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Introduction

To ensure success in the development of tourism 

enterprises, activities must take into account three 

orientations:

 on the purchaser (the purpose of the activity must 

meet the needs of buyers of tourist services),

 productive (one should strive to create a tourist 

product),

 horizontal (it is necessary to take into account in your 

own actions the actions of competitors).
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Setting marketing goals

Marketing is an instrumental - functional category, 

serving the enterprise to achieve specific goals.

These goals can be determined by the following 

parameters:

the value of sales,

market share,

profitability – e.g. return of investment outlays,

maximum use of resources, etc.
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Setting marketing goals

The marketing goals can be divided into:

maximization of consumption - marketing 

activities cause the development of consumption, 

which in turn leads to increased production and 

employment - and hence - social well-being;

maximizing consumer satisfaction - it is not 

important to increase consumption but to 

increase satisfaction with the product owned and 

used. Satisfaction, however, is difficult to grasp 

and it is immeasurable;
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Setting marketing goals

The marketing goals can be divided into:

 maximizing the choice of goods - the aim is to 

maximize the differentiation of products, creating the 

possibility of choosing them. This causes increased 

production, distribution and promotion costs as well 

as increasing the time the consumer spends on 

making a purchase;

 maximizing the quality of life - it includes quantity, 

availability and production costs and is measurable. 

However, it should be remembered that it is different 

for different groups of buyers.
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Questions in marketing

 Where are located the current and anticipated 

outlets, what is their size, what are the customers' 

requirements?

 Who are the competitors, what are their strengths 

and weaknesses?

 What is the disposition of service resources, financial 

resources and the ability to manage them and the 

ability to receive guests?
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Questions in marketing

 What characterizes the offered product, what are its 

historical and landscape attractions, how will tourists 

be able to spend time?

 What is the condition of the infrastructure in the 

village, will tourists have the access to commercial 

and catering services?

 What kind of promotion will be used (what amount of 

money can be spent on it)?



Elements of tourist potential

Structural resources

 tourist attractions,

 tourism 

development,

 transport 

accessibility,

 other.

Functional resources

 economic,

 technological,

 psychological,

 ecological,

 political,

 socio-demographic,

 cultural. 8
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Marketing-mix

1) product

2) price

3) distribution

4) promotion

5) staff (people and their competences)
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Tourist product

A tourist product - is a collection of both goods 

and services purchased by tourists, as well as 

tourist attractions that they use, and which are 

of particular interest to them.
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The essence of a tourist
product

Tourist services:

 all kinds of intangible goods offered to tourists.

Tourist product: 

 everything that satisfies the needs and preferences of 

tourists

Package of services:

 it is a set of tourist services used to satisfy the complex 

needs of tourists.
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Goods and services - components of a 
tourist product

 Goods and tourist services: they are a basic component of 

a tourist product and they complement each other.

 Three groups of goods and services on the tourist market:
 goods and services for which tourism is the only 

demand-generating factor, e.g. travel, 
accommodation, guide services,

 goods and services purchased in connection with 
tourism, but they only represent a certain substitution of 
consumption in other periods and elsewhere, e.g. 
footwear, clothing,

 goods and services that meet the same needs of tourists 
as well as non-tourists, e.g. health care.
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Types of tourist products

 Main product – satisfying basic needs in a specific 
type of tourism,

 General product- being the basic version of the 
product,

 Expected product– associated with expectations to 
its features,

 Improved product– enriched with a set of additional 
properties that distinguish it from the competition's 
products,

 Potential (psychological) product– including what 
may make it more attractive and cause the tourist to 
choose the one and not the other.
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Elements of tourist product

Idea

The image of the 

place

Marketing

Additional

advantages

Good organization Additional services

Basic services 

Natural and 

anthropogenic 

services
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Case study

Promocja uzupełniająca: 

 Konkursy

 Upominki

 Upusty cen

 Premiowanie stałych klientów

 Dodatkowe programy świąteczne

 Atrakcyjne usługi
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Price - price strategy

 An element of the marketing composition, 

closely related to the tourist product, it is the 

price that determines the effectiveness and 

efficiency of the activities.

 Each person running a tourist business must 

implement a pricing policy that takes into 

account the own interest and the interests of 

buyers.
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Price – price strategy
On the market of tourist services - the value of the offer is

combined with:

 known and recognizable brand,

 high quality of services provided,

 professional customer service,

 the variety of events offered,

 attractive promotions,

 favorable purchase conditions.

The price is the determinant of this value!
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Price – price strategy

Two basic pricing strategies when introducing a 

new product to the market are:

 skimming (collecting cream),

 penetration strategy.

Methods of determining the price by means of 
demand analysis.
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Price – price strategy

As a part of the skimming strategy, the new 

product is introduced to the market at a high 

price, assuming that the product will be bought 

by the least price-sensitive buyers. Due to the high 

price of the offer, the company reaches the 

cream of buyers, which means buyers for whom 

the high price is not a barrier in the purchase 

process.

This strategy is often used with the prestige 
strategy of the offer
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Price – price strategy
The conditions for the effectiveness of this strategy are:

 lack or limited competition in the product launch phase,

 there must be segments with low price sensitivity on the 

market,

 the benefits of using this strategy:

 reimbursement with relatively small sales,

 high price can contribute to achieving prestige,

 high price makes it possible to keep the demand at a 

limited level until the offer is increased, when the 

product is accepted by the market.
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Price – price strategy

 Penetration strategy - the initial price is set relatively 

low - that is, lower than the prices of competitors.

 The goal of this strategy is to interest in the offer a 

fairly wide range of potential consumers - that is, 

the company's goals are focused on sales volume 

and as a result of market share as soon as 

possible.
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Price – price strategy

Conditions for the effectiveness of this strategy:

demand must be flexible, because the offer is 

directed to the entire market, at prices low 

enough to satisfy as many customers as possible,

 the low price is used to discourage competitors 

from entering the market;

 the needs of the higher income segment are 

already met, and penetration policy is the right 

policy to develop the market.
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Distribution 

Distribution - is based on socially and 

economically effective transfer of goods and 

services from the sphere of their production to 

final recipients.
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Distribution

A tourist product differs from many other goods, 

that it must be consumed at the place of its 

production, so the "movement" of the product in 

this case does not occur.

Distribution efficiency is ensured through the 

selection of distribution channels, while striving for

limiting the number of participants in the 

distribution channel.
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Distribution channels

Distribution channels

 direct channels (personal sales by the producer),

 indirect channels (manufacturer - broker - consumer).

The characteristics of brokers

 travel agencies, associations, federations of 

associations and tourist organizations,

 information centers.
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Promotion

 The element crowning the agritourism farm activity 

in terms of impact on the customer is the 

promotion.

After determining the type of service sold, its 

prices and distribution channels, one should 

choose how to present a given product to 

customers.
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Promotion goals

Promotion goals - the following questions should be 

answered: 

 What do I want to tell customers about?

 Tell them about the existence of the object?

 If interest them in the attractions of the area?

 If familiarize people with the product and price offer?

 If increase sales or get better competitiveness?
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Promotional message
A well-formulated promotional message should:

 Pay customers’ attention, especially from those segments to which 

the advertisement is addressed;

 Maintain their interest by highlighting the benefits of a given offer;

 Invoke desires and associations with potential clients;

 Indicate the advantages of the service (it does not necessarily have 

to be a low price, it can be mentioned high quality, good service, 

etc.);

 Facilitate the purchase by providing information on where and how it 

can be made;

 Give a signal to the action using a formula encouraging quick use of 

the offer, e.g. "Bargain !!!", "Do not waste time", etc.
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Promotion tools

 Company name, logo, stationery, business cards;

 Signs;

 Catalogs;

 Leaflets and folders;

 Postcards;

 Posters;

 Internet promotion system;

 Incentives and discounts;

 Contests, prizes;

 Joint promotions;

 Presentations, exhibitions, fairs;

 Advertisements, e.g. in the press.
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Promotion tools



32

Promotion tools
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Promotion means

Advertisement:

 Press

 Radio

 TV

 Internet

 Postal shipments

 Posters

 Advertising publishing

 Advertising films

 Gifts
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Internet: 
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Internet: 
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Środki promocji

Public-relations : 

 Konferencje prasowe

 Relacje prasowe

Wywiady w ośrodkach 

masowego przekazu

 Propagandowe wydawnictwa 

Wycieczki

 Seminaria
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www
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Promotion means

Public-relations : 

Press conferences

Press coverage

 Interviews in mass media

Propaganda publishing

Tours

Seminars
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Promotion means

Supplementary promotion:

Competitions

Gifts

 Price discounts

 Rewarding regular 

customers

 Additional Christmas 

programs

 Attractive services
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Promotion schedule:

The promotion schedule consists of eight phases:

1. Identification of the target audience and its 
characteristics, including the perception of the 
image of the company and its products.

2. Identifying the goals of information transfer - it is 
about awareness, familiarization, liking, 
preferences, transfer or purchase.

3. Planning a message consisting of effective 
content, structure, shape and source.
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Promotion schedule:

The promotion schedule consists of eight phases:

4. Choosing the right channels for the transmission 
of personal and non-personal information.

5. Determining the total promotion budget in the 
amount of one percent of the sales volume. 
Specification of the intended purpose of the 
promotion. Tracking (or even imitating) 
competition.

6. Budget division between the promotion tools.
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Promotion schedule:

The promotion schedule consists of eight phases:

7. Checking what part of the market is aware of 
the existence of a given brand. Has it tried it 
and is it satisfied with it (before and after the 
promotion).

8. Integration and joint management of the 
information transfer process in order to ensure 
compliance of actions, their synchronization in 
time and low cost.
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