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Tourist product can be defined as a combination of material goods and 
services offered by the personnel of tourism activities and those activities 
auxiliary to it, that underline the value of tourist patrimony elements and 
tourist infrastructure taking advantage of the general infrastructure of the 
country or of a certain area and institutional framework, resulting in 
satisfied consumers of tourism. 
The creation of the tourist product must be realized bearing in mind solid 
knowledge concerning the surrounding relationships and as many aspects 
concerning personal activity as possible, towards meeting the market’s 
requirements, a proper ratio between the quality of offers and the 
demanded price, thus maintaining the lead in the competition battle. 
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1. INTRODUCTION 

In tourism, unlike in other industrial sectors, the tourist product is 
not mobile, being that the demand is that which travels to the area of 
consumption. This makes tourism market analysis more accessible to 
specialists in tourism than to those from other areas of activity. 

 
2.1. APPRECIATIONS CONCERNING THE TOURISM PRODUCT 

Economically speaking, the use of the notion “tourist product” 
seems to impose the acceptance of a certain license of interpretation. Indeed, 
this seems to be inappropriate if we take into consideration the fact that our 
“product” is in fact the creation of a tertiary sector and that, unlike regular 
material goods, created in the primary sector of the economy, it is formed 
mostly from the tourism services offered. 

                                                
∗ Grup Şcolar “Spiru Haret” Timisoara, Romania 
∗∗ West University of Timisoara, Faculty of Economy and Business 
Administration, Romania 



FACULTATEA DE MANAGEMENT AGRICOL 

Still, an interpretation as the one described above isn’t entirely true 
if we consider that in the marketing vision the term “product” doesn’t aim to 
underline the nature of the process that leads to the creation of the material 
good or service, or any trait related to the physical nature (material or not) 
of this good or service, but the product as a final result of a general 
production process, meant to satisfy certain requirements of its potential 
consumers. In other words, in marketing, the notion of “product” 
symbolizes a good or a service meant for the market, in other words 
merchandise. 

Having such considerations in mind, the elements that compete to 
the creation of the tourist product should therefore include the following 
categories of factors: 

a. the national (or local) tourist patrimony 
b. the country’s (or area’s) general infrastructure ; 
c. tourist specific infrastructure; 
d. general viewpoints concerning the readying and perfection of 

tourist units; 
e. institutional framework related directly and indirectly to 

tourism. 
The list of the above mentioned factors underlines the system 

characteristic of the tourist product. This means that, in a coherent and 
coordinated tourist product policy, each category of the ones mentioned 
plays a distinct and indispensable role. 

The notion of tourist product designates the ensemble of elements 
necessary to satisfy the needs of a tourist from his permanent residence, to 
the tourist destination and back. 

The tourist product segment is formed by any unit (hotel, restaurant, 
trip, etc.) that can constitute a representative sample of the tourist product. 

The main traits of the tourist product are as follows: 
- the life span of the tourist product is often limited to a night 

(accommodation), a meal (nourishment), a day (resort); 
- the tourist product is neither mobile nor can it be stockpiled 

and can often cause serious seasonal disequilibrium (market saturation, dead 
season); 

- the synchronization between service “production” and actual 
consumption; 
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- the definition of the tourist product integrates transportation 
from the permanent residence of the tourist to the tourist destination and 
back. Transportation is an extremely important factor in tourism. Tourist 
attractions can exist without spectacular attractions (resort centers), but are 
inconceivable without the existence of means of transportation. 

External factors can modify certain components of the tourist 
product. In the analysis of the tourist product we use the brainstorming 
technique or the evaluation grid technique that also includes appreciations 
concerning the environment. 

Next we shall present several models for tourist product valuation, 
which will be categorized according to the following structure: 

 
 
Figure 2.1. Tourist product analysis (source: Cosmescu, I. – Turismul, 
Economica publishing, Bucharest, 2005, p. 89) 

 
2.2. THE PRODUCT IN TOURISM MARKETING 

In marketing, the notion of product has the following meaning: 
ensemble of attributes or physical characteristics, and of other nature, 
reunited in an identifiable form. Thus, the product can be an object, a 
service, an activity, a place, an organization, an idea. 
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Services can be defined as products which in material form cannot 
be stockpiled by the consumer or user, being consumable only in a specific 
place at a given time. 

The differentiation and personalization of the tourist product is a 
commercial necessity. That’s why identifying the main motivations of the 
clientele and the amendment of the product with the aid of strengths is 
necessary. 

 
2.3. THE LIFE CYCLE OF THE TOURIST PRODUCT 

As with living organisms, products (including tourist products) are 
born, grow, reach maturity, and then die (disappear). 

Starting with the general sense of the product life cycle notion, the 
tourist product life cycle represents the time that passes from the moment of 
birth up until the moment of its disappearance from the market, it being 
composed of: 

a) Innovational and production cycle (that includes the 
fundamental and applied research phases in its structure, that lead to the idea 
and concept of the product, design and actual production ) and 

b) Commercial life cycle (that expresses the evolution of sales 
or profits starting from the launch up until the withdrawal from the market). 

Products or services have a longer or shorter life cycle. They 
deteriorate physically or morally. That is why they have to adapt 
continuously to the clients’ demands, even if this process requires new 
financial sources, new commercial strategies, other structures or other 
people. 

An enterprise faces decline if its product (service) does not evolve 
with the continually changing needs and tastes of the consumers or if it 
ignores market competition. 

The product’s (service’s) life cycle undergoes four phases: 
a) Launch 
In a commercial aspect, the moment that inferiorly delimits the 

launching phase, the “birth” of the product, is the moment it is brought onto 
the market. 

Taking into account the firm’s pricing level and the level of 
promotional expenses, the following promotional strategies are to be 
remarked: 
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1) Rapid skimming strategy that is characterized by launching 
certain intensive promotional campaigns, sustained by high expenses and 
high prices, aiming towards achieving maximum profits in minimum time. 

2) Progressive skimming strategy, which implies high launching 
prices and a laxer promotional campaign, aiming towards profit 
maximization especially from the difference between prices and costs. 

3) Rapid penetration strategy is based on low prices and on massive 
promotional effort. This strategy is advantageous because it allows the 
reduction of the launching phase to a minimum, being perhaps the most 
recommended step in the case of a powerful competition. 

4) Progressive penetration strategy, characterized by low prices and 
promotional expenses.  

This type of strategy is imposed firstly when the new tourist product 
is relatively known, the market is in expansion, and competition has more 
potential character. 

b) Growth 
In this phase, the tourist product becomes more and more popular 

and appealing, proving its quality more and more evidently. At the same 
time, it is subject to continuous improvement. 

If the launch was based on a skimming strategy, the new product’s 
price will tend to drop, fact which, in accordance to the law of demand, will 
stimulate demand, allowing the market to grow. 

Publicity needs to be sustained at a high level in order to support 
growth. Even if these expenses are significant, due to the fact that they 
report to an increasing volume of provisions, on each provision unit, it 
adopts a regressive character.  

To meet the increasing demand and to favor the jump-start of sales, 
the distribution network will face expansion. 

c) Maturity 
The main trait of this phase is that sales and profits hit maximum 

levels, at the same time registering an accentuated weakening of growth 
rhythms. It is appreciated that, in general, most of the products found on the 
market are in the maturity phase, which also covers most of their 
commercial life cycle. 

The mature product faces the highest degree of acceptance, being 
very well known both by the consumers as well as by the competition. 
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Competition, having the possibility to gain a large volume of 
information concerning the product and its clients, will face the most intense 
degree of manifestation. 

The product’s price will find itself at a level comparable with that of 
its competitors, the company being content with the position it gained on the 
market. 

Publicity will aim towards conserving a favorable image that the 
product already rejoices in among its clients, the total designated expenses 
usually maintaining themselves at a relatively high level. 

As is customary, in the maturity phase, distribution will find itself at 
the high extension end. 

d) Decline 
Inevitably, the tourist product, through all the other faces, will, 

sooner or later, enter in the decline phase, marked by subunit sales and 
profit growth index numbers. 

The tourist product that entered the decline phase is firstly 
characterized by a high degree of moral attrition, the company providing it 
having lost ground in front of the competition and the consumers’ exigent 
demands. 

The price used in this phase is in decline, thus attempting to prolong 
the product’s life span. 

The following aspects can be mentioned as being characteristic to 
this phase: consumption reduction, profit reduction, the retreat of certain 
competitors from the market. 
 

2.4. TOURIST PRODUCT MARKET SEGMENTATION 
Segmentation allows a detailed understanding of the market, in order 

to better adapt the product to the market and for a more efficient positioning 
within it. 

Segmentation is a technique that separates a population of 
consumers or buyers into several homogenous groups, determining within 
each group criteria capable of explaining the differences in behavior. 

In tourism, the most utilized criteria of segmentation are: 
a) age: therefore, in order to successfully sell a tourist product, 

it is necessary to adapt to each of the following categories: youth, adults, 
family with children, elderly. 
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If the youth (pupils and students) and the adults that benefit from 
paid vacations do not have the flexibility to choose the period in which to 
spend their holiday, the elderly have almost complete freedom in this sense. 
This category represents nearly 15% of the European population. Being 
highly solicited by the tourist units, this clientele becomes more and more 
demanding, and thusly will avoid any product that does not satisfy their 
tastes and needs. 

b) another criteria of segmentation is represented by the 
purchasing power. From this viewpoint, the clientele is divided in: rich 
clients, who wish to show their generosity; very enthusiastic clients, that are 
motivated by practicing certain activities and that attract others in the 
practice of the activity they have chosen; the youth, that, through their mere 
presence guarantee the success of a tourist trip. 

At an interpersonal relationship level, two types of complementary 
markets are created, characterized as any other market by demand and 
supply: the generosity market and the social recognition market. 

 
CONCLUSIONS 

The creation of the tourist product must be conducted with a 
profound knowledge of the surrounding relationships and of as many 
aspects about one’s own activity as possible, for an orientation towards the 
markets requirements, an adequate report between the offer’s quality and the 
demanded price, and the maintaining of an advantageous place in the fight 
for competition. 

There are many ways in which the tourist product can be conceived 
and offered, from the simplest, containing the minimum of conditions 
required (accommodation, accommodation + transport, for example), to the 
most complex forms, including a series of other components, in accordance 
with those described earlier, to the most complete, with various 
sophisticated services, therefore generating a true <service pack>, in other 
words a global assembly service. <Inclusive-tour>, <package-tour> (in 
English), or voyage <a forfait> (in French), represent programs of complex 
tourism services (with everything pertaining to them), conceived in all 
details, so as to allow the client to feel literally <on a holiday> throughout 
the period (trip, voyage), in other words not to have a single care, nor any 
concerns about the conditions of the trip. 
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Today, the modern tourist product is not only created but also 
<crafted> beforehand in all of its details (concrete accommodations, 
possibly depending on the category of the clientele, transport routes and 
other trips, excursions, journeys, all details of animation). 
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