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Turistii ca consumatori ai produselor si
serviciilor turistice au o curiozitate inndscutd in
ceea ce priveste cunoasterea lumii in care
traiesc si de aceea sunt mereu in cautarea expe-
rientelor pldacute si inedite, ce tin de valorificare
unei destinatii turistice noi. In aceste conditii,
agentii pietei turistice: agentiile de turism detai-
liste si tur-operatorii sunt nevoifi, in perma-
nentd, sa pund la dispozitia turistilor noi desti-
natii turistice, pentru a-si diversifica oferta
turistica existentd.

Este important ca destinatiile turistice
puse la dispozitia pietei sa aiba menirea de a
satisface comportamentul de consum al poten-
tialilor turisti si totodata sa completeze oferta
turistica a tarii.

Articolul respectiv, descrie specificul, mo-
dul de proiectare si punere in valoare turistica a
unei destinatii turistice noi, atdt din viziunea
consumatorilor-turisti, cdt si prin prisma agenti-
lor pietei turistice, implicati in prestatia turistica.

Cuvinte cheie: turism, destinatie turisticd,
consumatori-turisti, agentii pietei turistice, tur
informativ, aranjamente turistice.

JEL: M2, Z3.

Introducere

Ascensiunea turismului vazut, ca un cata-
lizator al timpurilor moderne, nu poate fi oprita.
Societatea actuald, dominatd incontestabil de
stres si presiuni psihologice, reclama necesitatea
de odihna si recreere, ca activitate de refacere a
capacitatii de munca.

Nevoia de relaxare, nevoia de refacere,
nevoia de senzatii placute si amplificarea dorin-
tei de a cunoaste destinatii noi, sunt numai
cateva dintre motivele, care il determind pe
consumatorul-turist sa evadeze din mediul sau
obisnuit de habitat. Turistii care decid sa efec-
tueze o céldtorie de vacanta, recurgand la pre-
statiile agentilor pietei turistice, isi vor incepe
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Tourists, as consumers of tourism pro-
ducts and services, have an innate curiosity
regarding the knowledge of the world in which
they live and that is why they are constantly
looking for pleasant and unique experiences
associated with the exploitation of a new tourist
destination. Under these circumstances, the
agents of the tourist market: retail travel agen-
cies and tour operators, must continuously
provide tourists with new tourist arrangements
in order to diversify their existing tourism offer.

Therefore, in order to face the challenges,
the agents of the tourism market must make
considerable efforts to understand the consum-
ption behaviour of potential tourists and, conse-
guently, to launch distinct tourist destinations.

This article describes the specifics, the
way of designing and valuing a new tourist
destination, both from the perspective of the
tourism consumers- and from the perspective of
the tourist market agents.

Key words: tourism, tourism destination,
tourism consumers, tourism market agents,
informative tour, tourism arrangements.

JEL: M2, Z3.

Introduction

The rise of tourism, seen as a catalyst of
modern times, cannot be stopped. Today’s so-
ciety, undeniably dominated by stress and
psychological pressures, claims the need for rest
and recreation, as an activities that restore wor-
king capacity.

The need for relaxation, recovery, plea-
sant sensations and the increasing desire to
discover new destinations, are just some of the
reasons that challenge the tourism consumers to
escape from their usual living environment.
Tourists who decide to take a vacation trip, using
the services of the tourism market agents, will
start their journey by temporarily leaving the
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calatoria parasind temporar mediul obisnuit in
care 1si au domiciliul permanent, urmand ca,
dupd consumarea timpului dedicat vacantei
preconizate, sd revind in mediul sdu obisnuit —
adica acolo de unde a plecat.

in aceste conditii, fenomenul datoriti
caruia un numdr mare de persoane 1si parasesc
temporar locul de resedintd si devin, pentru un
timp, consumatori de bunuri si servicii in alte
localitati sau in alte tari, i determind pe agentii
pietei turistice s studieze nevoile de consum ale
acestora, pentru a le pune la dispozitie cele mai
variate si sofisticate oferte turistice din diverse
zone si regiuni ale lumii.

Corespunzator etapelor pe care le parcurge
un turist de la resedinta sa permanenta pana la
destinatia turistica si inapoi, agentii pietei turis-
tice desfasoard un intreg complex de activitati de
logisticd, menite sd asigure prestatia corespun-
zdtoare a serviciilor turistice, In functie de aran-
jamentele turistice oferite.

in mod evident, deplasare citre o destina-
tie turisticd presupune prestatia turistica, iar
prestatia turistica poate fi asiguratd numai in
cazul cand exista triumviratul: prestatorii de
servicii — agentii pietei turistice — consumatorii-
turisti. Astfel, apare necesitatea de studiere a
acestei legaturi pentru a reflecta modul, speci-
ficul si particularititile de proiectare a unei
destinatii turistice noi.

Actualitatea temei

Actualmente, turismul reprezinta un stil de
viatd pentru toti adeptii calatoriilor, care se
bazeaza pe mobilitate si dinamism, precum si pe
dorinta de a cunoaste ceva nou si inedit. In acest
sens, capacitatea de adaptare si ajustare a ofertei
turistice la exigentele turistilor, trebuie sa
reprezinte o preocupare majora a intreprinderilor
de turism.

Insa, pentru a se adapta cerintelor variate
ale consumatorilor-turisti, intreprinderea turistica
este nevoita sa faca fata schimbarilor care intervin
pe scara nationala si internationald, schimbari care
se manifestd prin: modificari In optiuni, modi-
ficari in preferinte, modificari in schimbarea
trendului de consum turistic etc.

Trebuie sd atragem atentia si asupra fap-
tului, cd daca intreprinderea turistica nu se poate
adapta modificarilor intervenite pe piata turis-
tica, existenta lor pe termen mediu si lung poate
fi compromisd. Din aceste considerente, intre-
prinderile turistice trebuie si-si identifice nisa,
sd-si stabileasca destinatiile turistice pe care vrea

usual environment in which they have their
permanent residence, and then, after consuming
the time dedicated to the expected vacation, they
will return to their usual environment, i.e. the
place from which they departed.

Under these circumstances, the phenome-
non whereby a large number of people tempo-
rarily leave their place of residence and become,
for a while, consumers of goods and services in
other localities or in other countries, determines
tourism market agents to study their consump-
tion needs, in order to provide them with the
most varied and sophisticated tourism offers
from various areas and regions of the world.

In accordance to the stages that a tourist
passes through from his permanent residence to
the tourism destination and back, the tourism
market agents carry out a whole complex of
logistical activities, aimed at ensuring the proper
provision of tourism services, depending on the
offered tourism arrangements.

Obviously, a travel to a tourism desti-
nation supposes the provision of tourism ser-
vices, and such tourism services can only be
provided when the triumvirate exists: service
providers — tourism market agents — tourism
consumers. Thus, there arises the need to study
this connection in order to reflect the way, the
specifics and the particularities of designing a
new tourism destination.

Research Topicality

Currently, tourism represents a lifestyle
for all travel enthusiasts, which is based on
mobility and dynamism, as well as on the desire
to discover something new and original. In this
regard, the ability to adapt and adjust the tourism
offer to the demands of tourists must represent a
major concern of tourism enterprises.

However, in order to adapt to the varied
requirements of tourism consumers, the tourism
enterprise is forced to face the changes that
intervene both on a national and international
scale, changes which manifest themselves through:
changes in options, changes in preferences, and
changes in trends of tourism consumption, etc.

Attention must also be drawn to the fact
that if the tourism enterprise cannot adapt to the
changes in the tourism market, their existence in
the medium and long term may be compromised.
For these reasons, tourism businesses must iden-
tify their niche, establish their tourism destina-
tions they want to valorise, analyse them, anti-
cipate changes, and foresee trends in the con-
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sd le wvalorifice, sa le analizeze, sd anticipeze
schimbdrile si sd prevada tendintele in compor-
tamentul de consum al turistilor. Numai pe aceasta
cale se poate forma o clientela stabila si fidela.

In consecint, daca realizim o cercetare pe
scard largd la acest subiect, putem deduce, ca,
valorificarea unei destinatii turistice noi, este o
activitate extrem de complexa, alcatuita dintr-0
mare diversitate de actiuni, care pot fi demarate
conform unor principii si mecanisme specifice si
care necesitd o investigatie stiintifica aprofundata.

Ca argumente ce sustin cercetarea acestei
teme sunt:

» analiza modului de proiectare a unei
destinatii turistice noi, pentru ca acesta sa
devina operabila;

» determinarea factorilor-cheie care au impact
important in demararea prestatiei turistice;

» caracterizarea particularitatilor unei desti-
natii turistice din perspectiva consuma-
torului — turist;

> identificarea si descrierea etapelor pe care
trebuie sa le parcurd agentii pietei turistice
in procesul de valorificare a unei destinatii
turistice noi;

> stabilirea cerintelor si a conditiilor de
organizare a unui tur informativ;

» scoaterea in evidentd a unor concluzii,
referitoare la posibila evolutie viitoare a
domeniului cercetat, In baza unor argu-
mente credibile.

Scopul cercetarii consta 1n elucidarea tutu-
ror circumstantelor ce tin de specificul proiec-
tarii si punerii in valoare turisticd a unei desti-
natii turistice noi, capabile sd raspunda nece-
sitdtilor de consum ale potentialilor solicitanti de
produse si servicii turistice.

Metode stiintifice aplicate

Metodologia de cercetare stiintifica utili-
zata n elaborarea prezentului articol, a constituit
un suport fundamental pentru demararea unui
studiu aprofundat 1n investigarea tematicii
respective, descriind specificul si modul de
proiectare a unei destinatii turistice noi. Printre
metodele esentiale de cercetare utilizate in
prezentul articol pot fi nominalizate urmatoarele:

e cercetarea stiintifica graduala realizata pe
parcurs, care a permis perceperea si sesi-
zarea esentei fenomenelor cercetate, prin
identificarea legaturilor functionale dintre
agentii pietei turistice si consumatorii-
turisti, cu referire la valorificarea unei
destinatii turistice noi;
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sumption behaviour of tourists. Only in this way
a stable and loyal client base can be formed.

Consequently, if we carry out a large-scale
research on this subject, we can deduce that the
valorisation of a new tourist destination is an
extremely complex activity, made up of a great
diversity of actions, which can be initiated ac-
cording to some specific principles and mecha-
nisms and which requires an in-depth scientific
investigation.

As arguments that are required for the
research of this topic are the following:

» the analysis of how to design a new tourist
destination so that it becomes operational;

» the determination of the key factors that
have an important impact on initiating the
tourism service;

> the characterisation of the particularities
of a tourism destination from the per-
spective of the tourism consumer;

» the identification and description of the
stages that tourism market agents must go
through in the process of valorising a new
tourist destination;

> the establishment of requirements and con-
ditions for organizing the informative tour;

> highlighting some conclusions, regarding
the possible future evolution of the
researched field, based on credible argu-
ments.

The aim of the research consists in the
elucidation of all the circumstances related to the
specifics of designing and highlighting of a new
tourism destination, capable of responding to the
consumption needs of potential applicants for
tourism products and services.

Research methodology

The scientific research methodology applied
in the elaboration of this article constituted a
fundamental support for starting a more in-depth
study in the investigation of the this topic,
describing the specifics and the way of designing
a new tourism destination. Among the essential
research metheods used in this article, the
following can be mentioned:

e gradual scientific research carried out
along the way, which allowed the percep-
tion and awareness of the essence of the
researched phenomena, by identifying the
functional links between the tourism
market agents and the tourism consumers,
with respect to the valorisation of a new
tourist destination;



ECONOMIE, BUSINESS S| ADMINISTRARE/ ECONOMICS, BUSINESS AND ADMINISTRATION

o cercetarea fundamentald, care a contri-
buit la aprofundarea cunostintelor teore-
tice, la identificarea premiselor schimba-
rilor atestate In domeniul cercetat, concre-
tizarea oportunitatilor pentru viitor, contu-
rarea unor investigatii sub forma de studii
teoretice — care au permis formularea unor
concluzii practice stiintific argumentate;

o cercetarea aplicativid care a fost orientata
spre obtinerea datelor pentru directionarea
activitatii practice in vederea optimizarii
demersurilor metodice;

e sinteza care a facilitat abordarea informa-
tiilor teoretice si a rezultatelor cercetarii,
conducénd la formularea unor concluziilor
generalizatoare, exprimate in articol.
Relevanta articolului. Cercetarea si elu-

cidarea acestei teme a dat posibilitate autorului
ca sa generalizeze anumite concluzii relevante si,
ca urmare, s propund o serie de propuneri si
recomandari, menite sd influenteze benefic proce-
sul de proiectare a unei destinatii turistice in viitor.

Rezultate si discutii

Turismul reprezinta o industrie a calatorii-
lor, 1n cadrul cireia oamenii se deplaseaza catre
anumite destinatii turistici pentru a-si satisface
diverse necesititi de: aventura, relaxare fizica si
emotionald, cunoastere, odihnd sau agrement.
Tindnd cont de aceste aspecte, agentii pietei
turistice trebuie sa adopte o strategie bine gan-
dita cu referire la modul de concepere, lansare si
distributie a serviciilor si produselor turistice,
pentru a face fatd cererii in continud crestere,
care se atestd pe piata de profil. Strategia este
conceputa ,,plecand de la resursele si compe-
tentele intreprinderii pentru a crea noi opor-
tunitati” [9, p. 48].

Pentru ca un produs sau serviciu turistic sa
fie un succes, in opinia Dnei dr. Rocsana Bucea-
Manea-Tonis, conferentiar universitar, acesta
trebuie ,,sa atraga clienti noi §i sa ii fidelizeze pe
cei existenti, sa raspundd cerintelor pietei, dar
este recomandat sa le depdseasca asteptarile
clientilor, sa aiba un pret adecvat fiecarui
segment de piatd, fiecarui tip de client, sa fie
usor accesibil-plasat in ,,calea clientului” si sa
fie promovat corespunzator” [1, p. 11].

La randul sdu, prof. univ. dr. Monica
Maria Coros este de parerea ca ,,succesul unui
produs sau al unei destinatii depinde funda-
mental de masura in care acesta sau aceasta se
adreseaza clientului potrivit” [2, p. 31].

o fundamental research, which contributed
to the deepening of theoretical knowledge,
the identification of the premises of the
changes observed in the researched field,
specification of future opportunities, and
the development of investigations in the
form of theoretical studies, which allowed
the formulation of scientifically argued
practical conclusions;

o applied research, aimed at obtaining data
for directing the practical activity in order
to increase methodical work;

o synthesis, which facilitated the integration
of theoretical information and research
results, leading to the formulation of
generalised conclusions presented in the
article.

The relevance of the article. The research
and elucidation of this theme gave the author the
possibility to generalize certain relevant conclu-
sions, and, as a result, to put forward a series of
proposals and recommendations, intended to
beneficially influencing the design of a tourist
destination in the future.

Results and Discussions

Tourism represents a travel industry in
which people travel to a tourist destination in
order to satisfy their needs: adventure, physical
and emotional relaxation, knowledge, rest and
recreation. Taking into account these aspects,
tourism market agents must have a well-thought-
out strategy with reference to how to design,
launch and distribute tourism services and pro-
ducts, in order to cope with the growing demand,
which is observed in the market. The strategy is
designed “starting from the company’s resour-
ces and competences to create new oppor-
tunities” [9, p. 48].

In order for a tourism product or service to
be successful, in the opinion of Professor, Phd
Rocsana Bucea-Manea-Tonis, it must “attract
new customers and keep the existing ones, meet
market requirements, but should also exceed
customer expectations, be appropriately priced
for each market segment and for each type of
customer, be easily accessible, placed in the
“customer’s way”, and to be properly pro-
moted” [1, p. 11].

University professor Monica Maria Coros
is of the opinion that “the success of a product
or a destination depends fundamentally on the
extent to which it addresses the right customer”
[2, p. 31].
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De aceea, la proiectarea unei destinatii
turistice noi este necesar ca sd tinem cont de
specificul acesteia, de gradul de accesibilitate, de
gama de preturi si tarife operate, de serviciile
oferite, precum si de factorii-cheie care participa
la demararea prestatiei turistice.

Se impune mentionat faptului, ca factorii-
cheie sunt decisivi in valorificare destinatiilor
turistice, deoarece acestia formeaza tot lantul
valoric care implica prestatia turistica.

in Tabelul 1, prezentam factorii-Cheie,
care influenteaza semnificativ demararea presta-
tiei turistice.

That is why, when designing a new
tourism destination, it is necessary to take into
account its specifics, level of accessibility, the
range of prices and operated rates, the offered
services, as well as the key factors that parti-
cipate in the initiation of the tourism service.

It should be noted that the key factors are
decisive in the valorisation of tourism destina-
tions, because they form the entire value chain
that involves the tourism service.

In Table 1, we present the key factors,
which to a certain extent have an influence on
the initiation of the tourism service.

Tabelul 1/ Table 1

Factorii-cheie care au impact important la demararea prestatiei turistice/

The key factors that have an important impact on the initiation of the tourism service

N/o Factoril-cheie/ Caracteristica factorilor/ Characteristics of the factors
The key factors

1. |Consumatorul-turist/ | Cauti diferite experiente pentru a-si satisface necesitatile de aventur, relaxare
Tourism consumer fizica si emotionald, cunoastere, destindere, odihna, agrement./

Seeks different experiences to satisfy the needs for adventure, physical and
emotional relaxation, knowledge, recreation, rest, leisure.

2. | Agentii pietei Actorii din mediul de afaceri percep ramura turistica ca pe o oportunitate de a
turistice/ genera profit, furnizand produse si servicii turistice catre consumatori./
Tourism market The business environment sees the tourism branch as an opportunity to gene-
agents rate profit by providing tourism products and services to the tourism consumer.

3. |Prestatorii de servicii | Entitdtile economice care furnizeaza servicii turistice au de asemenea un rol
turistice/ decisiv in prestatia turistica. Ei investesc in baza tehnico-materiald (unitéti de
Tourism service cazare, alimentatie, agrement, etc.) pentru a o pune la dispozitia turistilor, cu
providers scopul de-a a obtine un anumit beneficiu economic. Este evident, ca fard o baza

tehnico-materiald adecvatd nu poate fi valorificatd o destinatie turistica, cat de
atragatoarea nu ar fi aceasta./

The economic entities that provide tourism services also have a decisive role in
the tourism performance. They invest in the technical-material base (accommo-
dation units, food, leisure, etc.) to make it available to tourists, with the aim of
obtaining a certain economic benefit. It is obvious that without an adequate
technical-material basis, a tourism destination cannot be exploited, no matter
how attractive it is.

4. | Administratia publicd |Organele de stat, care guverneaza o destinatie turistica sau o anumita regiune
centrald de nivel unu | turistica, vad In turism rezolvarea unor probleme de ordin economic si social./
si de nivel doi/ The state bodies that govern a tourism destination or a certain tourism region
The central public see the tourism as a solution of economic and social problems.
administration of level
one and level two

5. |Comunitatea gazda/ | Localnicii, ca regula, vad in turism un factor cultural si un generator de locuri
The host community | de munca. In legatura cu acest fapt, deseori se urmareste interactiunea activa

dintre turisti si comunitatea rezidentd. Efectul acestei interactiuni poate avea
efecte pozitive sau, in unele situatii, negative./

Locals, as a rule, see the tourism as a cultural factor and a job generator. In rela-
tion to this fact, the interaction between tourists and the resident community is
often followed. The effect of this interaction can be beneficial or negative.

Sursa: elaborat de autor/ Source: developed by author
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In consecinta, putem afirma, ci, toti fac-
torii-cheie implicati in prestatia turistica, bene-
ficiazd de anumite avantaje, ca rezultat al valo-
rificdrii unei destinatii turistice noi.

De asemenea, autorul prezentului studiu
este de parerea ca turismul practicat intr-0 desti-
natie turisticd poate fi definit, ca 0 combinatie
de relatii de parteneriat stabilite si dezvoltate
intre factorii-cheie implicatii: consumatorul-turist,
agentii pietei turistice, prestatorii de servicii
turistice, administratia publica centrala (de nivel
unu si de nivel doi), precum si comunitatea gazda,
in cadrul carora are loc procesul de promovare,
atragere, gazduire si alimentatie a turistilor.

Pentru o destinatie turistica, turismul inde-
plineste doud functii esentiale: functia sociala si
functia economicd. Totodatd, acesta este ,,un
factor de cultura si civilizatie, beneficiind de o
multitudine de avantaje privind folosirea tim-
pului liber si comorile universale” [4, p. 156].
De asemenea, turismul este generator de sen-
zatii, impresii si buna dispozitie.

O destinatie poate fi valorificata din punct
de vedere turistic numai daca reuseste si atraga
sa fidelizeze consumatorii-turisti. De aceea, con-
sideram oportun, ca sa relatdim despre particu-
laritatile unei destinatii turistice prin prisma
consumatorului — turist, care este beneficiarul
principal al serviciilor si produselor turistice,
disponibile in cadrul destinatiei. Aceste particu-
laritati sunt prezentate in Figura 1.

Destinatia turistica/
Tourist destination

UL

Consequently, we can affirm that all the
key factors involved in the tourism performance
benefit from certain advantages, as a consequence
of the exploitation of a new tourism destination.

The author of this study is also of the
opinion that tourism practiced in a tourist des-
tination can be defined as a combination of
partnership relations established and developed
between the key factors: the tourism consumer,
tourism market agents, tourism service provi-
ders, the central public administration of levels
one and two, as well as the host community,
within which the process of promoting, attrac-
ting, hosting and catering for tourists take place.

For the tourist destination, tourism fulfils
two key functions: the social function and the
economic function. It is also “a factor of culture
and civilization, benefiting from a multitude of
advantages regarding the use of free time and
universal treasures” [4, p. 156]. In addition,
tourism is a generator of sensations, impressions
and good mood.

A destination can only be exploited from a
tourism point of view if it is attractive for
tourism consumers. That is why we consider it
appropriate to present the particularities of a
tourism destination through the lens of the
tourism consumer, who is the main beneficiary
of the tourism services and products available at
a tourism destination. These features are shown
in Figure 1.

Turistul stabileste motivul célatoriei si identi-
fica destinatia turistica/ The tourist determines
the reason for the trip and identifies the

Turistul se deplaseaza cétre produsul turistic
care urmeaza a fi consumat/ The tourist moves
towards the tourism product

Turistul este 1n asteptarea
unor experiente inedite si placute/
The tourist is waiting for new experiences

Turistul savureaza din plin consumul de
servicii si produse turistice/ The tourist
thoroughly enjoys the consumption of tourism

Figura 1. Particularitatile unei destinatii turistice/
Figure 1. The particularities of a tourism destination
Sursa: elaborata de autor!/ Source: developed by author
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Consultand literatura de specialitate refe-
ritoare la asteptarile consumatorilor-turisti in ra-
port cu o destinatie turisticd, am analizat opinia
grupului de cercetdtori in turism Nicolae Neacsu,
Petre Baron si Oscar Snac, exprimata In lucrarea
,,Economia turismului”, care relateaza, ca ,,noua
atractie a vacantelor trebuie sa se orienteze spre
patru domenii de experiente trdite, care se cer
oferite simultan: experienta de explorare, expe-
rienta bioticd, experienta sociald si experienta
optimizanta” [7, p. 325].

In Tabelul 2, sunt generalizate caracteris-
ticile domeniilor de experiente, care pot fi triite
de catre consumatorii-turisti.

Consulting the specialized literature with
reference to the expectations of tourism consu-
mers in relation to a tourism destination, we
analysed the opinion of the group of tourism
researchers Nicolac Neacsu, Petre Baron and
Oscar Snac, expressed in the work “Tourism
Economy”, which states that “the new attraction
of vacations must be oriented towards four areas
of lived experiences, which must be offered
simultaneously: the exploration experience, the
biotic experience, the social experience and the
optimizing experience” [7, p. 325].

Table 2 summarizes the characteristics of
the domains of experiences that can be experien-
ced by tourism consumers.

Tabelul 2/ Table 2

Orientarea vacantelor dupa domeniile de experiente traite/
Orientation of holidays according to the areas of lived experiences

Domenii de experiente traite/

N/o Areas of lived experiences

Caracteristica domeniilor de experiente traite/
Characterization of areas of lived experiences

1. | Experienta de explorare/
The exploration experience
explorate./

Include diferite stadii de cunoastere elementara a specificului destina-
tiei turistice, pana la trairea experientelor inedite specifice zonei

Includes different stages of elementary knowledge of the specifics of
the tourism destination, up to living unique experiences specific to the
explored area.

2. | Experienta biotica/
The biotic experience

Consta in descoperirea nebanuitelor senzatii, privelisti sau farmec ale
unor locatii turistice, amplasate pe unul din itinerarele destinatiei./

Consists in discovering the unsuspected sensations, views or charm of
a tourism location placed on one of the destination itineraries.

3. | Experienta sociald/
The social experience

Integrarea in activitati sociale dintr-o locatie turistica, insotite de satis-
factiile traite individual de turist, constituie experienta sociala./

The social experience is made up of integration into social activities in

a tourism location, accompanied by the satisfaction experienced by the
individual tourist.

4. |Experienta optimizanta/
Optimizing experience

Reprezinta un complex de satisfactii asteptate de turist si menite sa-i

creeze senzatia de autodepasire, sentimentul ca a fost mai bine si im-
presia unor experiente traite, care au addugat valoare existentei sale./
Represents a complex of satisfactions expected by the tourist and

intended to create the feeling of self-transcendence, the feeling that it
was better and that the experiences lived added value to its existence.

Sursa: adaptat de autor dupa ,,Economia Turismului” [7, p. 325-328]/ Source: Adapted by author
according to Tourism Economy [7, p. 325-328]

Prin experientele trdite, sintetizate in
Tabelul 2, sesizam spectrul larg al necesitatilor
pe care turistul urméreste sa le satisfaca prin
consumul turistic, aferent unei destinatii turistice
noi, ceea ce evidentiazd caracterul extrem de
complex al produsului turistic.
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Through the lived experiences, described
in Table 2, we notice the wide spectrum of needs
that the tourist seeks to satisfy through tourism
consumption, related to a new tourism destina-
tion, which generates the extremely complex
character of the tourism product.
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Cea mai puternica influentd asupra cererii
o exercitd nevoile si dorintele oamenilor orien-
tate spre turism, precum si utilitatea serviciilor
oferite. Acestia sunt considerati cei mai impor-
tanti determinanti, care servesc ca baza pentru
proiectarea unei destinatii turistice noi. In acest
sens, autorii Daniel si Adrian Gherasim sustin ca
»hici un turist rational (real sau potential) nu
va cere pe piatd servicii de care nu are nevoie
sau pe care nu si le doreste, dar nici servicii
inutile” [3, p.43].

Pornind de la aceste considerente, la pro-
iectarea unei noi destinatii turistice trebuie sa
examinam determinatii cererii turistice, care se
manifesta prin:

e nevoile si dorintele pe care turistii doresc
sa le satisfaca;

o utilitatea serviciilor (capacitatea de a oferi
oamenilor satisfactie) pe care acestia
intentioneaza sa le primeasca ca rezultat al
prestatiei turistice;

o preferintele turistilor, care pot fi exprimate
prin orientarea gusturilor lor subiective
catre anumite servicii turistice, de care au
nevoie si pe care le doresc, dar incd nu le
congtientizeaza pe deplin.

Pe langa analiza determinatilor cererii tu-
ristice, este indispensabila o analizd sistematica
si complexd a pietei turistice de consum, care
presupune desfasurarea unui set de actiuni cum
ar fi:

e determinarea nisei de consum si a bene-
ficiarilor pentru care se proiecteaza desti-
natia turistica;

« stabilirea serviciilor turistice care vor for-
ma produsul turistic final;

e identificarea sezonului In care urmeaza a
fi lansat produsul turistic;

o stabilirea periodicitatii itinerarelor si a
duratei sejurului;

e analiza costurilor care urmeaza a fi supor-
tate la formarea produsului turistic;

e analiza impactului asupra mediului ambiant;

e determinarea efectului economic privind
oportunitatea de creare a acestui produs
turistic.

Organizarea activitatii de turistice implicd,
de asemenea, si asigurarea unei game largi de
servicii si facilitdti care sunt furnizate, direct
sau indirect, de o varietate de tur-operatori si
agentii de turism detailiste din sectorul privat,
caracterizati de diferite interese, roluri si res-
ponsabilitati.

The most powerful influence on demand
is the needs and desires of people oriented
towards tourism, as well as the usefulness of
services. These are considered the most impor-
tant determinants, which serve as the basis for
the design of a new tourist destination. The
authors Daniel and Adrian Gherasim consider
that “no rational tourist (actual or potential) will
demand on the market services that he does not
need or want, nor will he demand unnecessary
services” [3, p.43].

Based on these considerations, when de-
signing a new tourist destination, it is necessary
to examine the determinants of tourist demand,
which is manifested as follows:

o the needs and desires that tourists want to
satisfy;

o the usefulness of the services (the ability
to provide people with satisfaction) that
they intend to receive as a result of the
tourist service;

o the preferences of tourists, which can be
expressed by orienting their subjective
tastes towards certain tourist services
that they need and want, but are not yet
aware of.

In addition to analysing the determinants
of tourism demand, it is necessary to carry out a
systematic and complex analysis of the tourism
consumer market, which presupposes a series of
actions such as:

o determining the consumer niche and be-
neficiaries for which the tourist desti-
nation is designed,

o establishing the tourism services that will
form the final tourism product;

e identifying the season in which the tou-
rism product is to be launched;

e establishing the periodicity of the itine-
raries and the duration of the stay;

o analysing the costs to be borne in the for-
mation of the tourism product;

e analysing the impact on the environment;

e determining the economic effect regar-
ding the opportunity to create this tourism
product.

The organization of tourism activity also
involves the provision of a wide range of ser-
vices and facilities that are provided, directly or
indirectly, by a variety of tour operators and
retail travel agencies in the private sector, cha-
racterized by different interests, roles and
responsibilities.

Revista / Journal ,, ECONOMICA” nr.2(132) 2025



ECONOMIE, BUSINESS S| ADMINISTRARE/ ECONOMICS, BUSINESS AND ADMINISTRATION

In cadrul produsului turistic, care urmeazi
a fi proiectat, nu se regasesc doar serviciile pre-
statorilor de servicii (transport, cazare, alimentatie,
tratament balnear, agrement, etc.), ci si serviciile
proprii ale tur-operatorilor si agentiilor de turism
detailiste, specializate in comercializarea sau inte-
rmedierea diferitor aranjamente turistice.

Experienta activitatii in domeniul turismu-
lui ne releva faptul, ca turistul este, In general,
un client exigent. Ambianta in care este proiectat
un produs turistic reprezinta un prilej destul de
bun pentru formarea unei prime impresii asupra
produsului. De aceea este necesara o comunicare
permanenta cu consumatorul-turist. O forma efi-
cientd de comunicare cu acesta presupune dez-
voltarea unui sistem de relatii, care sd permita
obtinerea de informatii privind:

¢ solicitarea opiniei turistului in ceea ce
priveste noua destinatie turistica;

+ tipul de transport considerat a fi cel mai
indicat;

+» forma de asistenta turistica de care doreste
sa beneficieze;

«» serviciile turistice preferate pentru a fi
incluse in produsul turistic;

+¢ durata optima a sejurului agreata de acesta.
Este bine cunoscut faptul, ca lansarea pe

piata turistici a unei destinatii turistice noi,
necesita din partea tur-operatorului un efort
financiar si uman destul de mare. Insi aceste
eforturi nu sunt suficiente. Este nevoie, totodata,
de maiestrie si inovatie pentru ca acest produs sa
aiba priza la consumatori.

Astfel, in vederea formarii unui produs
turistic viabil, destinatia turistica proiectata trebuie
sa dispuna de urmatoarele componente esentiale:

o clemente de atractivitate: resurse clima-
tice, peisagistice, naturale, antropice, cul-
turale etc.;

e transport: conexiuni aeriene si terestre
accesibile;

o infrastructurd: retea rutiera adecvata, re-
tele de apa-canalizare, energie electrica,
telecomunicatii etc.;

o bazad tehnico-materiald dezvoltata: structuri
de primire turistica cu functiuni de cazare si
alimentare, birouri de informare turistica,
unitati de comert, centre de agrement, etc.,
care pot fi puse la dispozitia turistului;

e echipamente complementare: instalatii
recreative, sportive si culturale, precum si
alte dotari specifice unui centru turistic
pentru petrecerea variatd si atractiva a
timpului liber.
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In the designed tourism product, not only
are the services of the service providers (trans-
port, accommodation, food, spa treatment, leisu-
re, etc.) incorporated, but also the specific ser-
vices of the tour operators and retail travel
agencies, specialized in marketing or mediating
different tourism arrangements.

The experience of the activity shows that
the tourist is a very demanding customer. The
environment in which a tourism product is desig-
ned represents a good opportunity to form a first
impression of the product. Therefore, constant
communication with the tourism consumer is
necessary. An effective form of communication
with the tourism consumer requires the develop-
ment of a system of relationships that consists of:

¢ requesting the tourist's opinion regarding
the new tourism destination;

«» which type of transport would be the most
appropriate to use;

« what kind of tourist assistance do they
want to receive;?

«»» which tourism services are to be included;

« what would be the preferred length of
stay.

It is well known that launching a new
tourism destination on the tourism market
requires a considerable financial and human
effort on the part of the tour operator. However,
this effort is not sufficient. It also requires skills
and innovation to make this product catch on
with consumers.

Thus, in order to form the new product,
the designed tourism destination must offer:

o elements of attractiveness: climatic, lands-
cape, natural, anthropic, cultural, etc.;

e transport: accessible air and land commu-
nications;

¢ infrastructure: roads, water and sewerage,
electricity, telecommunications, etc.;

o developed technical and material base:
tourist reception structures with accom-
modation and catering functions, tourism
information offices, trade units, leisure
centers, etc., which can be made available
to the tourists;

e complementary facilities: recreational,
sports and cultural amenities, specific
facilities of a tourist centre for varied and
attractive leisure activities.

In the process of valorising a new tourist
destination, service providers play an important
role. Thus, the tour operator must ensure:
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In procesul de valorificare a unei noi
destinatii turistice, un rol important le revine
prestatorilor de servicii. Astfel, tur-operatorul
trebuie sa asigure:

e contractarea unui numdr necesar de
locuri de cazare in tarile de destinatie,
incluse 1n traseele turistice operate, asi-
gurand, totodatd, un grad de confort dife-
rentiat in corespundere cu dorintele con-
sumatorilor-turisti;

e contractarea mijloacelor de transport
corespunzatoare pentru produselor turis-
tice proiectate;

e contractarea serviciilor de agrement nece-
sare in derularea consumului produsului
turistic;

e asigurarea unui serviciu de asistentd
logisticd pentru turistii care se confruntad
cu dificultati in timpul sejurului.

In vederea asiguririi unei prestatii cali-
tative a serviciilor incluse in produsul turistic,
este necesar ca tur-operatori si agentiile de
turism detailiste sd instruiasca, Tn permanenta,
resursele umane aflate la dispozitia intreprin-
derii. Pentru aceasta, este necesar ca managerii si
operatorii pe vanzari, responsabili de comercia-
lizarea produsului turistic, sd cunoasca in mod
detailat destinatia turisticd, cu conditiile de
cazare, alimentare si agrement oferite. Aceste
informatii pot fi obtinute detaliat doar n cadrul
turului informativ, care trebuie organizat de
tur-operatorul responsabil de proiectarea noii
destinatii turistice, inainte de lansarea acesteia.

in opinia autorului, turul informativ re-
prezintd o formad de cunoastere, de imbogdtire a
orizontului profesional al angajatilor din cadrul
intreprinderilor turistice §i presupune vizitarea
locatiilor turistice, care dispun de: resurse turistice
naturale si antropice, baza tehnico-materiala si
infrastructurda corespunzdtoare, precum Si de
echipamente complementare, care urmeaza a fi
incluse in prestatia turistica sub forma de aran-
jament turistic, destinat consumului turistic.

Turul informativ organizat de firma tur-
operatoare, trebuie conceput si prezentat in asa
fel specialistilor din turism, incat sa ofere infor-
matii complete si relevante despre destinatia
turistica vizata. Informatia urmeaza a fi prezen-
tatd sub forma unui orar zilnic, care sa includa
urmatoarele elemente:

o programul desfasurarii turului informativ;

o mijloacele de transport care vor fi utilizate;

e contracting a necessary number of
accommodation places in the destination
countries, included in the operated tourism
routes, ensuring at the same time a diffe-
rentiated degree of comfort in accordance
with the requirements of tourism con-
sumers;

e contracting the optimal means of trans-
port for the designed tourism products;

e contracting the leisure services necessary
for the consumption of the tourism
product;

e providing a logistic support service for
tourists who find themselves in difficulty.
In order to ensure a quality provision of

the services included in the tourism product, it is
necessary for tour operators and retail travel
agencies to constantly train the human resources
available to the company. For this purpose, it is
necessary that managers and sales operators,
who are in charge of marketing the tourism
product, to get to know the tourism destination
in detail, including the accommaodation, catering
and leisure conditions. Such information can be
obtained in detail only during the informative
tour, which must be organized by the tour
operator responsible for the design of the new
tourism destination prior to its launch.

In the author’s opinion, the informative
tour represents a form of gaining knowledge and
enriching the professional horizon of the
employees within the tourism enterprises. It invol-
ves visiting tourism locations, which have: natural
and anthropic tourism resources, a developed
technical and material base and appropriate
infrastructure, as well as complementary equip-
ment which has to be included in the tourism
service in the form of a tourism arrangement,
intended for tourism consumption.

The informative tour organized by the tour
operator must be presented to tourism specialists
in such a way as to include comprehensive
information about this tourism destination. The
information is to be presented in the form of a
daily schedule, which contains the following
elements:

e the programme of the informative tour;

e the means of transport that will be used;

e the areas or tourist resorts to be visited;

e accommodation and catering units,
which will later be a parte of tourism
service packages;
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o zonele sau statiunile turistice vizitate;
o unitdtile de cazare si alimentatie, care,
ulterior, vor face obiectul formarii pache-
telor de servicii turistice;
o optiunile de agrement, disponibile pentru
petrecerea activa a timpului liber;
o obiectivele turistice, incluse in programele
excursioniste;
o alte informatii utile.
in dependentd de tipul de aranjament
turistic care urmeaza a fi pus la dispozitia turis-
tului, se recomandd managerului sau operatoru-
lui pe vanzari, participant la turul informativ, sa
ia cunostintd cu tot spectru de servicii turistice,
care ulterior vor fi prestate. Itinerarul pe care se
asigura prestatia turistica este necesar de a fi
cunoscut in profunzime de catre manager sau
operatorul de vanzari din motiv, cd un consu-
mator-turist care va dori sa achizitioneze pro-
dusul turistic, va solicita informatii complete si
veridice despre destinatia care urmeaza a fi
vizitatd. Numai participantii la turul informativ
vor fi capabili sd ofere o consultantad turistica
profesionald, bazatad pe experienta directa.

Pentru a spori calitatea turului informativ,
care urmeazd a fi organizat de catre tur-ope-
ratorul care activeazd pe noua destinatie turis-
tica, este necesar ca si se tind cont de o serie de
aspecte, prezentate in Tabelul 3.

e leisure options, which will allow tourists
to actively spend their free time;

e tourist attractions, intended for excursion
programmes;

e other useful information.

Depending on the tourism arrangement
that is to be made available to the tourist, it is
recommended that the manager or sales operator,
participating in the informative tour, get to know
the whole spectrum of tourism services, which
will subsequently be provided. The itinerary on
which the tourism service is to be provided must
be known in depth by the manager or the sales
operator, as the tourism consumer, who wants to
purchase the tourism product, will ask for com-
plete and accurate information about the desti-
nation to be visited. Only the participants of the
informative tour will be able to offer profess-
sional advice to the tourism consumer, in terms
of tourism information.

In order to increase the quality of the
informative tour, which is to be organized by the
tour-operator working on the new tourism
destination, it is necessary to take into account a
number of aspects, presented in Table 3.

Tabelul 3/ Table 3

Aspecte care trebuie luate in consideratie la organizarea turului informativ/
Aspects that must be taken into account when organizing the informative tour

N/o Aspecte/ Aspects

Specificatie/ Specification

1 2

3

1. |Prezentarea in ansamblu a

regiunii turistice/

The overall presentation of
the regions where the tou-

rism services intended for

tourism consumption are to .
be provided

Specialistii din turism trebuie sa faca cunostinta cu regiunea vizitata, cu
obiectivele turistice naturale si antropice, care pot fi propuse turistilor,

agrement. Este necesar, ca managerii si operatorii pe vanzari partici-
panti la turul informativ, sa ia cunostinta de:
companiile prestatoare de servicii aditionale;
distanta dintre obiectivele turistice §i unitdtile de cazare;
costul excursiilor si accesului la obiective;
costurile diverselor tipuri de agrement;
mijloacele de transport disponibile;
alte informatii utile./
Tourism specialists will get to know the visited region, the natural and
antrophic tourism attractions that can be offered to tourists, the specific
of culture and traditions of the native people, and the leisure possibili-
ties. Managers and sales operators, participating in the informative tour,
have to be aware of:

e companies providing additional services;
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Continuare tabelului 3/ Continuation of table 3

3

o the distance between the tourism objective proposed to tourists
and the accommaodation unit where this tourist is staying;

o cost of the excursion and the cost of entry to the tourism
attractions;

e costs of various types of entertainment;

e means of transport that can be used to reach the destination;

o other useful information.

Informarea managerilor pe
vanzari privind calendarul
evenimentelor locale/
Informing sales managers
about the calendar of events
in the area, locality, tourism
reception structure

Necesitatea informarii are ca drept instiintarea turistilor, care au optat
pentru aceasta destinatie, despre manifestarile culturale, sportive, de
agrement, etc., din zona, pentru ca ei sa-si organizeze vacanta in mod
activ si cu maxima satisfactie./

The need for information is aimed at informing the tourists, who have
opted for this destination, about the cultural, sports, leisure events, etc.,
in the area, so that they can organize their vacation actively and with
maximum satisfaction.

Specificul gastronomic

si formula alimentarii/
Gastronomic specifics and
food formula

Alimentatia reprezinta o motivatie importanta in alegerea destinatiei si a
structurii de primire turistica cu functiuni de cazare. De aceea mana-
gerul sau operatorul pe vanzari trebuie sd cunoasca tipurile de bucatarii
propuse de unitatea de cazare, formula alimentarii dupa sistemul operat:
cazare cu mic dejun (BB), cazare cu demipensiune (HB), cazare cu pen-
siune completd (FB), cazare cu alimentare dupa sistemul All Inclusive
sau cazare cu alimentare dupa sistemul Ultra All Inclusive. De aseme-
nea, trebuie cunoscute tipurile de restaurante amplasate pe teritoriul
unitatilor de cazare, care lucreaza in regim A-la-Carte. Specificul buca-
tariei acestora poate fi de tip: italian, mexican, francez, european, tur-
cesc, bulgdresc, romanesc etc./

Food, for the majority of tourists, represents an important motivation
when selecting the destination and the tourism reception structure with
accommodation functions. That is why the manager or sales operator
must know the types of cuisines proposed by the accommodation unit,
the food formula according to the operated system: accommodation
with breakfast (BB), half board accommodation (HB), full board
accommodation (FB), accommodation with meals according to the All
Inclusive system or accommodation with meals according to the Ultra
All Inclusive system. It is also necessary to know the types of restau-
rants located on the territory of the accommodation units, which work
in the A-la-Carte regime. The specifics of their cuisine can be: Italian,
Mexican, French, European, Turkish, Bulgarian, Romanian, etc.

Animatie si agrement pentru
copii/

Animation and entertainment
for children

Multi turisti calatoresc impreuna cu copii. Astfel, managerul pe vanzari
trebuie sd posede informatii despre: tipurile de agrement pentru implica-
rea copiilor; animatia practicatd; in ce limba se desfasoara activitatile;
existenta aqua-parcurilor si a terenurilor de joaca; tipurile de sport care
poate fi practicate etc./

Most tourists go on vacation with children. Thus, for most parents, the
question arises on what will the children do during the vacation? The
sales manager in charge of the tourism arrangement must have the
information about: the type of entertainment possible for children's
involvement, the practiced animation, in which language the animation
takes place, the existence of aqua-parks and playgrounds, the type of
sport that can be practiced, etc.
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Continuare tabelului 3/ Continuation of table 3

1 2

3

5. | Acordarea serviciilor
medicale in baza asigurarii
de calatorie/

Provision of medical services
based on travel insurance

Conform articolului 21 al Legii 352/2006 [6]., asigurarea de calatorie a
turistilor este obligatorie si se efectucaza de catre agentii economici din
industria turismului prin incheierea contractelor cu companiile de asigu-
rare abilitate. Cheltuielile pentru asigurare sunt incluse 1n pretul pache-
tului turistic. Asigurarea de caldtorie trebuie sa acopere cheltuielile
pentru asistenta medicald acordata turistului in locul de aflare tempo-
rara. In acest sens, practicile actuale din Republica Moldova, includ
doua modalitati:

e acordarea gratuitd a unui complex de servicii medicale de prim

ajutor peste hotarele tarii, In baza politei;
e acordarea serviciilor medicale de prim ajutor, contra platd, cu
returnarea banilor la intoarcerea in tara.

Este important ca managerul sau operatorul pe vanzari sa informeze
turistii despre modalitatea practicata in destinatia turistica aleasa, pre-
cum si sa indice locurile de unde acestia pot obtine asistentd sau infor-
matii suplimentare./
According to article 21 of Law 352/2006 [6] travel insurance for tou-
rists is mandatory and is carried out by economic agents in the tourism
industry by concluding contracts with insurance companies authorized
to carry out this type of insurance. Insurance costs are included in the
price of the tourism package. The travel insurance must cover the
expenses for providing medical assistance to the tourist in the place of
temporary stay. Currently, in the practice of insurance companies in the
Republic of Moldova, two methods of providing insurance services are
used, based on the travel insurance:

o the first method provides for ensuring of a complex of first aid medi-
cal services abroad, without paying for the respective services;

o the second way provides for ensuring of first aid medical services
against payment, with the return of the money upon returning to
the country.

It is important for the manager or sales operator to inform the tourism
consumer about the procedure practiced at the tourism destination, as
well as where he can go to receive various consultations on this topic.

Sursa: elaborat de autor/ Source: developed by author

Obligativitatea informarii consumatorului-
turist survine si in temeiul articolului 24 a Legii
Republicii Moldova ,,Privind protectia consu-
matorilor”, unde este indicat ca: ,, Consumatorii
au dreptul de a fi informati, in mod complet,
corect §i precis, asupra caracteristicilor pro-
duselor i serviciilor oferite de catre agentii
economici astfel incdt sa aiba posibilitatea de a
face o alegere rationala, in conformitate cu
interesele lor, intre produsele si serviciile oferite
si sd fie in masurd sa le utilizeze, potrivit des-
tinatiei acestora, in deplind securitate” [5].

Avénd cate un raspuns clar si complet la
toate intrebarile turistului, managerul sau ope-
ratorul in vdnzari cu certitudine va crea premise
favorabile pentru sporirea interesului de cum-
parare a produsului turistic oferit consumatorului.
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The obligation to inform the tourism con-
sumer also arises under Article 24 of the Law of
the Republic of Moldova “On consumer pro-
tection”, where it is indicated that “Consumers
have the right to be fully, correctly and precisely
informed about the characteristics of the pro-
ducts and services offered by economic agents so
that they have the opportunity to make a rational
choice, in accordance with their interests,
between the products and services offered and to
be able to use them, according to their desti-
nation, in complete security” [5].

By providing clear and complete answeres
to all tourist’s questions, the sales manager or
operator will certainly create favourable pre-
mises for increasing the consumer’s interest in
buying the tourism product.
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Totodata, serviciile de informare a con-
sumatorului-turist trebuie sa presupuna si ghi-
darea acestora in alegerea si perfectarea progra-
melor si aranjamentelor turistice pentru o buna
desfasurare a consumului turistic.

Cu referire la aranjamentul turistic,
putem mentiona, cd acesta ,,include ansamblul
bunurilor si serviciilor prestate in timpul de-
plasarii in scopuri turistice a unei persoane sau
a unui grup, pe baza unui program prestabilit,
oferit de un tur-operator sau o agentie de turism
detailista” [8, p. 52].

in vederea elaboririi unor astfel de aran-
jamente, agentii pietei turistice trebuie sa detina
cunostinte privind: produsele turistice solicitate;
ponderea pe care trebuie sd o aiba serviciile
componente; caracteristicile calitative si cantita-
tive minime necesar a fi respectate; volumul si
nivelul cererii probabile pentru aceste produse;
tendintele preturilor si tarifelor practicate de
firmele concurente pentru produsele turistice cu
un continut similar.

fa randul sdu, consumatorul-turist trebuie sa
fie informat, in mod clar, cu privire la existenta
produsului sau serviciului turistic, la caracteristicile
acestuia, dar si la plus valoarea si beneficiile pe
care le poate aduce acest produs, in termeni de
experientd turistica si satisfactie personald, pe
timpul vacantei petrecute la destinatia turistica.

Concluzii

Orice serviciu sau produs turistic trebuie
sd genereze un impact pozitiv asupra persoanei
care decide sa cilatoreasca. Printre factorii care
determind un turist modern sd accepte o des-
tinatie turisticdi noud se numadrd: atractivitatea
zonei, conditiile climatice favorabile, ecosis-
temul protejat si autentic, baza tehnico-materiala
bine dezvoltatd, precum si diversitatea aranja-
mentelor turistice propuse.

Este evident, cd punerea in valoare a fac-
torilor respectivi este conditionatd de continutul
si calitatea prestatiilor turistice, de nivelul cali-
tatii serviciilor oferite si de capacitatea organiza-
torilor de a adapta produsul turistic in functie de
dinamica pietei.

De aceea, preocuparile agentilor pietei turis-
tice trebuie orientate spre imbogatirea comtinua a
ofertelor turistice cu destinatii turistice noi, atrac-
tive si competitive din punct de vedere al pretului
si calitatii produselor oferite, pentru a fi permanent
in vizorul preferintelor consumatorilor-turisti, men-
tinand interesul acestora pe termen lung.

La proiectarea unei noi destinatii turistice,

At the same time, tourism consumer
information services must also include guiding
them in choosing and refining tourism programs
and arrangements to ensure the smooth conduct
of tourism consumption.

With reference to the tourism arrangement,
can mention that “it includes all the goods and
services provided during the travel for tourism
purposes of an individualor a group, based on a
predetermined programme, offered by a tour
operator or a retail travel agency” [8, p. 52].

In order to design such arrangements,
tourism market agents must know: the required
tourism products; the proportion that component
services should represent; the minimum qualita-
tive and quantitative characteristics that must be
met by these products in order to be accepted;
the volume and level of potential demand for the
respective products; and the price and tariff
trends for tourism products with similar content
practiced by competing companies.

In turn, the tourism consumer must be
clearly informed about the existence of the tourism
product or service, have information about its
characteristics, as well as the added value and
benefits that this product can offer, in terms of
tourist experience and personal satisfaction, during
the holiday spent at the tourism destination.

Conclusions

Any tourism service or product must have
a positive impact on the person who decides to
travel. Among the factors that determine a
modern tourist to accept a new tourism destina-
tion are: the attractiveness of the area, the
favourable climatic conditions, a protected and
authentic ecosystem, a well-developed technical
and material base, as well as the variety of the
proposed tourism arrangements.

It is obvious that the valorisation of these
factors depends on the content and quality of
tourism services, the level of service quality
offered, and the organizers’ ability to adapt the
tourist product according to market dynamics.

Therefore, the efforts of tourism market
agents must be directed towards the continuous
enrichment of tourism offers with new, attractive
and competitive tourist destinations in terms of
price and the quality of the products offered, so
as to remain in the focus of tourism consumers’
preferences and maintain their interest in the
long term.

When designing a new tourism destina-
tion, tourism market agents must take into
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agentii pietei turistice trebuie sd tind cont de account the following proposals and recom-

urmatoarele propuneri si recomandari: mendations:

1. Efectuarea unei cercetdrii riguroase a 1. Conduct rigorous research of the reference
pietei de referintd, care sa urmareasca obti- market, aimed at obtaining information
nerea de informatii cu privire la profilul regarding the profile of tourism consumers,
consumatorilor-turisti, mediul de concu- the competitive environment, pricing policy,
renta, politica de preturi, atractivitatea resur- and the attractiveness of the tourism
selor turistice ale locurilor de destinatie; resources of the destination places;

2. Selectarea atentd a prestatorilor de servi- 2. Careful selection of service providers in
cii din tara de destinatie turistica; the tourist destination country;

3. Analiza disponibilitatilor privind cone- 3. Analysis of the availability of transport
xiunile de transport — atat aeriene cat si connections, both air and road, to the
rutiere — catre destinatia turistic; tourist destination;

4. Identificarea si atragerea partenerilor de 4. ldentification and engagement of reliable
incredere in randul tur-operatorilor si partners among tour operators and retail
agentiilor de turism detailiste, care vor fi travel agencies, who will be willing to
disponibili sd se implice in valorificarea participate in the valorisation of the res-
destinatiei turistice respective; pective tourist destination.

5. Stabilirea sezonului optim de operare 5. Establishing the optimal season for
turistica; tourism operations;

6. Determinarea tipologiei serviciilor care 6. Determination of the typology of services
urmeaza a fi incluse in pachetul de servicii to be included in the package of tourism
turistice; services.

7. Integrarea produsului turistic intr-o for- 7. Integration of the tourism product into a
ma coerentd si competitivd, in confor- coherent and competitive form, in
mitate cu doleantele turistilor; accordance with tourists’ preferences;

8. Asigurarea unui proces continuu de 8. Ensuring a continuous process of com-
comunicare cu consumatorii-turisti; munication with tourism consumers;

9. Valorificarea sugestiilor, recomandarilor 9. Capitalising on the suggestions and recom-
oferite de consumatorii-turisti in vederea mendations provided by tourism consumers
imbunatatirii continue a calitatii serviciilor in order to continuously improve the quality
prestate. of delivered services.
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