The quality of the services is extremely important in activating 
the consumers` loyalty. The improvement of the productivity is very 
important for maintaining the cost under control, without a diminishing of 
the quality of the offered services. 

The human element is of utmost importance in services because the 
consumers will often judge the quality of the services according to their 
perception about the personnel who is offering it. 

Promotion and education refers to all the communicational activities 
and the incentives meant to facilitate the preference for a certain service or 
supplier. In the marketing of the services an essential part of the 
communication is meant for the consumers` education, mostly when there 
are new clients. The transmission modality of the communications can differ 
from sales agents, trainers, television, mass-media, to brochures, folders, 
posters, web-sites. 

The physical aspects are elements of materiality which offer 
tangibility to a service generally perceived as abstract. The carefully 
furnished buildings, the landscapes around them, the equipment, the 
kindness of the personnel, the brochures, samples, are elements of utmost 
importance which deeply mark the impressions of the service consumers. 

The price is an element which must be approached distinctively 
inside the marketing of the services, it refers both to the money expenditure 
and to the time and effort of the service consumers. It must take into account 
the flexibility of the demand for touristic services in accordance with the 
income. Touristic services are superior goods, which grow relatively more 
than the income (Ei >1) but it is conditioned by attaining a certain level of 
the income to assure the satisfaction of the needs situated upwards in 
Mallow’s pyramid. 

The elasticity of the demand towards income is the indicator which 
measures the influence of the incomes upon the touristic demand, and it is 
calculated by means of the formula: 
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where: C-demand or touristic consumption; V-income; Δ -variation. 
 

The incomes of the tourists influence quantitatively the touristic 
traffic by modifying the number of tourists, but also qualitatively, 
determining the duration of the travel, the distance of the travel, the 
intensity of traveling during holidays, the option for a certain means of 
transportation. 

The marketing of services can be successfully adapted to the tree 
metaphor conceived by McDermotte and Chan as illustration of the 
philosophy which stands as a basis of the relationship of the flexible and 
intelligent management (MSRIF). 

Elena Porumb in “The Strategic Management of the Material 
Resources” starting from “FIRMS THEORY” developed by Chan and 
McDermotte speaks about the MSRIF philosophy which consists “in 
achieving of a working team which has as supreme value the relationships 
based on sincerity, integrity and trust”. These special relationships are the 
basis of assuring open communications and enable the creative solving of 
the issues. The organization is regarded as a tree which has the roots named 
sincerity, trust, integrity, and the trunk grows along its mission. The key 
domains to which it concentrates the organization are imagined as branches 
of the organization. These branches are: 

• the total quality and the consumer’s serving; 
• the management of the human resources; 
• the management of the supply chain; 
• the management of the rural organizations of distribution; 
• production (the conceiving of the touristic product) and the 

world class marketing; 
• the global management of the environment; 
• the management of the relationship with the civil society. 

 
This tree has, if the branches bear, leaves and fruits which are called: 
• loyalty and fidelity of the consumer; 
• commitment and implication of the wage earners; 
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• cooperation of the complementary services suppliers; 
• collaboration of the distributors (tour-operators, touristic agents); 
• respect or/and collaboration of the competitor firms. 

 
The last element, the leaves suggest the future development of the 

organization, through the reinvestment of the profit. 
The utility of this model is special making a bridge between the 

marketing of the services and the relational marketing. The relational 
marketing is essentially based on the construction of the business putting 
basis on relations. 

Unlike the transactional marketing which mainly based on sales, on 
winning new clients and on finishing the relation with the client at the 
moment of finishing the relationship with the client when the business is 
over, the relational marketing is based upon keeping on the relationship with 
the person the deal was made with, on creating some structures to support 
the relations, on focusing mainly on the expectations, desires and feelings of 
the people, and on the conviction that a satisfied client will return with new 
demands for the service already known, being an active element in the 
promotion of the services of the firm which relationship had been 
established and had been for a long period of time. 

It is just the intangibility of the services, their basic feature is that 
makes the touristic firm to be very sensitive to the opinion of those who had 
already been the beneficiaries of the delivered services, and their winning 
by the firm leads to their sharing of the happy experience to other possible 
clients. 
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Fig. The concepts of marketing 

 

 
      

Kotler Ph., Bowen J., Makens J., Marketing for Hospitality and 
Tourism, Prentice Hall, 2006 pag. 13. 

 
The better use of marketing in tourism can produce the following 

beneficiary effects: 
 

• it reduces isolation in rural areas 
• helps in a more efficient use of the resources; 
• it helps the touristic industry in getting access on foreign 

touristic markets. 
 
 
 

 
Demand 

 
Transactions 

 
Market 

 
Products 

 
Quality and 
satisfaction 



FACULTATEA DE MANAGEMENT AGRICOL 

 
BIBLIOGRAPHY 

 
 
1.BALAURE V., CĂTOIU I., VEGHEŞ C., Marketing turistic, pag. 260, 

Editura Uranus, 2005; 
2.BĂDULESCU ALINA, Elemente de microeconomie, Editura 

Universităţii Oradea, 2000; 
3.CRISTOPHER, L., Marketing of Services, Pretience Hall, Illinois, 1999; 
4.KOTLER PHILIP, Managementul marketingului, Editura Teora, 1997; 
5.KOTLER PH., BOWEN J., MAKENS J., Marketing for Hospitality and 

Tourism, Prentice Hall, 2006; 
6.LESLEY R., HALL D., Rural Tourism and Recreation, Principles to 

Practice, CABI Publishing UK, 2003. 
 


