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To ensure success in the development of tourism

enterprises, activities must take info account three
orientations:

 on the purchaser (the purpose of the activity must
meet the needs of buyers of tourist services),

A productive (one should strive to create a tourist
product),

A 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, efc.
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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 furn 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 s 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 fime 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'
requirementse

» Who are the competitors, what are their sirengths
and weaknesses?

» What is the disposition of service resources, financial

resources and the ability fo manage them and the
ability to receive guestse
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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 servicese

» What kind of promotion will be used (what amount of
money can be spent on it)e
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Elements of tourist potential

Structural resources Functional resources

¥ ¥

< tourist attractions, % economic,

< tourism < technological,
development, < psychological,

% fransport < ecological,
accessibility, + political,

< other. % socio-demographic,

L)

*

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 intferest fo them.

10
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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:

% 1T is a set of fourist services used to satisfy the complex
needs of tourists.

11
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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.

s Three groups of goods and services on the tourist market:

v goods and services for which tourism is the only
demand-generating factor, e.g. fravel,
accommodation, guide services,

v' goods and services purchased in connection with
ourism, but they only represent a certain subsfifution of
consumption in other periods and elsewhere, e.g.
footwear, clothing,

v' goods and services that meet the same needs of tourists
as well as non-tourists, e.g. health care.

12
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Types of tourist products

Main product — safistying 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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Marketing

The image of the Additional
place advantages
Good organization Additional services

Basic services

Natural and
anthropogenic
services 14
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Price - price strategy

» An element of the marketing composition,
closely related to the tourist product, it is the
price that defermines 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.
17
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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,

N X X N X X

favorable purchase conditions.
The price is the determinant of this value!

18
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Price - price sirategy

Two basic pricing strategies when introducing @
new product to the market are:
% skimming (collecting cream),

% penetration strategy.

Methods of determining the price by means of
demand analysis.

19



EP I tl:\”?; I D Co-funded by the
- Erasmus+ Programme

of the European Union

ENTREPRENEURSHIP
IN THE RURAL TOURISM SECTOR
FOR YOUTH WITH DISABILITIES

Price - price strategy

d As a part of the skimming strategy, the new
product is infroduced 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

20
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The conditions for the effectiveness of this strategy are:
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v lack or limited competition in the product launch phase,

v there must be segments with low price sensitivity on the
market,

v the benefits of using this strategy:
v reimbursement with relatively small sales,
v high price can contribute to achieving prestige,

v 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

] Peneiration strategy - the initial price is set relatively
low - that is, lower than the prices of competitors.

1 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.

22
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Price - price strategy

Conditions for the effectiveness of this strategy:

J demand must be flexible, because the offer is
directed to the entire market, at prices low

enough to satisty as many customers as possible,

Jthe low price is used to discourage competitors
from entering the market;

I the needs of the higher income segment are
already met, and penetration policy is the right

policy fo develop the market. .
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Distribution

I Distribution - is based on socially and
economically effective transfer of goods and

services from the sphere of their production to

final recipients.

24
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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
imifing the number of participants in the
distribution channel.

25
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Distribution channels

Distribution channels

1 direct channels (personal sales by the producer),
-l indirect channels (manufacturer - broker - consumer).

The characteristics of brokers

1 travel agencies, associations, federations of
associations and tourist organizations,

1 information centers.

26
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Promotion

dThe element crowning the agritourism farm activity
INn ferms of impact on the customer is the
promotion.

 After determining the type of service sold, its
prices and distribution channels, one should

choose how 1o present a given product to
customers.

27
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Promotion goals

Promotion goals - the following questions should be
answered:

v What do | want to tell customers about?

v Tell them about the existence of the object?e

v If interest them in the attractions of the areae

v If familiarize people with the product and price offere

v If increase sales or get better competitiveness?

28



EP I tl:\”?; I D Co-funded by the
- Erasmus+ Programme

ENTREPRENEURSHIP of the European Union

IN THE RURAL TOURISM SECTOR
FOR YOUTH WITH DISABILITIES

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 asignal to the action using a formula encouraging quick use of
the offer, e.g. "Bargain !!Il", "Do not waste time", efc. 29
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% Company name, logo, stationery, business cards;

% Signs;

» Catalogs;
AGROTURYST

% Leaflets and folders; 'AGRO U HELENKI /8

< Postcards; te.l.”12i:3l-1‘;23v-‘123

% Posters;

% Internet promotion system;

% Incentives and discounts;

*» Contests, prizes;

% Joint promotions;

» Presentations, exhibitions, fairs;

% Advertisements, e.g. in the press.

www. kraina3rzek.pl
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Advertisement:

% Press

% Radio

» TV

% Internet

% Postal shipments

% Posters

% Advertising publishing
% Advertising films

% Gifts
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T ARG il

-

* [K@\ﬁ“&\ll.@




(= POLSKA FEDERACJA TURYSTYKI WIEJSKIES - Windows Internet Explorer

@A v (& mionoczu.pl vl sl x| | Ris
Pk Edycs Widok Ukbione Nerzgdsia  Pomoc
g Wbione 53 + GEPOLSKA FEDERACIA TUR... X ) Onet - informacy, rozrywha, .. W v ) T o v Stona- Beecredswo - Namedia- - 04 0 3
~
‘,uﬂwny,,’ (08 ¢

“ A-b *t POLSKA FEDERACIA TURYSTYK!I WIEJSKIE]

§ D :
/ 0 federacli Dla Kwaterodawcéw  Dla Inspektoréw

u‘,..ﬂo‘u"-

‘Mie czeka). 7862 wniosek online Ju2 dris.
Prayjol] insepktora | clesz sk Korzysciaml
2 kategoryzacil.

Zt0Z WNIOSEK ONLINE... V

jeteli nie wiesz jakie korzyscl ptyna z wykonania
kategoryzac)i wiasne] kwatery, mozesz

dowiedziec sie wiece).

czytaj wigce)

@ C:\Documents and 5. /> Oowt - informacie, 1o



A A Aktualnosci

Malopolskie Targi Zywnosci

® Start

® Geneza

® Siec zagrod edukacyjnych
® Zagroda edukacyjna

® Ideai korzysci

PUBLIKACIJE

® Ekologzia1 ochrona
srodowiska w programach
Zagrod Edukacyynych 2016

Pakiet informacyjno-

edukacyiny 20135 Zywnosé

& Ozagrodzie! & Korzysci & Nowiny * Spotecznosc

Podczas tegorocznych

Matopolskich Targéw Zywnosci
Zasmalkuy z UR” Centrum
Doradztwa Rolniczego Oddzial w
Krakowie promowalo zagrody
edukacyjne i wytwarzane przez nie
produkty  lokalne.  Wydarzenie
odbylo sie w pierwszy weekend
pazdziemika na terenie zabytkowego
dworku Uniwersytetu Rolniczezo w

Wiecej: Matopolskie Targi Zvwnosci

Zagrody edukacyjne na Pikniku Poznaj Dobra

BAZA
GOSPODARSTW
EDUKACYJNYCH

Find us on

Facebook




\/R L dunajechialn. pl

oficialna strona informadji turystycznej Gminy Cigezkowice, PleSna, Wojnicz, Zakliczyn

Strona giowna a = e 3 Q 3
’-9'.'1 s, B
e o -
e A
AT
AETEN
NLRCE 40 L8 40 84 )
AR LT 2 R 4 pory roku
“\& .:ﬁqg i 3’/‘
. .

Ol B \ \ v
Yoo L R SR
144 ot WA S RN

Na zdrowie, na wies kazdy Ci to powie

Zapewniamy, Ze wypoczynek na polskiej wsi wyjdzie catej rodzinie na zdrowie

A 1 =S e | okalna Grupa ..
el = el 071 polubienia

>
o obe = 3 eZKo esna E S = ——
; P
£
> )
o { . v?,
0 2 .
OKd d
s D a
)zi1a a
O D ajec-B
>/




T - Co-funded by the
Erasmus+ Programme

of the European Union

ENTREPRENEURSHIP

IN THE RURAL TOURISM SECTOR

FOR YOUTH WITH DISABILITIES
£

Chato MMagoda

2

o

Chata Magoda

Chata Bojkowska

Kontakt

LS




Ll
BOOk'"g Polecaj i zarabiaj Udostepnij obiekt Zarejestruj sie Zaloguj sie

Noclegi Loty Wynajem samochodow Taksowki lotniskowe
Strona gtowna > Polska > wielkopolskie > Nowy Tomysl - hotele > Agroturystyka Pod Modrzewiami, Nowy Tomysl Polska — pokoje
30 244 obiekty 1 022 obiskty 6 obiektow
‘ < Wréé do wynikéw wyszukiwania ‘ Informacje o pokojach i ceny Udogodnienia Zasady pobytu Doswiadczenia naszych Gosci (41)
: Agroturystyka Pod Modrzewiami (&)transterz lotniska (v ]+
SZU kaj ) Sekowo 11, 64-300 Nowy Tomyél, Polska - Swietna Iokallzacla pokaz mape
Cel podrozy / nazwa obiektu: # .
Nowy Tomyél Znakomity 9,1
J ) \ pie B i 41 opinii
§LSER g
od ’ P pors
ala 3 : ." Cisza i spok6). Dom jest za 4
[+ i ¥ miastem, Wifi dziatalo, Sniadania
wyd smaczne. b
Do .
eh v
JL_-&--\
Czy wyjezdzasz sluzbowo? (7]
O Tak O Nie
Pokoje 1 v
Dorosli 2 v
Dzieci 0 v

Swietna lokalizadja!

g« Mna




Adres e-mail lub numer telefonu Haslo

facebook B B

edrusd

SEAJSZEWO

Gospodarstwo
Agroturystyczne
"Jedrus"

@slajszewojedrus . e ' e Y

R L BN T

Informacje

Zdjecia Zdjecia Domek letniskowy w: Stajszewo
Filmy ' 4 9 ocena % % % % % - Czynne cata dobe

Recenzje

Spotecznosc Zobacz wszvstko

Zobacz wiecej postow strony Gospodarstwo Agroturystyczne "Jedrus" na Facebooku

Zaloguj sie lub Utworz nowe konto



T “r Co-funded by the
ERTS Promotion means =t
ENTREPRENEURSHIP ro o Io

IN THE RURAL TOURISM SECTOR
FOR YOUTH WITH DISABILITIES

Public-relations :

“* Press conferences

»» Press coverage
“*Inferviews in mass media
“* Propaganda publishing

®
o0 .
* Tours 20 lat agroturystyki w Polsce
w pamietnikach, wspomnieniach
I wypowiedziach

’ [ ]
‘o’SemlﬂCﬂ'S uczestnmkow Konkursu
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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:

|. ldentification of the target audience and ifs
characteristics, including the perception of the
Image of the company and its products.

2. ldentifying the goals of information fransfer - it is
about awareness, familiarization, liking,
preferences, fransfer 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 fransmission
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:

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

8. Infegration 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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® Thank You for Your

attention

dr inz. Matgorzata Bogusz
University of Agriculture in Krakow
Department of Social Policy and Consulting

gosiabogusz@interia.pl .



