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MARKETING CONCEPT IN THE DEVELOPMENT
OF TOURISM ACTIVITIES, CHARACTERISTICS
AND EXPECTATIONS FOR TOURIST BUSINESSES

Introduction. The world of marketing is constantly
changing, and companies have to adapt to new circum-
stances time and again.

The term “marketing concept” is understood to mean a
comprehensive, conceptual draft which is oriented towards
the desired corporate goals and objectives.

It contains suitable strategies for achieving the goals.
Based on the objectives and strategy, appropriate market-
ing tools are defined.

It also deals with the marketing strategy that tour-
ism companies are applying in selected markets and for
selected target groups is holistically geared to the best pos-
sible marketing and positioning of any tourist as a leisure
and business destination.

Although consumer behavior (CB) is one of the most
researched areas in the field of tourism, it influences the
design of the marketing concept in the activities of busi-
ness companies.

To understand this fact, in the section 1 we will study
the characteristics of and issues of the marketing concept
in the enterprise, then in the section 2 we will analyze the
marketing concept in the development of tourism activities
and look for expectations for tourist businesses.

The purpose of the article. What is the place of mar-
keting in the company? The question can be as much for
novice entrepreneurs as for more technical profiles such as
computer scientists. Why a brand of products or services
cannot progress without a true marketing methodology?
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The article deals with the scientific and methodical approaches of the marketing concept in the conception
of a tourism product by tourism companies. Indeed As a real challenge for the company itself, it expresses
the coherent unity of its various strategic orientations, while respecting the corporate culture, and is a means
of making the hierarchical structure more flexible and more effective. However, business dynamics have led
marketing to be a general discipline responsible for the creative and innovative use of a company s resources
to achieve specific profitability objectives. This assessment can be noticed in the tourism sector, where the
marketing concept plays a crucial role. The purpose of this article is to study the variables in which the
concept of marketing can influence the implementation of tourism companies marketing strategies and under
what conditions these strategies can be effective.

Key words: marketing concept, tour product, marketing strategy, market orientation, promotion strategy.

It’s obvious that marketing is the heart of any business.
Even though some companies may offer the best products
or services and if they could have had the opportunity to
have an outstanding sales team, they could only fail if they
do not have a marketing function to guide their efforts and
attract customers.

In the search for a creative concept, an identity becomes
necessary. That’s why inspiration and creativity are two
abilities that have a lot to play in an effective marketing
strategy. It is at this level that the concept of marketing in
the needs of the company comes into play.

The marketing concept is the principle that companies
must bring out the needs of their customers and make deci-
sions to satisfy them, better than the competition.

The marketing concept is a written and structured
planning of the future development of marketing, namely
product, price, communication and sales. This product is a
unique product, a group of products or the entire company.

The marketing concept consists of an actual analysis,
the marketing goals to be achieved, the marketing strat-
egy, the planning of measures of the individual marketing
instruments and a description of the monitoring options as
to whether the goals are achieved.

Analysis of recent science researches. What principle
should guide the marketing and investment efforts of a
company? What relative place should be given to the inter-
ests of the organization, as well as to clients and society?
These interests often come up against; however, the mar-
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keting and sales activities of an organization must be con-
ducted according to a well-thought principle of efficiency,
effectiveness and social responsibility.

To better understand the marketing concept, it is useful
to look for opportunities by reviewing other philosophies
that once prevailed.

Although these alternative concepts have prevailed
over different historical periods, they are not limited and
remain applicable by some companies today.

The marketing concept came after a series of other
directions that marketing companies experienced during
the 20th century.

These concepts can be seen into five orientations which
are philosophical concepts to the marketplace have guided
and continue to guide organizational activities:

1) the Production Concept;

2) the Product Concept;

3) the Selling Concept;

4) the Marketing Concept;

5) the Societal Marketing Concept.

Initially, the company had a production axis where it
focused on the manufacturing method. Subsequently, it
focused on the product orientation in which a company
focuses not only on production processes, but also on the
quality and desirability of a particular product.

Companies using marketing methods have subse-
quently opted for a sales strategy, whereby products are
proactively sold based on their characteristics rather than
the benefits to each customer and their needs.

Hence the emergence of a market orientation that
underlies the company’s marketing concept, where
needs and needs are met by providing value to satisfied
customers.

As the customer is finally satisfied, the marketing con-
cept also requires the organization to integrate all of its
other services to add value to the customer. This means
that all services, including marketing, finance, human
resources, must have an idea of the company’s core objec-
tives as well as the company’s purpose.

The marketing concept is based on market research to
define market segments, their size and needs. To meet these
needs, the marketing team makes decisions about the con-
trollable parameters of the marketing mix.

But sometimes marketing is difficult to implement
when it is not part of a product’s core strategy and no mar-
keting plan has been written. For example, it is very dif-
ficult to sell or promote something without the demand of
the market.

On the other hand, when market research shows the
need for a particular type of product — and when marketing
is involved in the development of that product — the promo-
tional aspects are quite easy to implement.

Another factor that facilitates the implementation
of marketing is that market segments have been clearly
defined even before the product is built. In this case, the
appropriate channels become apparent.

In most cases, implementation is a problem because of
poor or no planning. Marketing campaigns are often dispa-

rate attempts to “sell more” without a real vision/strategy
to “own” a particular market place.

Sometimes a marketing campaign follows market
trends to define their focus on a specific schedule.

Market orientation focuses on products and services
and directs attention to customers.

In many cases, the change of focus turns out to be
profitable and leads to loyal customers. Sometimes, how-
ever, setting up market orientation plans becomes a chal-
lenge. Factors such as fallacious market research findings
and communication barriers can hinder the success of a
business.

Market orientation is in the opposite direction to past
marketing strategies — product orientation — where the
focus was on establishing outlets for existing products.
Rather than trying to encourage customers to appreciate or
be aware of the benefits of their products or services, the
marketing-oriented approach allows companies to tailor
them to customer demand.

Many marketing gurus define market direction as a
coordinated marketing campaign between a supplier and
its buyers.

Indeed, a well-designed marketing campaign evolves
enough on the product announced to attract the attention of
customers in a short period.

It’s in this context that the marketing concept plays
an important role. With it companies, can try to set up a
detailed planning of their entrepreneurial activities, with
the help of a certain specific customer- or market-oriented
goals which can be achieved.

These specific customer- or market-oriented goals can
be set into phases in which the company can investigate
the market trends and consumer behavior in a specific time
span with information and measure it in a described and
structured manner within the company.

The business firm pursuing the marketing concept
can respond effectively to changes in its environment.
By understanding the complex interplay of different
variables, it can detect the impending changes and
prepare itself to exploit them. The firm can very well
face the pressures of competition and environmental
changes.

Marketing
. marketing controlling
. measures
marketing
strategy
® marketing
objectives
° .
situation
analysis

Fig. 1. Phases of marketing concept in the enterprise
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To build a successful marketing concept, companies
first need to explore the market. The first thing to study
here is the question of the target audience. It is important
to know which product or service offer and at which target
audience businesses are aiming to. The marketing concept
established itself in several phases.

1) Situation analysis. Situation analysis about under-
stands the specific situation of a company and identifying
potential opportunities and problems. On the one hand,
the company itself and the respective environment, which
includes competitors, suppliers, the market situation and
the legal situation, are analyzed. In the end, a comparison
of your own strengths and weaknesses as well as corre-
sponding external opportunities and risks arises.

2) Marketing goals. After the situation analysis, the
concrete marketing goals will be determined. For this pur-
pose, the determination of the specific market segments
takes place first of all. The goals set may be both quantita-
tive and qualitative. Quantitative targets include, for exam-
ple, certain sales figures or sales. Qualitative goals include
things like customer satisfaction or image.

3) Marketing strategy. Once the goals of the company
have been defined, the next step is about actual strategies
for achieving the goals set. For this purpose, procedures
are defined in this step, which determine which markets
are to be processed and how one should behave towards
customers, intermediaries and the competition.

4) Marketing measures. Following the planning of
the strategy, concrete operational measures are defined to
implement them. The definition is typically referred to as a
marketing mix and consists of the four basic instruments of
product policy, pricing policy, communication policy and
distribution policy. The product policy revolves primarily
around the search for features and properties of the product.
In contrast, the search for the right price is at the center
of pricing policy. Advertising as well as all other forms of
communication are in turn combined under communication
policy. Finally, distribution policy deals with all the ques-
tions that surround how the product comes to the customer.

Offer tour
product
Touristic
market
Demand for
tourist

\

5) Marketing controlling. The final step in the plan-
ning process is Marketing Controlling. To ensure that the
planned measures work, the marketing concept defines
certain control parameters. On the basis of these, the effi-
ciency of the measures can be continuously assessed.

The effective use of design gives customers a reason
to buy at home and not at your competitors. This is a valu-
able source of differentiation — a well-designed product or
service will stand out from the competition.

In considering of all said above we can interrogate
ourselves about how the marketing concept influences the
development of tourism destinations in a competitive mar-
ket, for this a comprehensive viewpoint to tourism market-
ing strategies is vital and valuable.

Presentation of the main material. The emergence of
the market of tourist services, the need for the development
of the hotel and tourist complex, the commercialization of
tourism activities led to the need to introduce marketing
principles in the activities of tourism organizations.

It decides on economic success or failure. Therefore,
marketing always starts with the question of which cus-
tomers you want to reach with your offer. Marketing can
be derived from the English word “to market”.

Before initiating with the process of marketing, it is
required for businesses to identify the trends and needs
of the customers so that to bring quality services in the
market.

The process of market research is required for each and
every industry so that to get suitable and required informa-
tion about the market circumstances and about the com-
petitors.

With the help of effective market research, the current
trends, habits and needs of the customers can be identified.
Marketing tools require businesses to decide which mar-
keting measures are best for their audience. In the market-
ing concept, entrepreneurs then specify an exact plan as to
when and what measures are taken in marketing.

Since the needs of the target group, the characteristics
as well as the purchasing behavior, as well as the compe-

Business enterprise leading the
production of tourist products for
profit

Producers tour product whose main
purpose is not to make a profit, their goal
is to qualitatively and quantitatively fulfil
the needs of tourists

People with tourist needs
Opportunity to buy tourist products

Desire to buy tourist products

Fig. 2. The structure of the tourism market divided on different categories
of tour companies’ offer and the demand of the tourist
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tition can constantly change, enterprises should deal con-
tinuously with the marketing innovations.

Various techniques can be used by tourism companies
in their market research in order to identify the policies
and strategies of their competitors. Tourism being a fast
growing industry, it is required for companies to analyze
the policies and strategies of competitors so that to capture
the whole market.

Once the company understands the needs of the audi-
ence and examine competitors in competition analysis, they
can then define clear marketing goals that are very impor-
tant for efficient marketing. Only if goals for the marketing
are defined, businesses can determine afterwards whether
these were achieved.

The marketing goals are then followed by the strategy.
Also, the marketing strategy should be reviewed regularly,
e. g. to adjust the positioning. Once this step has been
mastered in the marketing process, the heart of the game
comes: businesses determine the most optimal marketing
tools and create a marketing concept. As we can see in the
figure 3, market research is not counted among the market-
ing instruments in system marketing. It is superior to all
other marketing tools for the purpose of basic procurement
and control.

This implies here, that the tourism companies would
have to make the marketing concept of their destination,
like a regular product the same as it is done in other indus-
tries; we are talking here about a tour product.

A tourist product is a concept that is made up of many
components. These are made up of tourist attractions; pro-
vision of means of transport, lodging and its associated
facilities and sources of entertainment.

These components may be provided by one company
or a group of companies in the tourism industry. It also
involves the tourist enjoying these products from the time
they step out of their houses till the time they get back home.

The tour product depends on variables such as time and
space. The factor of seasonality is of great importance (the
marketing activities of the travel agency will differ during
the peak season and in the off-season).

The marketing system

satisfaction
Target market

Customer needs i
oriented

Integrated marketing

ariented

Potential benefits

1 consumer

2 local comunnity

3 culture and
environement

In the off-season, for example, additional measures to
stimulate demand are needed — low prices, various addi-
tional services, variation in various types of tourism, etc.
In addition, the proposal is very static: for example, attach-
ment to a specific place (camp site, airport, etc. cannot be
moved to another location).

The process of preparing and maintaining the readiness
of a tourist product, as well as the process of its promotion
to the consumer market, requires the investment of funds
from all entities directly or indirectly planning income
from its sale. Unclaimed tourist product brings losses
to business entities involved in its generation. The state
belongs to such subjects.

Tourist product, along with the general specific char-
acteristics of services inherent in their distinctive features:

1) a set of services for goods (tangible and intangible
components), characterized by a complex system of rela-
tionships;

2) the demand for tourism services is elastic in relation
to income level and prices, but largely depends on political
and social conditions;

3) the consumer, as a rule, cannot see the tourist prod-
uct before its consumption, and consumption itself is in
most cases carried out directly at the place of production of
the tourist service.

Koutoulas (2004) states that all components of the
product and adds value and if they are not combined they
will offer limited value or sometime no benefits to the con-
sumers. For instance, generally hotel offers accommoda-
tion, food and beverage, reception service, quality service,
bell desk, luggage facilities, spa, swimming Poole under
one roof. It is the complete bundle of components that fully
indulge consumer primary and secondary needs (Koutou-
las, 2004).

Seasonality is an inherent characteristic of tourism and
determines in to a large extent, the business strategies of
the companies operating in the sector.

Being a service that is consumed in a majority in time
holidays, we observe that there are large variations in
demand according to the time of year in which we find

Ressources management system

. Management
. Devellopment and control
o Planning

Fig. 3. Marketing concept for a tourist destination
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ourselves. Since the establishment of paid vacations in
companies in most countries of the world, has shown a

But the tourism product is a complex set of heteroge-
neous elements:

tendency for people to enjoy these periods in the summer — natural resources (air, water, sun, landscape, etc.),

seasons, which coincide with those in which the weather

is more benign.

historical, cultural and architectural attractions likely to
seduce a tourist and encourage him to take a trip;

As we have indicated previously, the tourism prod- — infrastructures (accommodation structures for tour-

uct is a set of material and intangible elements designed
to meet the needs and consumer expectations. A funda-
mental aspect of the tourism product is its composition,

ists, restaurants, leisure and sports equipment, etc.) which,
in themselves, do not influence the motivation of the trip,
but in its absence, obstacles to a trip;

because, as we have seen previously, there is a degree of — the possibilities of movement, which depend to

high heterogeneity that hinders definition and conceptu-

alization of the same.

Here we are looking on the management peculiarities
of a tourist organization, which concerns tourism manage-

ment.

When we speak about tourism management, we see a
complex sector involving a wide range of economic opera-
tions. Tourism supply is one of the operations. It is highly
reliable on the natural, artificial or man-made, operating,
as well as the regulatory components involved in creating

the tourism product.

The success of commercial activity in the tourism sec-
tor is first determined by an interesting tourist product.
The term “product” indicates the quality of the essence of
concrete and conceptual things (for example, the services
of a guide familiarizing a tourist with a given locality or

museum).

a certain extent on the fashion of the different modes of
transport used by tourists. These possibilities are esti-
mated, most probably from the point of view of their eco-
nomic accessibility, from the point of view of the speed of
the movements.

When studying a tourism product, it is important to get
a clear answer to the question “What does the tourist want
to buy?”, after all, the tourism product has up to a point no
appreciation for the consumer. People acquire not goods on
the market, but their functional ability to satisfy a certain
human need.

As we know, a tourist product is a service that meets
the needs of tourists during their trip and that are subject to
payment from them.

In practice, the concept of basic services and comple-
mentary services works. However, from the point of view
of consumer properties, there are no significant differences

Tourism product

supply
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Fig. 4. Characteristics and processes of a tourism product
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between them. Thus, the excursions included in the com-
plex service are considered as the main services, but if the
tourist buys them independently on the place of stay, they
become already additional.

Thus, the difference between basic services and addi-
tional services lies in their causalities with the package ini-
tially purchased by the tourist or a set of tourist services.

Sometimes, a tourist product is associated with a
tourist package (package or tour package) — a mandatory
set of services provided during a visit to an individual or
collective plan, which is of a serial nature and is offered
for sale.

The tourism product includes only four essential ele-
ments: a tourist center, transportation, accommodation
services and transfer. Indeed, by purchasing a package
that includes four mandatory basic elements, the cus-
tomer not only has significant discounts from the tour
operator, but he can still ask the tour operator to extend it
by including other services or to be able to do it directly
to the tourist center.

Of course the tourist’s satisfaction depends on the qual-
ity of tourist product, designed on several keys factors.

The tourist’s satisfaction with a trip or a destination is a
result of many aspects, such as their perception of product
elements experienced as well as their expectations before-
and during the trip. People go on holiday to satisfy one or
several of their needs, whatever these needs are. To achieve
satisfaction people try to behave in a rational way. They
choose, for instance, activities that they expect will fulfil
their needs satisfactorily.

This trend towards rational behavior shows that there
are causalities between causes of displacement, choice and
satisfaction.

By adapting marketing principles to the management
of the tourism industry, companies will be able to provide
quality products and avoid the development of unneces-
sary and unsustainable products.

Products in tourism can be “ideas”, “services” and
“goods”. The tourism industry mainly serves the services.

Knowing that services are subject to innovation, the
marketing concept of the tourism product should be sub-
ject to it.

Indeed, innovations in the tourism industry are increas-
ing the use of new technologies in the hospitality and enter-
tainment industries, the formation of a new tourism product
and marketing. Innovation through the application of new
management systems and the use of modern information-
based tools and new materials can also significantly reduce
the price of a tourism product. Thus, the basic principles of
tourism marketing are as follows:

1) the focus on achieving the final practical result of
tourist activities; effective implementation of tourism ser-
vices in the market and the acquisition of a certain share of
this market;

2) the focus of the tourist organization is not on a
momentary, but on a long-term strategic result of mar-
keting work; this requires special attention to foreseeable
research, the development on their basis of the results of

new tourist services that provide high-profit activity of the
company;

3) application of tactics and strategy of active adapta-
tion to the requirements of potential buyers with a purpose-
ful simultaneous impact on them.

Now, taking into account that the behavior of tour-
ists and their purchasing process has changed so visibly
in recent years, the concept of tourism marketing has also
varied. What were once product, price and place now adds
experience and emotions.

At present it is not enough to know the age, origin and
social class of tourist profiles to segment a tour company’s
audience. Businesses can have to know their interests,
challenges, goals and dreams to get their attention.

To create such awareness towards customers, com-
panies needs to know how to sell its offers effectively.
Although great marketers know the systems and tools out
there to help, but many tour or activity providers may not
have sufficient experience when it comes to marketing, the
utilization of the marketing mix elements could resolve
this fill this gap.

The marketing mix is a combination of practical mea-
sures to influence the market or adjust the company’s activ-
ities to the market situation, as well as a timely and flexible
response to its changes.

If we define the economic propaganda as any form of
promotional activity, as well as its effect of rapid capture
of a wide audience, a large number of repetitions, then its
importance are clear in the overall promotional activities of
tourism organizations. Its resources are press, radio, televi-
sion, direct mail.

The concept of the public in the process of value cre-
ation for the touristic offer is extremely important, which
also highlights the promotional instrument, public rela-
tions that have a long-term interests for a given tourist
organization.

There are many instruments of promotional mix, but
the most important are: economic propaganda, public
relations, sales promotion, personal selling, publicity and
direct marketing. Here the main tool of the marketing mix
(4ps of marketing) we may use is promotion.

In a word, the goal of the promotion is to incite prefer-
ence for one or more services of the tourist organization,
destination, which is achieved by transmitting a clearly
defined, consistent message.

It is of crucial importance to determine the specific
instrument of a defined promotional activity, budgets and
media (and within it the vehicle).

For the success of a commercial promotion for the mar-
keting of tourist services, a certain minimum of incentive
measures is required, which are implemented in conjunc-
tion with advertising and other commercial activities. Large
tourist firms (wholesalers and tour operators) usually have
full-time sales promotion services that study the effective-
ness of the measures taken earlier and give recommenda-
tions on the most effective methods. The non-promotional
methods for promoting a tourist product include:

— personal (personal) sales through an agent;
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— direct distribution of information and work with
various databases (the formation of permanently main-
tained databases of a stable clientele, on the basis of
which information about specific tours is delivered to the
client, etc.);

— direct marketing (telephone marketing, mailing —
information of prospective corporate clients);

— sales promotion — at the same time, clients are
offered, for example, coupons for discounts, various con-
tests and prizes are held for tour buyers, bonus programs
are implemented, and objects with corporate style elements
are distributed;

— propaganda or organization of public relations — an
indirect proposal (organization of cultural events, where
information about the company’s tours is distributed,
where representatives of the media are invited).

The incentive measures are planned on the basis of an
overall marketing strategy and the selection of the most
effective means. Like advertising, sales promotion activi-
ties are carried out within calendar time. These terms, both
in national and international tourism, can be periods of
active sale of tourist trips for the next year, dates that coin-
cide with major tourist events.

If the promotion of a tourist product is carried out
simultaneously with an advertising campaign to introduce
a well-known product (for example, an elite car of a popu-
lar drink), this only increases the company’s credibility.

Strategically, many companies are also taking into
account the methods and techniques their competitors use
to develop their plans. Driving can compete with a com-
petitor to apply other promotion methods.

The tourist enterprise must determine the exact time
of product’s implementation and duration. If the program
is short, it is very difficult to achieve efficiency, and con-
versely, if the program is designed for an excessively long
period of time, the impact will gradually decrease, and this
can damage the image of the company.

Here we can see is that global competitiveness and
tourism concentration creating numerous challenges and
problems in the creation of consumer loyalty and sustain-
able competitive advantage in the tourism product market.
The problems are evident in demand management and cre-
ation of unique image of a particular tourist destination.
Involvement of a great number of different organizations
in creation and marketing of tourism products of a tourist
destination makes it difficult to align their different inter-
ests and aims.

Research and meeting tourists demand their segmen-
tation and the choice of target factors. Tourist segmenta-
tion in the process of choice and usage of tourist product
is connected to numerous problems. Consumers, under
contemporary conditions, in order to save time and reduce
expenses, often combine business trips with leisure, and
leisure trips often include elements of business trips.

And of course as we described earlier, with the high
amount of time marketing research process added to tradi-
tional ways of promotion of a tour product take to set up
it will be difficult for tourist companies to catch up with a
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marketing strategies with the use of traditional marketing
as described above.

Marketing and promotional strategies can provide busi-
nesses with a number of benefits, ranging from upticks in
sales to brand building and increased market share. An
entire industry exists due to the fact that businesses ben-
efit from marketing efforts. These same strategies, when
overused or poorly conceived, can also yield unintended
disadvantages that adversely impact the bottom line, tour-
ist product or the company’s reputation.

Because of the risks that sales promotions have to cre-
ate price sensitivity and potentially tarnishing the brand,
these are really only effective as short-term strategies.
The problem is that many business owners will implement
sales promotions to draw more customers in, but when the
promotion is done, customers are gone. Launching a pro-
motion takes time, energy and capital investment. If the
margins on products are significantly reduced during the
promotion and there was no integration of the promotion
into a long-term sales strategy, then promotions will fail
the long-term business goals.

Consumers will come in for a cheap product, and then
they’ll leave until there is another promotion. Business
leaders need to look at how promotions capture the atten-
tion of consumers and how they define exactly how to keep
that attention for long-term success. Otherwise, the pro-
motional marketing strategy may seem as if it generates a
lot of company interest, but that it will never produce the
needed results.

Traditional marketing focuses more on revenue and
bottom lines than on improving the lives of customers.
This creates disconnect between the people behind the ser-
vices you offer and the customers.

Today, customers prioritize relationships when choos-
ing services; they want to know the people behind the
advertisements.

Indeed aspects of marketing such as research, public-
ity, advertising, merchandising and sales all play a part
in increasing awareness of tourist product enterprises are
selling. Forms of traditional marketing include placing
advertisements in newspapers and magazines. Radio com-
mercials, telephone sales, direct mail and door-to-door
sales also fit into this category. Although these marketing
methods have been successful in the past, they all have
disadvantages, especially with the rapid increase in Inter-
net usage.

As far as the time went, traveling consumers have
changed their values and lifestyles, these changes are also
noticeable in demographic changes.

The experience economy is increasingly seeing travel
companies and operators creating opportunities to mix
traditional style journeys with crowd and challenge-based
experiences.

This obliged companies to adopt new tourism manage-
ment in terms marketing activities.

New tourism management requires personalized atten-
tion, yield Management, market segmentation and innova-
tive pricing.
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Also it should allow a flexible design of a tour product
which takes into account all the aspects mentioned above.

These requirements can be matched only with the help
of information technologies which can be manage infor-
mation resources that companies need to set up a more
effective tour product.

Conclusions. As we said earlier the marketing concept
consists of an actual analysis, the marketing goals to be
achieved, the marketing strategy, the planning of measures
of the individual marketing instruments and a description of
the monitoring options as to whether the goals are achieved.

In the tourism sector the use of the marketing concept
principles, sets up the conditions in which the tourism
product is conceived.

Although tourism product the success of commercial
activity in the tourism market is determined, first of all, by
an attractive tourist product, it needs to be designed accord-
ing to the customers’ desires and promoted accordingly.

But with the traditional ways of marketing promotion,
and the time it may take to investigate the consumer behav-
ior and design tour product using traditional marketing
ways it may not match the market expectations.

Information technology can be driving the evolu-
tion of new tourism products introduced as a result of
new strategic management modes in a more competitive
and turbulent environment. Through ICT, companies
have control over information. This allows the tour-
ism company to control its product, business, financial,
human and information management systems. Therefore,
through the use of ICT, the information management sys-
tem is increasingly recognized in the theory of strate-
gic management, as a new key variable of competition
within companies in the field of tourism, in the medium
and long term. For that, the use of information resources
by tourism companies becomes necessary in their man-
agement system.
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MAPKETHHI'OBA KOHIIENIIISA PO3BUTKY TYPUCTUYHOI AISIJIBHOCTI,
XAPAKTEPUCTHUKHU TA OUIKYBAHHS TYPUCTUYHOI'O BI3BHECY

Y ecmammi pozenanymo naykoso-memoouuni nioxoou mapkemunzo6oi KoHyenyii, KoHyenyii mypucmuiHo2o npooyKmy.

Cnpagdi, Ax peanbHull GUKIUK O CAMOI KOMRAHIL 80HA BUPAdICAE NO200JCEHY COHICMb CE0IX PIZHUX CMpAme2iyHUx
opienmayitl, nosadcaroyu KOpnopamueHy Kyasmypy ma 6yoyuu 3acobom 3pooumu iepapxiuny cmpykmypy 0inbiu eHyuKoIo
ma 6invw egpekmusnor. OOHax Ounamika 6i3Hecy npusena 00 Mo2o, Wo MapKemuHe 3a2dioM i OUCYUNTIHA 30Kpema
8ionogioaroms 3a meopue U IHHOBAYIlIHEe BUKOPUCMAHHS DeCypPCié KOMRAHIi 015 00CsAcHeHHsT KOHKpemHux yiret. 1]
OYIHKA MOdce OYmu NOoMiuYeHa 8 CeKmopi mypusmy, 0e MAapKemune08a KOHYenyis 6idiepae supiuaiviy poiv. Memoio
cmammi € 6UEHEHHs. 3MIHHUX, Y AKUX NOHAMMA MAPKEMUH2Y MOJICe 6NIUBAMU HA Peanizayio MapKemuHzo6ux cmpamezii
MYPUCMCOKUX KOMNAHIL, Ma YMO8, 3d AKUX Yi cmpamezii Mojicyms 6ymu eqexmueHuMiL.

Kniouosi cnoea: mapxemunzoea xomyenyis, mypnpooyKm, MAapKemuH208d CmMpamezis, pPUHKOGA OpiEHMayis,
cmpamezisi npocy8anHs.
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Bueni sanucku THY imeni B. 1. Bepuaacbkoro. Cepisi: EkoHOMiKa i ynpaBainas

MAPKETHUHI'OBASI KOHIEIIIUSI PASBUTHSI TYPUCTCKOM JEATEJBHOCTH,
XAPAKTEPUCTUKH U O KNJAHUSA TYPUCTCKOI'O BUBHECA

B cmamwe paccmompenul nayuno-memoouueckue nooxo0bl MApKemuH2060U KOHYeNnYuY, KOHYEnyu mypucmu4ecko2o
npodykma. JleticmeumensHo, Kak peanbHviil 6bl306 0Nl CAMOU KOMAAHUU OHA Gblpadicaem CO2NACOBAHHOE eOUHCMEO
CBOUX PABIUYHBIX CIMPAMESUHECKUX OPUCHMAYUL, Y8ANCAS KOPNOPAMUBHYIO KVIbMYPY U AGIAACH CPEOCMBOM COeLAmb
uepapxuueckyio cmpykmypy bonee eubxou u bonee sppexmuenon. OOnaxko OuHamuxa OusHeca npuserda K momy, 4mo
MapKemune 6 yeiom U OUCYUNIUHA 8 YACTNHOCIU OMBEEUalon 3a MEOPYECKoe U UHHOBAYUOHHOE UCHONb308AHUE PECYPCO8
KOMNAHUU O OOCMUNCEHUs. KOHKPEMHbIX yenell. Dma oyeHka modxcem Oblmb 3aMeueHd 6 CeKmope mypusmd, 20e
MaApKemuH206as KOHYenyus uzpaem pewaiowyio poiv. Llenvlo cmamou sensemcs usyueHnue NePeMennvix, 8 KOmopoix
NOHAMUE MAPKEMUH2A MONCEN GIUAMb HA PEATUZAYUIO MAPKEMUHS0BbIX CIMPAM ULl MYPUCICKUX KOMRAHUIL, U YCL08UL,
npu KOMOPsIX My cmpamezutt Mo2ym 6vimb 3 PeKmueHbIMU.

Kniouesvie cnosa: mapkemunzosas Konyenyus, mypnpooykm, MapKemuH206as CImpame2usi, polHOUHAsL OPUCHMAYUS,
cmpamezusi NPOOSUINCEHUSL.
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