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Abstract: Marketing as ensemble of actions targeted to ensure the 
relationship of the company with its customers, relationship including the 
4 components of the marketing mix (product, price, distribution and 
promotion). At macroeconomic level, the rural touring marketing must be 
regarded as a process of exchanging products and services at national, 
regional and local level. Similarly, at microeconomic level, marketing is a 
process of achieving a profit as a result of developing exchange activities 
with tourists involving products and services of a company, rural pension, 
etc. Rural touring, besides stimulating the economy in the area, 
contributes at the capitalization of nature, history, culture, lifestyle and 
countryside traditions.  

 
Key words: marketing mix, tourism performance, attractiveness of 
resources, tour-operator services 

 
RECITALS 

The marketing concept appeared in the 20th century, and the 
etymologic origins of the work “marketing” derive from the English 
language, where the verb “to market” means to develop certain operations 
on a transactional market (sale and purchase). The concept of marketing is 
used in daily practice in several different concepts: so as the general 
marketing, the rural touring marketing also has several instruments acting 
like a whole and inter-dependant according to the system theory. The 
components of the marketing mix - product, price, distribution and 
promotion – complement each other, being mutually conditioned and kept in 
a balance required by a specific marketing strategy.  
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Marketing is a way to maximize the profit and the satisfaction of 
tourists1. Rural touring marketing in Rucăr commune Arges County requires 
a double reference, both at macroeconomic and microeconomic level. At the 
macroeconomic level, marketing of rural touring should be seen as a process 
of exchanging goods and services at national, regional and local levels. The 
scope of the tourism activities allows a better cooperation with the other 
economic sectors and through appropriate policies in tourism, a support for 
sustainable development can result. Similarly, at microeconomic level, 
marketing is the process of making profits as a result of developing touring 
activities specific for each operator, tourist exchange, products and services 
offered by a company, rural pensions, etc. Such activities are developed in 
the Rucăr commune and the representatives of this community take action 
concerning the touring products offered on the market and the effects they 
expect to achieve.  

 
MATERIALS AND METHODS 

Through rural touring marketing methods and instruments can be 
realized that can be used to maximize the profits of the travel company and 
to increase the tourists’ satisfaction, as well as the means to substantiate and 
harmonize the policies that each travel company or rural pension adopt by 
means of tourism performance. All these issues have a significant impact on 
the services offered, on the level of destination accessibility of and the value 
perceived by the customer-tourist2.  

The main elements distinguishing the rural touring marketing in 
Rucăr commune of other forms of tourism are: 

- The tourist’s decision to purchase is based specifically on the 
emotional factor, and not on the rational one. This is why the rural 
touring is often practiced inside the family and the success depends 
a lot on the image and the experience that all family members have 
had.  

- The complexity of rural touring services in this locality has a 
relative character, understanding by this that the diversity of the 
complementary activities (recreation, cultural, sporting and 

                                                
1 Bucur-Sabo, 2006, Touring Marketing, Irecson Publishing House, Bucharest, p.15  
2 Firth, T. (2004), “Marketing for Sustainable Tourism”, University of Sydney, p.14-15 
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recreational activities) is lower as compared to other forms of 
tourism.  

- Promoting the product of the rural touring in Rucăr commune 
relies mostly on intermediaries (travel agencies, specialized 
companies, hosting companies on the Internet) or is achieved 
directly through service catalogues. The product in rural touring 
can be so designed as to be linked to the information previously 
received relating to:  

- Tourists (consumers) - in this case seeking a market segmentation 
using the criteria of age, profession / occupation, place of 
residence, income, habits.  

- Competition, the existing link to other similar tourist activities, 
that may help to identify and adjust the supply of services and 
products, personalizing it and distinguishing it from the one of the 
competition.  

- The area touring potential - requires a good knowledge and use 
of touring resources in the visited area: natural resources, cultural 
values, infrastructure, and entertainment, historical and religious 
objectives.  

  As it regards Rucăr commune, the basic elements of the tourist 
product to be distributed by specialized networks (travel agencies, tour-
operators, etc.) can be synthesized as follows:  

- Attractiveness of resources: climate, landscape, historical, 
cultural, tourist services, as an incentive to visit the area again;  

- Infrastructure: access roads, transport, telecommunications, 
transport services - can be included in the package or can be left to 
the client’s choice;  

- Reception spaces and restaurants: the reception, accommodation 
and culinary offers - are the key elements of the tourist product and 
represent the premises for the tourist to return;  

- Additional facilities are: permanent (entertainment, sporting and 
cultural construction, various ways of spending free time) or 
occasional (cultural, artistic, commercial events, fairs, exhibitions, 
festivals); 

- Human resources: civic education, technical, professional and 
cultural knowledge, aesthetics, hospitality (tourism is an industry 
of hospitality).  



FACULTATEA DE MANAGEMENT AGRICOL 

By analyzing the characteristics of the rural touring product, it 
should be noted that it must meet the requirements of any other product 
offered on the market, such as:  

- It must have a brand;  
- The ration quality / price must be optimal;  
- The particularity and the originality of the local tourist market at 

the commune, regional and national level; 
- Diversity of tourist services.  

The rural touring product increases quality and attractiveness by 
means of leisure that can be approached by tourists. In outside the built-up 
areas and near rural settlements the following recreational activities may 
take place:  

- Trips, short hikes through the woods, on the riverbanks of 
Dambovita river and of lake Râuşor; 

- Climbing and short escalades on closer mountains (Iezer Păpuşa 
and Piatra Craiului);  

- Trips in Piatra Craiului National Park;  
- Hunting and sport fishing;  
- Skiing, tobogganing, cycling, hiking, carriage or wagon passages, 

sleigh, depending on the season;  
- Learning and practicing horsemanship for children and adults;  
- Practicing light sports: tennis, jogging, mini-golf;  
- Visits to cultural sites: monasteries, village museums, memorial 

houses (Namaiesti and Dragoslavele);  
- Participating in some cultural activities, competitions, festivals.  

Carrying on activities in the household and rural pensions:  
- Learning and practicing a craft (pottery, embroidery, wood carving, 

painting icons, decoration of Easter eggs, etc.)  
- Participate to the host name anniversaries and family events;  

Also, during such activities, animation holds an important role. 
These are reduced to organizing cultural, fun and folklore events. Often, in 
Rucăr commune, the organizers of events who know how to organize such 
leisure, fun for tourist activities and benefiting from good publicity and who 
should have their activities supported by population and local authorities are 
missing.  
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RESULTS AND DISCUSSION 
The rural touring market in Rucăr commune concerns the economic 

area of tourism offers materialized in touring supply (touring production) 
and the demand for rural touring services3. Unlike the consume goods 
market, the market for rural touring has the following specific elements:  

- The place of supply is the same with the place where it is 
consumed, but may differ from the place where the demand arises;  

- The offer of rural touring is the result of a mental image that the 
potential consumer (tourist) forms on the information received 
directly and indirectly,  

The supply of rural touring products can be presented by a large 
number of economic agents (LLC, travel agencies, and authorized persons) 
that enhance transport activities, food, entertainment, trips, sport activities, 
all of which are elements of the touring product4. Also the offer of rural 
touring must consider: natural resources, history, culture plus a range of 
services and equipments, allowing tourists to cover their basic needs and 
enjoy the entertainments of their destination.  

Of course, knowing the consumers’ expectations, preferences and 
motivations, the touring offer must meet the demand, so that touring 
products must include benefits for both tourists and local population. The 
offer of products and services relates to the production capacity of the 
company or rural pension, which shall be relevant by means of the price. 
This way, the touring service provider must choose between a higher price 
with a lower offer or a higher offer with a lower price.  

          Demand for rural touring products Demand for rural touring 
products in Rucăr commune consists of a large mass of consumers, both 
domestic (local) and external (outside the town, including foreign tourists)5 
               In case of Rucăr commune, the most important part of such 
demand is the international travel as it brings higher benefits (larger 
expenses, longer stays, use of more expensive transportation and 
accommodation). The demand study should consider the tourists’ 
motivations, including: 

                                                
3 Bucur-Sabo, 2006, Touring Marketing, Irecson Publishing House, Bucharest, p.55-60 
4 Idem p.95 
5 Miu F. Simoni, S., 2010, Eco-tourism and Rural Tourism (Textbook Fr.), University of 
Pitesti, p148-160 
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- physical reasons - tourism contributes to physical and mental 
balance;  

- cultural reasons - a desire to know other customs or widening 
knowledge about rural areas;  

- interpersonal reasons - as tourism is a tool for emotional 
development, new relationships establish, relatives’ visit or friends;  

- social reasons - tourism allows the knowledge of social 
achievements of the individual by entering into a certain social 
class.  

It was found that the touring demand current trends for Rucăr 
commune are: 

- Increasing awareness towards environmental issues;  
- Increasing importance, in overall demand, of the category of adults 

over 55 years;  
- Increasing demand in terms of quality for gourmet products;  
- Touring market is more segmented;  
- The transition from passive and short holidays to the participatory 

ones;  
- Increasing the independent travel;  
- The binomial defining a big part of demand: short time – lots of 

money.  
Tourists who choose to spend their holidays in Rucăr commune, 

seek for a change of surroundings, a different lifestyle, where to rebuild 
their forces, a quiet place away from the urban bustle. They also seek 
closeness to nature, to the forms of traditional life and contact with local 
people.  
Price  
  As an element of the marketing mix, the price is the amount of 
money the buyer (tourist) is willing and able to pay to the manufacturer in 
Rucăr commune, for services and products of interest that the latter is able 
to provide. The price is the least controlled component for the supplier of 
products and services of rural touring, because the real level is set on the 
market under the influence of objective or subjective factors that he cannot 
determine, but only influence through the amount of touring products 
offered and the production cost achieved. However, even if it is the least 
flexible element from the point of view of the travel services provider 
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intervention capacity, the price may be more easily influenced in a short 
period of time6.  
Promotion  

For the promotional mix is crucial to use additional tools and 
techniques to achieve the promotion goals. Promotion is the fourth element 
of the marketing mix, according to many theorists, is the most important for 
business success in rural touring. 

. For Rucăr commune the promotional mix components are: 
advertising, direct sales, sales promotion and public relations, each having 
its own features and methods of approach. Efficiency of the activities to 
promote rural touring services in Rucăr commune can be increased if the 
whole process of promotion is seen at the following levels:  

- In the pensions: it is recommended the development of fliers and 
brochures that provide accommodation facilities, transport 
conditions, information on culinary menu, information on culinary 
arts and crafts practiced.  

- At the village level, promoting the touring area can be done using 
written promotional materials (travel guides), videos. All such 
materials shall classify all existing pensions in the region prepared 
for agro-tourism, including also information about points of 
interest throughout the territory.  

- At the regional level, a broader material must be created to present 
the characteristic of all areas (e.g., Pietrele Craiului with 
surroundings, area Muscel, Culoarul Rucar - Bran.)  

- At the national level, an agro-touring guide must be published 
showing the geographic rare touring potential.  

Also, a well structured offer for cultural and recreational offers is 
still at the beginning. The touring products focused on a particular theme, in 
which there is a connection between accommodation and various touring 
activities and the area where the touring market is growing, is at the stage of 
assembly. Although rural touring is facing a crisis, the tour operators record 
reductions in the number of tourists who are turning to traditional centers of 
tourism. In this case, tour operators will maintain and even increase the 
market share only by offering new services or recovering the old ones.  
        

                                                
6 Bucur-Sabo, 2006, Touring marketing, Irecson Publishing House, Bucharest, p.199 
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