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Turismul reprezinta o activitate econo-
mica multifunctionala, reflectand dinamismul,
adaptabilitatea §i eficienta unei economii mo-
derne. Sistemul turistic, — alcatuit din turisti,
agenti economici §i destinatii turistice, — func-
tioneaza printr-o interactiune complexd, in care
marketingul turistic are un rol strategic esential
in promovarea dezvoltarii economice sustena-
bile si autenticitdtii culturale locale. Intr-un
context global marcat de dezechilibre sociale,
crize ecologice si efectele globalizarii, strate-
giile de marketing devin un instrument vital de
consolidare a identitatii culturale si protejare a
patrimoniului natural.

Aplicarea unor strategii precum marketin-
gul-mix, supravietuirea, adaptarea sau diferen-
tierea contribuie la diversificarea ofertei turis-
tice si sporirea atractivitatii destinatiilor.

Prin urmare, marketingul turistic integrat
influenteaza direct competitivitatea si rentabi-
litatea, devenind un element-cheie in echilibrul
dintre dezvoltarea economica, protejarea me-
diului si pastrarea identitatii locale.

Cuvinte-cheie: marketing turistic, strate-
gii de marketing, dezvoltare economica, auten-
ticitate locala, destinatii turistice.

JEL: L 29, M30, M31.

Introducere

Turismul reprezintd o componenta strate-
gicd a economiei globale, cu implicatii profunde
asupra dezvoltarii economice, sociale si culturale
ale unei societdti moderne. Prin caracterul siu
multidimensional, turismul reuneste o varietate de
sectoare economice — transport, alimentatie, caza-
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Tourism represents a multifunctional eco-
nomic activity, reflecting the dynamism, adap-
tability, and efficiency of a modern economy. The
tourism system, composed of tourists, economic
agents, and tourist destinations, operates through
a complex interaction, in which tourism marke-
ting plays a strategic and essential role in pro-
moting sustainable economic development and
local cultural authenticity. In a global context
marked by social imbalances, ecological crises,
and the effects of globalization, marketing stra-
tegies become a vital tool for strengthening cul-
tural identity and protecting natural heritage.

The application of strategies such as the
marketing mix, survival, adaptation, or differen-
tiation contributes to diversifying the tourism offer
and increasing the attractiveness of destinations.

Therefore, integrated tourism marketing
directly influences competitiveness and profita-
bility, becoming a key element in balancing
economic development, environmental protec-
tion, and the preservation of local identity.

Keywords: tourism marketing, marketing
strategies, economic development, local authen-
ticity, tourist destinations.

JEL: L29, M30, M31.

Introduction

Tourism is a strategic component of the
global economy, with profound implications on
the economic, social, and cultural development
of modern societies. Through its multidimen-
sional nature, tourism brings together various
economic sectors: transportation, food services,
accommodation, leisure — and becomes an indi-
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re, agrement — si devine un indicator al pro-
gresului si al calitatii vietii. In cadrul acestui sis-
tem turistic interdependent, turistii, agentii econo-
mici si destinatiile turistice actioneazd intr-un
circuit dinamic, in care fiecare element contribuie
la conturarea unei experiente turistice de calitate.

Destinatiile turistice se afla in centrul
acestui ecosistem, iar succesul lor depinde, in
mod direct de aplicarea unor politici si strategii
de marketing coerente, sustenabile si adaptate
contextului socio-economic actual. Intr-un me-
diu marcat de globalizare, dezechilibre sociale si
crize ecologice, marketingul turistic nu mai este
doar un instrument de promovare, ci 0 necesitate
strategicd pentru valorificarea autenticitatii loca-
le, protejarea patrimoniului natural si cultural,
precum si pentru stimularea dezvoltarii durabile.

Procesul de marketing in turism implica o
planificare strategica riguroasd, stabilirea unor
obiective clare, utilizarea eficientd a resurselor
si adaptarea la comportamentul de consum al
turistilor contemporani. Prin urmare, integrarea
unor strategii diversificate — precum marke-
tingul-mix, adaptarea ofertei, diferentierea,
innoirea produselor turistice sau supravietuirea
in context de crizd — devine esentiald pentru
transformare [2].

Scopul cercetarii

Scopul principal al cercetdrii constd in
identificarea si analizarea strategiilor optime de
marketing, care pot contribui la promovarea sus-
tenabild a destinatiilor turistice, in stransa core-
latie cu dezvoltarea economica locald si proteja-
rea autenticitatii culturale. Studiul urmareste sa
evidentieze rolul esential al marketingului turis-
tic n procesul de consolidare a pozitiei unei des-
tinatii pe piata nationald si internationald, pre-
cum si in adaptarea ofertei turistice la cerintele si
comportamentele consumatorilor moderni. De
asemenea, cercetarea isi propune sa argumenteze
importanta integrarii indicatorilor de capacitate
de suport turistic in procesul de elaborare a poli-
ticilor de dezvoltare, pentru a asigura un echi-
libru durabil intre componentele economice,
sociale si ecologice ale regiunilor turistice.

Actualitatea temei propuse pentru
investigare

Actualitatea si relevanta temei de cerce-
tare sunt subliniate de provocarile din cadrul
sectorululi turistic, printre care se numara:

o Dezechilibrele sociale (degradare, dezor-
ganizare) care pot afecta negativ dezvol-
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cator of progress and quality of life. Within this
interdependent tourism system, tourists, econo-
mic agents, and tourist destinations operate in a
dynamic circuit, where each element contributes
to shaping a high-quality tourism experience.

Tourist destinations are at the heart of this
ecosystem, and their success depends directly on
the implementation of coherent, sustainable, and
context-adapted marketing policies and strate-
gies. In an environment shaped by globalization,
social imbalances, and ecological crises, tourism
marketing is no longer just a promotional tool
but a strategic necessity for leveraging local
authenticity, protecting natural and cultural heri-
tage, and fostering sustainable development.

The marketing process in tourism involves
rigorous strategic planning, setting clear objec-
tives, efficient use of resources, and adapting to
the consumer behaviour of modern tourists.
Therefore, integrating diverse strategies — such
as the marketing mix, offer adaptation, differen-
tiation, innovation of tourism products, or sur-
vival in times of crisis — becomes essential for
maintaining competitiveness in a constantly
changing market [2].

Research Purpose

The main purpose of this research is to
identify and analyse optimal marketing strategies
that can contribute to the sustainable promotion
of tourist destinations, in close correlation with
local economic development and the protection
of cultural authenticity. The study aims to
highlight the essential role of tourism marketing
in strengthening a destination’s position on both
the national and international market, as well as
in adapting the tourism offer to the demands and
behaviours of modern consumers. Furthermore,
the research seeks to emphasise the importance
of integrating tourism carrying capacity indi-
cators in the development of policy-making
processes, to ensure a sustainable balance bet-
ween the economic, social, and ecological com-
ponents of tourist regions.

Relevance of the Proposed Topic

The relevance and topicality of the
research topic are highlighted by the current
challenges within the tourism sector, including:

e Social imbalances (degradation, disorga-
nisation) that may negatively affect the
economic and social development of
tourist destinations;

e The effects of post-capitalism and the
intensification of globalization processes;
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tarea economica si sociald a destinatiilor

turistice;

o Efectele post-capitalismului si intensifica-
rea proceselor de globalizare;

e Amplificarea crizei ecologice si accele-
rarea schimbarilor climatice.
in acest context, politicile de marketing

devin un instrument essential pentru sustinerea
stabilitatii economice, protejarea identitatilor
culturale, conservarea patrimoniului natural si
promovarea valorilor traditionale ale comunita-
tilor locale.

Aceste politici stau la baza unui model de
dezvoltare sustenabild adaptat cerintelor actuale
ale turismului global.

Metodologia
tehnicile utilizate

Baza metodologica a cercetdrii se funda-
menteaza pe aplicarea metodelor de analiza
sistematica si structurala. Cercetarea se axeaza
pe utilizarea unor metode precum analiza,
sinteza, deductia, descrierea si compararea.

Metodologia cercetarii implicd analiza si
caracteristica marketingului aferent destinatiilor
turistice prin realizarea unor studii stiintifice
aplicate.

Cercetarea are un pronuntat caracter apli-
cativ, fiind orientata spre un domeniu concret —
marketingul touristic — si urmareste oferirea unui
suport teoretico-metodologic pentru optimizarea
activitatii practice in acest domeniu.

Rezultate si discutii

Eficienta unei strategii de marketing in
turism depinde de o serie de componente funda-
mentale, printre care se evidentiaza urmatoarele:

e Dimensiunea informationald — procesul
de marketing incepe cu colectarea, selec-
tarea si organizarea datelor relevante refe-
ritoare la realitatile din industria turis-
mului. Se acorda o atentie deosebitd ana-
lizei pietelor turistice, identificérii seg-
mentelor de clienti atat la nivel national,
cat si international. Aceste date devin
esentiale pentru fundamentarea unui ma-
nagement eficient si implementarea unor
politici de marketing coerente.

o Dimensiunea decizionali — fiecare com-
ponenta a unei strategii de marketing este
sustinutd de un set de decizii, care influen-
teaza procesul de promovare si comercia-
lizare a produselor turistice. Deciziile
strategice se concretizeaza In actiuni spe-
cifice (individuale sau combinate), care
pot contribui la dezvoltarea si consoli-

cercetirii: metodele si

o The amplification of ecological crises and
the acceleration of climate change.

In this context, marketing policies become
an essential tool for supporting economic sta-
bility, protecting cultural identities, conserving
natural heritage, and promoting the traditional
values of local communities.

These policies form the foundation of a
sustainable development model adapted to the
current requirements of global tourism.

Research Methodology: Methods and
Techniques Used

The methodological basis of this research
is grounded in the application of systematic and
structural analysis methods. The research focu-
ses on methods such as analysis, synthesis,
deduction, description, and comparison.

The methodology involves the analysis
and characterization of marketing activities
specific to tourist destinations through the
execution of applied scientific studies.

This research is a highly practical, orien-
ted toward a specific domain — tourism mar-
keting, and aims to provide theoretical and
methodological support for optimizing practical
activities in this field.

Results and Discussions

The effectiveness of a marketing strategy
in tourism depends on several fundamen-
tal components, among which the following
stand out:

¢ Information dimension — The marketing
process begins with the collection, selec-
tion, and organization of relevant data
regarding the realities of the tourism
industry. Particular attention is given to
market analysis, the identification of client
segments at both national and international
levels. These data become essential for
building effective management and imple-
menting coherent marketing policies.

e Decision-making dimension — Each com-
ponent of a marketing strategy is suppor-
ted by a set of decisions that influence the
process of promoting and selling tourism
products. Strategic decisions translate into
specific actions (individual or combined),
which can contribute to the development
and strengthening of a destination’s mar-
ket position, whether through offer diver-
sification, improved distribution, or the
implementation of well-adapted promotio-
nal campaigns.
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darea pozitiei unei destinatii pe piata — fie

prin diversificarea ofertei, imbunatatirea

distributiei, fie prin implementarea unor
campanii de promovare bine adaptate.
e Metode si instrumente utilizate — pentru

a dinamiza domeniul turistic, strategiile de
marketing se bazeaza pe o serie de instru-
mente moderne, selectate in functie de
obiectivele urmadrite. Acestea pot include
instrumente digitale (precum promovarea
online, platformele de comert electronic,
publicitatea pe internet), menite sid con-
solideze prezenta destinatiei pe piata si sa
profitabilitatii.

Pe baza experientei acumulate In dome-
niul marketingului destinatiilor turistice, se poate
concluziona cia strategiile adoptate trebuie ajus-
tate in functie de obiectivele specifice ale fieca-
rei destinatii, fiind posibila structurarea acestora
in mai multe tipuri, in functie de directia dorita
de dezvoltare.

In contextul dezvoltarii si promovarii des-
tinatiilor turistice locale, pot fi aplicate diverse
strategii de marketing, fiecare avind carac-
teristici specifice si un grad diferit de adap-
tabilitate, in functie de obiectivele propuse si
particularitatile pietei.

Una dintre aceste optiuni este strategia de
adaptare, care se concentreazd pe utilizarea
unor instrumente si mijloace de promovare pe
termen scurt, avind ca scop atragerea unui nu-
mar mai mare de turisti si stimularea vanzarilor
de produse si servicii turistice.

O altd abordare este strategia concen-
trata, ce presupune aplicarea tehnicilor de
marketing asupra unui anumit tip de turism,
valorificdnd resursele turistice unice ale unei
zone. Aceastad strategie poate viza si segmente
specifice de piatd, contribuind la mentinerea
unui echilibru intre cerere si oferta [1].

Strategia anticipativiA urmareste tendin-
tele emergente ale pietei si se bazeazd pe pro-
gnoza cererii turistice. Desi este una dintre cele
mai complexe metode de marketing, aceasta
presupune o cunoastere aprofundatd a preferin-
telor consumatorilor si a mecanismelor pietei.

O abordare mai ampla este oferitd de
strategia de marketing-mix, care integreaza
toti factorii esentiali ai activitatii turistice:
clientii, produsele, preturile, promovarea si dis-
tributia. Este consideratd cea mai cuprinzatoare
si aplicabild formd de analizd strategicd in
domeniul turismului.
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e Methods and tools used — To revitalise
the tourism sector, marketing strategies
rely on a range of modern tools, selected
based on the targeted objectives. These
may include digital tools (such as online
promotion, e-commerce platforms, inter-
net advertising), designed to strengthen
the destination’s market presence and
contribute to increased competitiveness
and profitability.

Based on the experience accumulated in
the field of tourism destination marketing, it can
be concluded that adopted strategies must be
adjusted according to the specific objectives of
each destination. These strategies can be struc-
tured into several types, depending on the
desired development direction.

In the context of developing and promo-
ting local tourist destinations, various marke-
ting strategies can be applied, each with spe-
cific characteristics and different degrees of
adaptability, depending on the proposed objec-
tives and market features.

One such option is the adaptation stra-
tegy, which focuses on short-term promotional
tools and means, aiming to attract a greater
number of tourists and stimulate sales of tourism
products and services.

Another approach is the concentrated
strategy, which involves applying marketing
techniques to a specific type of tourism, capi-
talizing on the unique tourism resources of a
particular area. This strategy can also target
specific market segments, contribuiting to
maintaining a balance between supply and
demand [1].

The anticipatory strategy follows emer-
ging market trends and is based on forecasting
tourism demand. Although it is one of the most
complex marketing methods, it requires through
understanding of consumer preferences and
market mechanisms.

A broader approach is the marketing mix
strategy, which integrates all essential factors of
tourism activity: customers, products, pricing,
promotion, and distribution. It is considered the
most comprehensive and applicable form of
strategic analysis in tourism.

The differentiated strategy targets spe-
cific objectives for various components of the
tourism sector, allowing the creation of cus-
tomized plans according to the products, tourism
units, or target audience segments.
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Strategia diferentiatd vizeazd atingerea
unor obiective specifice pentru diverse compo-
nente ale sectorului turistic, permitidnd elaborarea
unor planuri personalizate in functie de produse,
unitati turistice sau segmente de publictinta.

De asemenea, strategia de innoire a pro-
duselor turistice propune diversificarea ofertei
existente, inspirandu-se din experientele inter-
nationale pentru a crea alternative atractive care
sd raspundd unui spectru mai larg de preferinte
ale consumatorilor.

in functie de nivelul de concurenta exis-
tent pe piatd, poate fi aplicatd strategia pretu-
rilor scizute, care urmareste ajustarea preturilor
pand la un prag competitiv, prin reevaluarea
costurilor si inlocuirea unor componente costisi-
toare cu alternative mai accesibile, fara a com-
promite calitatea generala a serviciilor oferite.

Strategia ciclului de viata al produselor
turistice are in vedere etapele de evolutie ale
ofertelor turistice, — de la lansare pana la matu-
ritate sau saturatie, — oferind solutii proactive
pentru mentinerea interesului clientilor si pre-
venirea declinului destinatiilor.

Pentru a contracara efectele sezonalitatii,
strategia de reducere a sezonalitatii turistice
se axeaza pe valorificarea potentialului turismu-
lui de vara si de iarnd. Aceasta include activitati
complementare, menite si atragd turisti pe tot
parcursul anului, in special pentru turismul bal-
near, de litoral sau sporturi de iarna.

Nu in ultimul rind, strategia de supra-
vietuire devine tot mai relevanta in contextul
instabilitatii economice actuale. Aceasta presupune
selectarea activitatilor turistice sustenabile pe
termen lung, reducerea cheltuielilor neproductive
si concentrarea asupra produselor care isi pot
mentine atractivitatea si profitabilitatea in timp.

Avand in vedere diversitatea strategiilor
de marketing ce pot fi aplicate in promovarea
destinatiilor turistice, este esentiala alegerea
unui set optim de madsuri strategice, adaptate
contextului concret al fiecarei regiuni. Aceasta
selectie trebuie realizatd cu discerndmant, luand
in considerare limitele impuse de resursele dis-
ponibile — fie ele financiare, umane sau logistice.
In acest sens, identificarea celor mai adecvate
strategii nu trebuie sd se bazeze pe decizii
arbitrare, ci pe o analizd riguroasa a pietei turis-
tice si a oportunitatilor specifice oferite de zona.
Doar prin corelarea acestor factori se pot contura
directii de actiune eficiente, capabile sa contri-
buie la dezvoltarea durabild si competitivd a
destinatiilor turistice.

The tourism product renewal strategy
proposes diversifying the existing offer, drawing
inspiration from international experiences to
create attractive alternatives that meet a wider
range of consumer preferences.

Depending on the level of market compe-
tition, a low-price strategy may be applied,
which seeks to adjust prices to a competitive
level by reassessing costs and replacing expen-
sive components with more affordable alterna-
tives, without compromising the overall quality
of services offered.

The tourism product life cycle strategy
considers the evolutionary stages of tourism
offers, from launch to maturity or saturation,
and offers proactive solutions for maintaining
customer interest and preventing destination
decline.

To counteract the effects of seasonality,
the seasonality reduction strategy focuses on
leveraging the potential of both summer and
winter tourism. This includes complementary
activities designed to attract tourists year-round,
particularly for spa, seaside, or winter sports
tourism.

Last but not least, the survival strategy is
becoming  increasingly relevant in today’s
economic instability. It involves selecting long-
term sustainable tourism activities, reducing
unproductive expenditures, and focusing on
products that can maintain their attractiveness
and profitability over time.

Given the diversity of marketing stra-
tegies that can be applied in promoting tourist
destinations, the choice of an optimal set of
strategic measures is essential, tailored to the
specific context of each region. This selection
must be carried out with discernment, taking
into account the limits imposed by available
resources: financial, human, or logistical. Thus,
identifying the most suitable strategies should
not rely on arbitrary decisions, but on a thorough
analysis of the tourism market and the specific
opportunities offered by the area. Only by
correlating these factors can effective action
directions be shaped, capable of contributing to
the sustainable and competitive development of
tourist destinations.

To evaluate the specific features of pro-
moting tourist destinations, it is necessary to
consider certain indicators that reflect the
tourism support capacity, showing the limits
up to which a region can sustain tourism activity

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



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

Pentru evaluarea particularitatilor promo-
varii destinatiilor turistice, este necesara luarea
in considerare a unor indicatori, care reflectd
capacititile de suport pentru turism, eviden-
tiind limitele pana la care o regiune poate sustine
activitatea turistica, fara a compromite echilibrul
economic, social, ecologic si infrastructural al
zonei [6].

Una dintre aceste componente este capa-
citatea ecologici, care presupune stabilirea unui
nivel optim de dezvoltare a structurilor de pri-
mire si a activitatilor turistice, astfel incat impac-
tul asupra mediului inconjurator sa fie minim.
Este esential ca o parte din veniturile generate de
turism sd fie redirectionatd spre conservarea si
protejarea patrimoniului natural al regiunii.

in continuare, capacitatea fizici face
referire la gradul de saturatie al infrastructurii
turistice, respective, la momentul in care numa-
rul de turisti depaseste capacitatea zonei de a
furniza servicii de calitate, fara a genera dis-
functionalitati. Mentinerea acestui echilibru se
poate realiza prin investitii in tehnologii mo-
derne si prin optimizarea serviciilor oferite.

Un alt aspect important este capacitatea
social-receptivi, care reflecta gradul de accep-
tare si adaptabilitate al comunitatilor locale in
raport cu prezenta turistilor. Atunci cand turis-
mul interfereaza cu modul traditional de viata,
pot aparea tensiuni, nemultumiri sau chiar con-
flicte intre localnici si vizitatori, in special, in
ceea ce priveste accesul la resurse si  facilitati.

De asemenea, capacitatea economica
reprezintd potentialul unei regiuni de a valorifica
activitatea turistica prin maximizarea utilizarii
resurselor disponibile si mentinerea functiei
turistice. Evaluarea rentabilitatii activitatilor se
poate realiza prin raportul cost-beneficiu, opti-
mizat prin utilizarea tehnologiilor performante.

Nu in ultimul rand, capacitatea psiho-
logica exprimd modul in care turistii percep o
destinatie, fiind influentati de experientele per-
sonale si de calitatea interactiunilor cu mediul si
comunitatea locald. Evenimentele negative, pre-
cum degradarea mediului sau conflictele sociale,
pot conduce la conturarea unei imagini nefa-
vorabile a destinatiei, afectand, astfel, nivelul de
atractivitate turistica.

Prin integrarea tuturor acestor indicatori in
procesul decizional, strategiile de marketing pot
fi ajustate Tn mod corespunzétor, astfel incat sa
raspundd nevoilor turistilor, dar si limitelor reale
ale destinatiilor, contribuind astfel la o dez-
voltare durabila i echilibrata a turismului.

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

without compromising its economic, social, eco-
logical, and infrastructure balance [6].

One of these components is ecological
capacity, which involves establishing an optimal
level for the development of accommodation
structures and tourism activities, so that the
impact on the environment is minimal. It is
essential that part of the revenues generated by
tourism be redirected toward the conservation
and protection of the region’s natural heritage.

Next, physical capacity refers to the
saturation level of tourism infrastructure — the
point at which the number of tourists exceeds the
area’s ability to provide quality services without
causing dysfunction. Maintaining this balance
can be achieved through investment in modern
technologies and by optimizing offered services.

Another important aspect is social-recep-
tive capacity, which reflects the degree of
acceptance and adaptability of local commu-
nities toward the presence of tourists. When
tourism interferes with the traditional way of
life, tensions, dissatisfaction, or even conflicts
may arise between locals and visitors, especially
concerning access to resources and facilities.

Likewise, economic capacity represents a
region’s potential to capitalize on tourism acti-
vity by maximizing resource use and maintai-
ning the tourism function. Profitability can be
evaluated through a cost-benefit ratio, optimized
by using high-performance technologies.

Last but not least, psychological capacity
expresses how tourists perceive a destination,
influenced by personal experiences and the
quality of interactions with the environment and
local community. Negative events, such as envi-
ronmental degradation or social conflicts, can
lead to the formation of an unfavourable image
of the destination, thus affecting its tourist
appeal.

By integrating all these indicators into the
decision-making process, marketing strategies
can be appropriately adjusted to meet tourists’
needs as well as the real constraints of destina-
tions, thereby contributing to the sustainable and
balanced development of tourism.

In the tourist consumer’s decision-making
process, the awareness of destinations and
tourists’ perceptions and classification of the
available options play a fundamental role. Gene-
rally, tourists select a limited number of desti-
nations they consider relevant when deciding to
travel. This selection process is reflected in what
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In cadrul procesului decizional al consuma-
torului turistic, un rol fundamental il joacd
constientizarea destinatiei si modul in care turistii
percep si clasificd optiunile disponibile. De regula,
turistii selecteazd un numar limitat de destinatii, pe
care le considerd relevante in momentul luarii
deciziei de calatorie. Acest proces de selectie este
reflectat in ceea ce specialistii numesc ,,set evo-
cat”, format din acele destinatii care sunt efectiv
luate in calcul pentru o eventuala vizita [3].

Pe langa acestea, exista si alte categorii de
optiuni mentale, precum:

o ,setul de insertie”, care include desti-
natiile despre care consumatorul are infor-
matii insuficiente, dar pe care nu le
exclude complet;

o setul de excludere”, care contine acele
destinatii eliminate din considerente perso-
nale sau ca urmare a unor perceptii negative
ori a unor experiente anterioare neplacute;

o ,setul de actiune”, care cuprinde destina-
tiile fata de care turistul nu este pregétit sa
ia o decizie concreta de vizitare;

e ,setarea inactivid”, ce desemneaza optiu-
nile ignorate temporar, fara a fi respinse
definitiv.

Pozitionarea eficientd a unei destinatii in
mintea turistului devine, astfel, un factor esential
in influentarea deciziei finale. Asocierile afective
— fie ele pozitive, neutre sau negative — contri-
buie la activarea memoriei legate de o anumita
destinatie si determina, Intr-o mare masura, in-
cluderea acesteia in setul final de alegeri. Astfel,
0 imajine pozitiva si bine conturatd a unei des-
tinatii sporeste considerabil sansele ca aceasta sa
fie selectatd pentru o vizita.

Preferintele turistilor se construiesc pe
baza nivelului de constientizare si impresiilor
afective acumulate, iar ierarhizarea optiunilor
reflecta atitudinile individuale — de la cele mai
atractive pand la cele mai putin dorite. In acest
context, intensitatea intentiei de alegere a unei
destinatii este determinatd atat de factori per-
sonali (perceptii, atitudini, experiente), cat si de
factori situationali (disponibilitatea timpului,
bugetul, scopul calatoriei etc.), constituind un
indicator important al comportamentului de
calatorie, mai ales atunci cand decizia se rapor-
teaza la un interval de timp concret.

In practica, setul de consideratie, adica
lista restrinsa a optiunilor reale pe care turistul
le analizeaza 1n profunzime, este relativ limitat —
cercetarile indicand o medie de la 2,7 pana la 3,4
destinatii. Acest set variaza in functie de natura

specialists call the “evoked set”, consisting of
those destinations actually considered for a
potential visit [3].

Besides this, there are other categories of
mental representations, such as:

o the “insertion set”, which includes des-
tinations about which the consumer has
insufficient information but does not
completely exclude;

e the “exclusion set”, containing destina-
tions eliminated due to personal conside-
rations or negative perceptions or previous
unpleasant experiences;

o the “action set”, covering destinations
toward which the tourist is not yet ready
to make a concrete visit decision;

o the “inactive set”, referring to tempo-
rarily ignored options without being defi-
nitively rejected.

Efficient positioning of a destination in
the tourist’s mind becomes an essential factor
in influencing the final decision. Affective asso-
ciations — whether positive, neutral, or negative
— contribute to activating memory related to a
destination and largely determine its inclusion
in the final set of choices. Thus, a positive and
well-defined image of a destination signifi-
cantly increases the chances of it being selected
for a visit.

Tourists’ preferences are built based on
awareness levels and accumulated emotional
impressions, and the hierarchy of options ref-
lects individual attitudes — from the most to the
least attractive. In this context, the intensity of a
tourist’s intention to choose a destination is
determined by both personal factors (percep-
tions, attitudes, experiences) and situational
factors (time availability, budget, purpose of
travel), forming an important indicator of travel
behaviour, especially when the decision relates
to a specific timeframe.

In practice, the consideration set, the
short list of real options analysed in depth — is
relatively limited. Studies indicate an average of
2.7 to 3.4 destinations. This set varies based on
the nature of the trip, for international destina-
tions, the selection may include more alterna-
tives. Still, in general, tourists choose from a
small number of concrete options, even if they
are familiar with a wide range of destinations.

This reality has direct implications for
tourism marketing, as only destinations that
manage to position themselves effectively in
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calatoriei — 1n cazul destinatiilor internationale,
selectia poate include mai multe alternative.
Totusi, in general, turistii aleg dintr-un numar
redus de optiuni concrete, chiar dacd sunt fami-
liarizati cu o gama larga de destinatii.

Aceasta realitate are implicatii directe
asupra marketingului turistic, intrucat doar acele
destinatii care reusesc sa se pozitioneze eficient
in perceptia consumatorului vor intra in procesul
efectiv de selectie. In acest sens, studiile de
urmarire comportamentala (tracking) devin un
instrument valoros pentru a intelege modul in
care turistii dezvoltd asocieri mentale cu un
brand turistic, o regiune sau chiar o natiune,
oferind baze solide pentru planificarea eficienta
a strategiilor de promovare.

in continuarea acestui proces de selectie
mentald, decizia de achizitie turistica este
influentata de o varietate de factori care reflecta
dorintele, nevoile si asteptarile individuale ale
consumatorilor. Intensitatea dorintei de a célatori
determind gradul de receptivitate fatd de diversi
stimuli externi, precum reclame, brosuri, recen-
zii online, recomandari personale sau ghiduri
turistice [5].

Pe langa acesti stimuli, deciziile turistice
sunt modelate de o serie de factori personali si
contextuali, printre care se numara: statutul
social, nivelul de educatie, venitul disponibil,
atitudinile fati de turism, normele sociale,
precum si influenta grupurilor de referinta. in
momentul evaludrii optiunilor, turistul compara
alternativele disponibile prin prisma costurilor,
beneficiilor anticipate, tipului de experientd
oferitd, dar si gradului de compatibilitate cu
propriile preferinte si valori.

Pentru a facilita alegerea finala, consu-
matorii recurg frecvent la diverse strategii de
selectie, cunoscute sub denumirea de strategii
decizionale (reguli de selectie). Printre cele mai
utilizate se regdsesc:

1. Regula conjunctivd — eliminarea optiu-
nilor care nu ating un prag minim accep-
tabil pentru toate atributele considerate
importante;

2. Regula disjunctiva — selectarea unei
optiuni alternative care exceleazd intr-un
atribut considerat esential;

3. Regula lexicografica — alegerea in functie
de cel mai important atribut, in caz de
egalitate, evaluarea continud pe baza
urmatorului criteriu ierarhic;

4. Regula compensatorie — alegerea optiunii
care oferd cel mai bun echilibru general, in
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consumer perception will enter the actual selec-
tion process. In this sense, behavioural tra-
cking studies become a valuable tool for under-
standing how tourists develop mental associa-
tions with a tourism brand, region, or even a
nation, providing solid foundations for efficient
promotion strategy planning.

In the continuation of this mental selection
process, the tourism purchase decision is in-
fluenced by various factors that reflect con-
sumers’ desires, needs, and individual expec-
tations. The intensity of the desire to travel
determines the level of receptiveness to external
stimuli such as advertisements, brochures, online
reviews, personal recommendations, or travel
guides [5].

In addition to these stimuli, tourist
decisions are shaped by a series of personal and
contextual factors, including: social status,
education level, disposable income, attitudes
toward tourism, social norms, as well as the
influence of reference groups. When evalua-
ting options, tourists compare alternatives in
terms of costs, anticipated benefits, type of
experience offered, and compatibility with their
own preferences and values.

To facilitate the final choice, consumers
often rely on various decision strategies, known
as decision-making rules. Among the most
commonly used are:

1. Conjunctive rule — eliminating options
that do not meet a minimum acceptable
threshold for all important attributes;

2. Disjunctive rule — selecting an alternative
that excels in an attribute considered
essential;

3. Lexicographic rule — choosing based on
the most important attribute; in case of a
tie, the evaluation continues with the next
hierarchical criterion;

4. Compensatory rule — selecting the option
that offers the best overall balance, where
the advantages of some attributes compen-
sate for the disadvantages of others;

5. Elimination-by-aspects rule — progressi-
vely eliminating alternatives through
successive application of essential criteria
until one acceptable option remains.

In practice, tourists may apply one or
more rules simultaneously, depending on the
complexity of the decision, the type of travel,
and personal conditions. This decision-making
flexibility confirms that choosing a destination is
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care avantajele unor atribute compenseaza

posibilele dezavantaje ale altora;

5. Regula elimindrii pe bazi de aspecte —
eliminarea progresiva a alternativelor prin
aplicarea succesiva a unor Criterii esentiale
pand cand ramane o singurd variantd
acceptabila.

In practic, turistii pot aplica una sau mai
multe reguli simultan, in functie de comple-
xitatea deciziei, tipul de calatorie si conditiile
personale. Aceastd flexibilitate decizionala con-
firma faptul ca alegerea unei destinatii nu este
un proces mecanic, ci unul complex si con-
textualizat, influentat de o multitudine de factori
cognitivi $i emotionali.

Pentru o mai bund intelegere a acestui
comportament, modelele decizionale pot fi
abordate din doud perspective complementare:
modelele structurale si modelele de proces.
Primele se concentreaza pe analiza relatiei dintre
caracteristicile alternativei si alegerea finala,
fiind utile 1n realizarea previziunilor comporta-
mentale. In schimb, modelele de proces anali-
zeaza dinamica internd a deciziei, evidentiind
rolul Invatarii, adaptarii si perceptiei individuale
in formarea deciziei finale.

Un aspect cheie in aceasta ecuatie este
incadrarea deciziei, adica modul 1n care turistul
defineste problema si isi structureaza procesul
mental Tnainte de a opta pentru o variantd con-
cretd. Studiile de specialitate releva faptul ca nu
existd o metoda unica si universald de evaluare,
ci mai degraba o combinatie variabila intre pro-
cesarea cognitiva, trairile afective si circum-
stantele contextuale.

In general, consumatorii percep produsele
turistice ca fiind compuse din mai multe atribute
relevante, iar in evaluarea acestora, ei acordda o
atentie sporitd unor indici specifici. Acesti indi-
cii pot fi de natura:

o intrinseca (asociati caracteristicilor fizice
si functionale ale produsului);

e sau extrinsecad (care tin de elemente
externe, precum: numele destinatiei, nive-
lul pretului, brandul, reputatia sau inten-
sitatea promovarii).

In situatiile in care calitatea serviciilor
turistice este dificil de evaluat in mod direct,
turistii tind sd se bazeze mai mult pe indicii
extrinseci, iar pretul devine adesea un substitut
cognitiv al calitatii. In acelasi timp, brandul
turistic functioneaza ca un pachet simbolic de
informatii condensate, care simplificd procesul
de decizie si reduce incertitudinea.

not a mechanical process but a complex and
contextualized one, influenced by many cogni-
tive and emotional factors.

To better understand this behaviour, deci-
sion-making models can be approached from
two complementary perspectives: structural
models and process models. The first focus on
analysing the relationship between the charac-
teristics of an alternative and the final choice,
being useful for making behavioural predictions.
In contrast, process models analyse the internal
dynamics of the decision, highlighting the role
of learning, adaptation, and individual percep-
tion in forming the final decision.

A key aspect in this equation is decision
framing, meaning how the tourist defines the
problem and structures the mental process before
opting for a concrete variant. Specialized studies
reveal that there is no single, universal method
of evaluation, but rather a variable combination
of cognitive processing, emotional experiences,
and contextual circumstances.

Generally, consumers perceive tourism
products as composed of multiple relevant attri-
butes, and when evaluating them, they pay
special attention to certain specific cues. These
cues may be:

e intrinsic (related to physical and func-
tional characteristics of the product), or

o extrinsic (external elements such as des-
tination name, price level, brand, repute-
tion, or promotion intensity).

In situations where the quality of tourism
services is difficult to evaluate directly, tourists
tend to rely more on extrinsic cues, and price
often becomes a cognitive substitute for quality.
At the same time, the tourism brand functions as
a symbolic package of condensed information
that simplifies the decision-making process and
reduces uncertainty.

Thus, perceived quality and perceived
value directly influence the final choice. This
value results from the ratio between anticipated
benefits and assumed sacrifices (financial costs,
effort, time), and elements such as brand image,
reputation, and price become essential compo-
nents in the tourism purchase decision process.

Given current economic and social rea-
lities, both nationally and internationally, there is
a growing need for strategic adaptation in
tourism destination management. In a context
dominated by economic instability, social uncer-
tainty, and geopolitical transformations, formu-
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Astfel, perceptia calitatii si valoarea per-
ceputd influenteaza in mod direct alegerea finala.
Aceastd valoare este rezultatul raportului dintre
beneficiile anticipate si sacrificiile asumate (cos-
turi financiare, efort, timp), iar elemente precum
imaginea de brand, reputatia si pretul devin
componente esentiale Tn procesul decisional de
achizitie in turism.

Avand in vedere realitatile economice si
sociale actuale, atat la nivel national, cat si inter-
national, se impune tot mai clar necesitatea unei
adaptari strategice a managementului destinatii-
lor turistice. Intr-un context dominat de insta-
bilitate economica, incertitudine sociala si trans-
formari geopolitice, formularea unor strategii
eficiente devine esentiald pentru asigurarea
sectorului turistic.

Din aceastad perspectivd, implementarea
unei strategii de marketing-mix, in paralel cu o
strategie de supravietuire, se contureazi ca o
solutie optimd pentru sprijinirea activitatilor tu-
ristice locale. Astfel, pe termen scurt, strategiile
orientate spre eficientizarea resurselor disponi-
bile si mentinerea functionalititii economice
devin prioritare, in timp ce, pe termen mediu si
lung, este recomandabild orientarea spre o stra-
tegie de reinnoire a produsului turistic, care sa
contribuie la revitalizarea ofertei si atragerea
unor noi segmente de vizitatori [4].

In centrul procesului decizional privind
directiile de promovare se afld, fard indoiala,
strategia de marketing-mix, intrucit aceasta
integreaza toti factorii esentiali ai activitatii
turistice — in special produsul si pretul, care
influenteaza in mod direct atractivitatea ofertei.
Dintre aceste componente, accentul major trebuie
plasat pe produs, deoarece acesta este cel care
genereaza valoare addugata experientei turistice.

Din aceastd perspectivd, produsul turistic
trebuie inteles ca un ansamblu de beneficii si
utilitati, capabil s& ofere satisfactie si avantaje reale
pentru vizitator. Indiferent de natura sau tipologia
turistilor, acestia manifesta exigente sporite in ceea
ce priveste serviciile de cazare, transport, alimen-
tatie, ghidaj si traducere, iar cresterea calitatii
serviciilor oferite in cadrul destinatiei constituie o
conditie esentiald pentru succesul acesteia.

In practicd, aceste cerinte ridicate se tra-
duc prin provocdri concrete, la care trebuie sa
raspundd atdt autoritatile publice locale si
centrale, cat si operatorii privati din domeniul
turismului, prin implementarea unor solutii coe-
rente si sustenabile.
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lating efficient strategies becomes essential to
ensuring the long-term viability and compe-
titiveness of the tourism sector.

From this perspective, the implementation
of a marketing mix strategy, in parallel with a
survival strategy, emerges as an optimal
solution for supporting local tourism activities.
Thus, in the short term, strategies aimed at
optimizing available resources and maintaining
economic functionality become a priority, while
in the medium and long term, it is advisable to
shift toward a tourism product renewal strategy,
which can help revitalize the offer and attract
new visitor segments [4].

At the core of the decision-making pro-
cess regarding promotion directions lies,
undoubtedly, the marketing mix strategy, as it
integrates all essential elements of tourism acti-
vity — especially product and price, which
directly influence the attractiveness of the offer.
Among these components, the main focus must
be placed on the product, as it is the element that
generates added value for the tourist experience.

From this perspective, the tourism product
should be understood as a set of benefits and
utilities capable of providing satisfaction and
real advantages for the visitor. Regardless of the
nature or type of tourist, they have increasingly
high expectations regarding accommodation,
transportation, food services, guiding and trans-
lation services, and the improvement of service
quality at the destination is an essential condition
for its success.

In practice, these high expectations trans-
late into concrete challenges that must be addres-
sed by both local and central public authorities
and private tourism operators, through the
implementation of coherent and sustainable
solutions.

Among the most common issues identi-
fied in this regard are:

e accessibility to the destination (including
the condition of road infrastructure),

e capacity and diversity of accommodation
units,

e availability and quality of secure parking
and camping areas,

e strategic placement of accommodation
and food service facilities,

o diversity of culinary offerings in restaurants,

e number and professionalism of service
personnel,

e presence of souvenir shops,
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Printre cele mai frecvente probleme iden-
tificate In acest sens se numara:

e accesibilitatea catre destinatie (inclusiv
starea infrastructurii rutiere),

e capacitatea si diversitatea unitatilor de
cazare,

e disponibilitatea si calitatea locurilor de
parcare §i campare sigure,

e amplasarea strategica a facilitatilor de
cazare §i alimentatie publica,

o diversitatea ofertei culinare din unitatile
de restauratie,

o numarul si profesionalismul personalului
de deservire,

e prezenta magazinelor de suveniruri,

o conditiile de siguranta si securitate pentru
vizitatori,

e amenajarea grupurilor sanitare ecologice,

e varietatea activitdatilor recreative si de
agrement,

e organizarea de excursii tematice in cadrul
destinatiei.

Toate aceste elemente definesc nivelul
general de ospitalitate, care influenteaza deci-
siv gradul de satisfactie al vizitatorului si, impli-
cit, intentia de revenire.

Pentru a crea o experienta turistici com-
pleta si satisfacatoare, este necesar ca o desti-
natie sa raspundd unui spectru larg de nevoi si
asteptari, grupate in patru categorii majore:

o Nevoi fiziologice: alimentatie corespunza-
toare, confort termic, conditii adecvate de
odihna;

e Nevoi economice: raport echitabil cali-
tate-pret, rapiditatea prestarii serviciilor,
amplasare convenabild, flexibilitate in
modalitatile de plata;

e Nevoi sociale: interactiuni placute, personal
amabil si disponibil, sprijin si consiliere;

e Nevoi psihologice: sentimente de sigu-
rantd, recunoastere sociald, consolidarea
imaginii de sine $i a pozitiei sociale, iden-
titate personala si valorizare individuala.
Pe langa aceste dimensiuni ale satisfacerii

consumatorului turistic, trebuie luate in consi-
derare si eventualele insatisfactii, care pot fi
clasificate astfel:

o Insatisfactii controlabile: comportamentul
inadecvat al personalului, lipsa de pro-
fesionalism, deficiente in igiend si curatenie;

o Insatisfactii necontrolabile: comportamen-
tul deranjant al altor turisti, poluarea fonica,
conditiile meteorologice nefavorabile.

In sustinerea celor mentionate, datele

o safety and security conditions for visitors,

e arrangement of ecological sanitation
facilities,

e variety of recreational and leisure
activities,

e organization of themed excursions within
the destination.

All these elements define the general
level of hospitality, which strongly influences
visitor satisfaction and, consequently, the inten-
tion to return.

To create a complete and satisfying tourist
experience, a destination must meet a broad
range of needs and expectations, grouped into
four major categories:

o Physiological needs: proper food, thermal
comfort, appropriate rest conditions;

e Economic needs: fair quality-price ratio,
service promptness, convenient location,
flexible payment options;

e Social needs: pleasant interactions,
friendly and available staff, assistance and
guidance;

o Psychological needs: feelings of safety,
social recognition, self-image and social
status reinforcement, personal identity and
individual value.

In addition to these dimensions of tourist
consumer satisfaction, potential dissatisfactions
must also be considered, which can be classified
as follows:

o Controllable dissatisfactions: inappro-
priate staff behaviour, lack of professio-
nalism, hygiene, and cleanliness issues;

o Uncontrollable dissatisfactions: disturbing
behaviour of other tourists, noise pollu-
tion, unfavourable weather conditions.
Supporting these considerations, data from

the Travel and Tourism Development Index
Report (published by the World Economic
Forum) highlights the importance of well-direc-
ted strategies. According to the 2023 edition, the
Republic of Moldova ranked 74th out of 119
economies analysed, with an overall score of 3.8
(on a scale from 1 to 7). Regarding the “Infra-
structure” component, the score was 3.3, reflec-
ting persistent structural limitations that affect
the overall quality of tourist destinations.
Although positive scores were recorded in areas
such as safety and security (5.6) and health and
hygiene (5.3), there remain significant challen-
ges related to connectivity, the sustainable use of
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furnizate de Raportul privind Indicele de Dez-
voltare si Sustenabilitate a Turismului si
Calatoriilor (publicat de Forumul Economic
Mondial) subliniazd importanta unor strategii
bine directionate. Conform editiei din 2023,
Republica Moldova s-a clasat pe locul 74 din
119 economii analizate, cu un scor general de
3,8 (pe o scald de la 1 la 7). In ceea ce priveste
componenta , Infrastructurd”, scorul a fost de
3,3, reflectand persistente limitari structurale ce
afecteaza calitatea generald a destinatiilor turis-
tice. Desi s-au inregistrat valori pozitive in
domenii precum sigurantd si securitate (5,6) si
sanatate si igiena (5,3), raman provocari semni-
ficative legate de conectivitate, valorificarea
sustenabild a resurselor naturale si atractivitatea
infrastructurala a sectorului touristic [7].

Aceste constatari consolideaza necesita-
tea unui management strategic si adaptiv al
destinatiilor turistice, prin utilizarea resurselor
existente in mod eficient, investitii bine orientate
si implementarea unor politici de marketing
coerente, capabile sa sustind dezvoltarea durabila
a sectorului.

natural resources, and the infrastructural attracti-
veness of the tourism sector [7].

These findings reinforce the need for
strategic and adaptive management of tourist
destinations, through the efficient use of existing
resources, well-targeted investments, and the
implementation of coherent marketing policies
that can support the sustainable development of
the sector.

Indicele de Dezvoltare si Sustenabilitate a Turismului si Calatoriilor in Republica Moldova - 2023

Siguranta si securitate

Sanatate si igiena

Rezilienta si conditii socio-economice |
Resurse umane si piata muncii
Sustenabilitatea mediuluif

Sustenabilitatea turismului si calatoriilor
Pregatirea TIC|
Politica de calatorie si turism in conditii de sprijin|

Competitivitatea pretuluir

Mediul de afacerif
Cerere de calétorii si turism, constrangeri si impact

Conditiile de desfasurare a activitatii economice

e
[ - |

Indicele de dezvoltare a turismului si calatoriilor
Infrastructura
Infrastructura turistica

Deschidere internationala [

-

Infrastructura terestra si portuara

Prioritizarea calatoriilor si turismului

Infrastructura transportului aerian

Resurse naturale b

Resursele cererii de caldtorii si turism
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Figura 2. Indicele de dezvoltare a turismului si calatoriilor
in Republica Moldova in anul 2023/

Figure 2. Travel and Tourism Development Index in the Republic of Moldova, 2023
Sursa: adaptata de autori in baza datelor Forumului Economic Mondial/
Source: adapted by the authors based on data from the World Economic Forum,
https://www.weforum.org/publications/travel-and-tourism-development-index/
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In acest context complex, strategiile de
produs in turism trebuie sid vizeze elaborarea
unei politici care sd asigure alinierea ofertei
turistice la nevoile de consum ale omului con-
temporan. Aceastd orientare presupune nu doar
imbunatatirea calitatii si diversificarea servicii-
lor, ci si adaptarea lor la dinamica preferintelor
consumatorilor, intr-un mediu caracterizat de
incertitudini si schimbari accelerate.

Actuala situatie geopolitica impune acto-
rilor din industria turismului necesitatea de a
trata diversificarea ofertei nu doar ca o masura

tabila strategie de supravietuire, in conditiile
unei piete marcate de volatilitate si concurenta
acerba. Intr-o abordare restransa, strategia de
supravietuire presupune selectarea acelor acti-
vitdti turistice care au potential de profitabili-
tate pe termen lung, concomitent cu renuntarea
la activitatile costisitoare si ineficiente, valo-
rificAnd instabilitatea mediului ca posibil avan-
taj strategic.

Experienta economica internationala arata
cd, In perioade de criza, companiile se grupeaza,
in general, in doua mari categorii: companii la-
tente si companii agresive, iar strategiile de mar-
keting de supravietuire se adapteaza corespunzator.

o Strategia de asteptare, caracterizata prin
prudentd si conservatorism strategic, poate
oferi avantaje competitive semnificative.
In acest caz, intreprinderile care reusesc si
se mentind pe piatd in timpul crizei pot
castiga teren pe termen lung, datoritd sla-
birii presiunii concurentiale si capaci-
titii de consolidare in faza de relansare
economica.

o In schimb, strategia ofensivi-agresivi
presupune asumarea unor riscuri con-
trolate si promovarea activa a creativi-
tatii si inovatiei, contribuind, astfel, la
cresterea vizibilitatii si extinderea im-
pactului pe piati. In acest sens, tehnici
modern, precum marketingul de gherila
si marketingul viral, sunt metode efi-
ciente pentru captarea atentiei consuma-
torilor si atragerea de noi segmente de
piata, chiar si in perioade marcate de
instabilitate economica.

Prin urmare, intr-un climat turistic 1n
continua transformare, strategia de produs, stra-
tegia de supravietuire si strategia de marketing-
mix nu trebuie privite separat, ci integrate intr-un

In this complex context, product strategies
in tourism should aim to develop a policy that
aligns the tourism offer with the consumption
needs of the contemporary individual. This
orientation involves not only improving the
quality and diversification of services, but also
adapting them to the changing preferences of
consumers in an environment characterized by
uncertainty and rapid transformation.

The current geopolitical situation compels
stakeholders in the tourism industry to treat
product diversification not only as a measure
to strengthen competitiveness, but also as a
genuine survival strategy, in the face of a vola-
tile and highly competitive market. In a narro-
wer approach, the survival strategy implies
selecting those tourism activities that show
long-term profitability potential, while elimi-
nating costly and inefficient activities and
leveraging environmental instability as a pos-
sible strategic advantage.

International economic experience shows
that during times of crisis, companies typically
fall into two main categories: latent companies
and aggressive companies, and survival ma-
rketing strategies are adapted accordingly:

e The wait-and-see strategy, characterized
by caution and strategic conservatism, can
offer significant competitive advantages.
Companies that manage to stay in the
market during a crisis may gain ground in
the long run due to reduced competitive
pressure and the ability to consolidate
during economic recovery phases.

o Conversely, the offensive-aggressive stra-
tegy involves taking controlled risks and
actively promoting creativity and innova-
tion, thus contributing to increasing
visibility and expanding market impact.
In this sense, modern techniques such as
guerrilla marketing and viral marketing
are effective methods for capturing con-
sumer attention and attracting new market
segments, even during times of economic
instability.

Therefore, in a constantly evolving tou-
rism landscape, product strategy, survival stra-
tegy, and marketing mix strategy should not be
viewed separately, but rather integrated into a
coherent system of strategic destination mana-
gement, focused on resilience, adaptability, and
sustainable competitiveness.
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sistem coerent de management strategic al
destinatiei, orientat spre rezilienta, adaptabilitate
si competitivitate durabila.

Concluzii

Turismul, ca domeniu strategic al econo-
miei moderne, se situeaza la intersectia dintre
dezvoltarea economica, conservarea patrimoniu-
lui cultural si protectia mediului inconjurator.
Complexitatea acestui sector impune o abordare
integrata si adaptativa, In care marketingul turis-
tic joacd un rol esential in stimularea competi-
tivitatii si in consolidarea pozitiei destinatiilor
turistice pe piata.

Intr-un context global caracterizat de
instabilitate economicd, schimbari climatice si
presiuni sociale, strategiile de marketing — fie ele
de supravietuire, anticipative, diferentiate sau
orientate spre marketing-mix — devin instru-
mente-cheie pentru valorificarea sustenabild a
resurselor locale si crearea unor experiente
turistice relevante si atractive.

Succesul unei destinatii nu depinde doar
de calitatea produsului turistic, ci si de capaci-
tatile sale de suport — ecologicda, economica,
fizica, sociala si psihologica — care trebuie per-
manent evaluate si integrate in procesul deci-
zional strategic. Pozitionarea favorabild a unei
destinatii Tn perceptia consumatorilor, prin aso-
cieri afective si imagine de brand clar conturata,
influenteaza semnificativ. comportamentul de
achizitie turistica si intentia de revenire.

in acest sens, adaptarea continui a ofer-
tei turistice la nevoile consumatorilor contem-
porani, digitalizarea instrumentelor de promo-
vare si diversificarea produselor turistice
constituie directii fundamentale pentru asigura-
rea viabilitatii si rezilientei sectorului. Totodata,
integrarea indicatorilor de sustenabilitate si
utilizarea eficientd a resurselor contribuie la
mentinerea echilibrului economic, social si eco-
logic al destinatiilor.

Prin urmare, marketingul turistic nu este
doar un mijloc de promovare, ci 0 componenta
esentiala a unui sistem de management strate-
gic durabil, capabil sa raspunda provocarilor
actuale si sd transforme turismul intr-un factor
de progres si coeziune sociala.
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Conclusions

Tourism, as a strategic sector of the mo-
dern economy, lies at the intersection of eco-
nomic development, cultural heritage conserva-
tion, and environmental protection. The com-
plexity of this sector requires an integrated and
adaptive approach, in which tourism marketing
plays a key role in enhancing competitiveness
and consolidating the market position of tourist
destinations.

In a global context marked by economic
instability, climate change, and social pressures,
marketing strategies, whether survival, anticipa-
tory, differentiated, or marketing mix-oriented,
become essential tools for the sustainable use of
local resources and the creation of relevant and
attractive tourist experiences.

The success of a destination does not
depend solely on the quality of the tourism
product but also on its support capacities: eco-
logical, economic, physical, social, and psycho-
logical, which must be constantly assessed and
integrated into strategic decision-making. A
destination’s favourable positioning in consu-
mers’ perceptions, through emotional associa-
tions and a clearly defined brand image, sig-
nificantly influences purchasing behaviour and
repeat visitation.

In this regard, the continuous adaptation
of the tourism offer to contemporary consumer
needs, digitalisation of promotion tools, and
diversification of tourism products represent
fundamental directions for ensuring the sector’s
viability and resilience. Furthermore, the inte-
gration of sustainability indicators and effi-
cient resource use helps maintain the economic,
social, and ecological balance of destinations.

Thus, tourism marketing is not just a
means of promotion but a key component of a
sustainable strategic management system,
capable of responding to current challenges and
transforming tourism into a driver of progress
and social cohesion.
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