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Abstract: Tourism distribution management has suffered, these last 
decades, considerable changes from both theoretical and practical points 
of view, changes caused by both the evolution of service marketing and of 
information technology and communications [2]. The appearance of new 
distribution channels and the changes in the power structures led to a 
change of the priorities in the field of distribution and of managerial 
decisions: distribution has become, for many tour operators, a critical 
aspect of strategic management.  
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INTRODUCTION 

 
The reasons why any tour operator should have a successful 

distribution are as follows: 
- the margins of the profit are narrow: many travel agencies make 

small profits with high distribution costs – a field in which 
managers can save a lot; 

- distribution is a very competitive sector; 
- the power of the intermediaries is high, which makes the 

management of this mix marketing very important; 
- global market (with available new markets often disparate) 

stimulate the proper management of the distribution; 
- perishability of the tourism product and the necessity associated 

to it to remove any excess stock the last minute; 
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- information necessity is crucial in the decision-making process 
since it needs to reach consumers in the proper way and at the 
proper time – hence the crucial importance of the management fo 
the flow of information. 

The main problems that confront tourisms service distribution are as 
follows: 

- tourism product is intangible, i.e. when buying a tourism 
product, the consumer does not get a visible, felt or tasting 
product – hence the idea that travel agencies sell dreams – but a 
service for consumption; 

- the tourism product is expensive and it has a high financial risk 
because of its intangibility; 

- intermediaries have no stock and no samples of tourism 
products, they have only information and, in the best scenario, 
tourism brochures or other information related to the product. 

Tourism distribution channels – whose number and type differ from 
one agency to another and from country to country – link the different 
combinations of tourism organizations involved in the moving of the 
tourism product from producer to consumer. Choosing the distribution 
channels in the tourism industry is influenced by the nature of the tourism 
product and by the level of the public sector involved in distribution. 

The issues in the management of distribution channels of tourism 
products (to be more exact, the manager of the distribution channel) are as 
follows: 

- strategies of designing distribution channels which cover a wide 
range of variables: 
• number of intermediaries; 
• types of intermediaries; 
• function granting that adds value among channel participants; 
• type of material and technological support; 
• the service itself – elements and size of these elements. 

- member (i.e. intermediaries) selection is done depending on the 
marketing strategy by experienced consumers by tourism 
products as such, by the cost fo tourism products and by the 
features of the market (type, size, distribution of tourism 
consumers, purchase power, buying models); 
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- conflict management (not always negative) between the different 
travel agencies within distribution networks, based on the 
recognition and identification of conflict causes; 

- assessment of the performance of intermediaries (salesman 
skills, will, etc.); 

- the power of the tour operator over the distribution channel (e.g., 
in establishing the price of tourism products with the hotel 
owners); 

- management of multiple channels (with focus on the differences 
of price and on other unconsequences of the offer). 

Distribution channels can be independent and their management 
need a certain level of interaction between the different actors of the system. 
Operating these channels needs cooperation, coordination, and integration 
management skills. 

Restructuring tourism industry – with extraordinary managerial 
implications – is the result of changes among which: 

- consolidating tourism agencies through the integration (under the 
form of undertaking, merger, or acquisition) into larger groups 
and consortia which has affected domestic market quota and led 
to international expansion, to the appearance of strong 
intermediaries (tour operators on the mass tourism market) and 
to the difficulty, for small independents, to get distribution 
through their travel agencies; 

- appearance of technological intermediaries (to be more exact, of 
electronic media of distribution); 

- internationalisation of tourism operations caused by the merger 
of tourism companies and the acquisition, by larger tourism 
companies, of some smaller companies. 

Managerial implications of these changes are both numerous and 
considerable: 

- numerous tourism agents are forced to re-evaluate their 
traditional role focusing their efforts on paid services with added 
value; 

- the intermediary and traditional travel agents should develop 
new abilities, make investments in technology and develop 
sustainable competitive advantages; 
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- new services substitute partially travel agencies (e.g., travel 
agencies posted on the Internet); 

- intermediaries are eliminated and the tourism product is directly 
marketed; 

- speed of reservations and payments increases; 
- access to reservation systems internationalises; 
- the level of sophistication ad the level of requirements among 

tourism consumers; 
- tourism consumer can purchase his/her plain or train ticket or 

reserve his/her hotel room independently, without paying the 
travel agent a commission. 

In this more and more competitive environment, travel agencies 
should pay more attention to the following factors: 

- specialisation of the tourism market; 
- specialisation of the product; 
- supplying information; 
- increasing working progarmmes; 
- marketing third person’s products; 
- ensuring better services; 
- increasing the degree of innovation; 
- establishing strategic alliances with other travel agencies and 

suppliers; 
- increasing the degree of Internet use in order to specialise the 

product (after the market, destination, or activity) or of 
information specialisation. 

 

MATERIAL AND METHOD 
 

We have analysed the way tourism distribution in the field of rural 
and farm tourism is done in the Timis County based on the tourism/travel 
sites concerning the county. 

 
RESULTS AND DISCUSSION 

 

In the case of Romania and of the rural and farm tourism practiced in 
our country, this last danger is not yet a real one, at least for two reasons:  

- first, we are still at the very beginning of tourism services 
informatisation; 
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- second, rural tourism and farm tourism are still two very young 
forms of tourism if we take into account the true meaning of the 
terms. 

On January 10, 2010, the site InfoTurism.ro [1] had, in its “Top 10 
Interactiv”, 10 travel agencies from Romania (Table 1) for which tourism 
consumers that appealed to the services of these travel agencies can vote. 

Table 1 
Top 10 Romanian travel agencies 

Travel agency Location Working point 
Aristocrat Travel Bucureşti  - 
Euro Maxi Tour Bucureşti - 
Stefan Tours Bucureşti - 
Luxor Travel Agency Bucureşti - 
Express Travel Bucureşti - 
Boreal Tours Bucureşti - 
Adria Travel Bucureşti - 
Alsys Travel Bucureşti - 
Ama Tours Millenium Bucureşti - 
DVB Travel Bucureşti - 

Source: http://agentiideturism.infoturism.ro 
 On the same page of the site, there is also the list of sites affiliated to 
InfoTurism.ro (Table 2). 

Table 2 
List of sites affiliated to InfoTurism.ro 

Travel agency Location Working point 
www.aristocrat-travel.ro Bucureşti  - 
www.turistclass.ro Suceava - 
www.borealtours.ro Bucureşti - 
www.solturism.ro Bucureşti - 
www.eveniment-travel.ro Bucureşti - 
www.supervacante.ro Bucureşti - 
www.myagent.ro Bucureşti - 
www.clasic-turism.ro Bucureşti - 
www.ecovoyagetour.ro Bucureşti - 
www.protocoltravel.ro  Bucureşti - 

Source: http://agentiideturism.infoturism.ro 
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As for the Timiş County, the Top 10 travel agencies were only 4 (Table 3). 

Table 3 
Top 10 travel agencies in the Timiş County 

Travel agency Location Working point 
Air Service Timişoara Constanţa 

Iaşi 
Suceava  

Eurotrafic Bucureşti  Bucureşti 
Timişoara  

Simplicity SRL Timişoara  - 
Vanessa tourism Timişoara - 

Source: http://agentiideturism.infoturism.ro 
 
None of these top travel agencies (according to the votes from 

tourism consumers that appealed to their services) supply rural or farm 
tourism services, except fro one: though they do not label their tourism 
package as rural, Stefan Tours offers a “New Year’s Eve in Moldova” – a 
package that also contains some of the rural and/or farm tourism 
ingredients: local cuisine, folk songs, sleigh drives, New Year’s traditions 
(costumes, mass, customs, carols, etc.).  
  

CONCLUSION 
 

The conclusion we can draw at this point of our research is that rural 
and/or farm tourism is, at present, a niche tourism for the Timis County, that 
waits to be occupied by well-informed enterprisers wishing to do something 
for their benefit and for the benefit of their community. 
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