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Abstract: Our paper aims to illustrate the fact that the tourism industry needs a special 

attention because it is unlike any other and at this level promotion is a key element.. Instead of 

a simple product, you are selling a place and all the things it has to offer. You are competing 

with an entire entity every time you are promoting tourism in a given destination. This level of 

competition demands a more complex approach. To be successful, you should constantly put 

forth the best possible images of the destinations you are marketing in order to create interest 

on a broad scale in as many ways as possible. 
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Introduction 

Romania's tourism potential is envied by many countries, yet they proved to be able to implement a 

real tourism, through techniques and specific strategies accepting foreign investors (not as we did 

using the slogan “we do not sell our country” and by doing a privatization with 1 euro for political 

clients). This was the reason I have chosen my topic, “Promoting tourism product in Terra – Nova 

LLC” intending to highlight the tourism a potential that Bacau County can be proud of. 

 

Expressed in general, all activities, relationships and organization and performance measures 

determined by leisure trips or for other purposes, tourism acts as a socio-economic phenomenon 

complex, resulting from the integration of several subdivisions of the economy; coming to work in 

hotels and restaurants, transport, travel agents and the Touring Operators, etc., and mainly involved 

directly in serving tourists as telecommunications, culture and arts, sports, health and others involved 

to a lesser and indirectly measure in this regard means tourism. 

 

Tourism aims at satisfying people throughout the journey and can be viewed in its content, as a series 

of services, such as the organization of the trip, transport, rest and nutrition, recreation. 

 

Tourist product at Terra-Nova LLC is based on experience gained in the last years, the professionalism 

and seriousness of its workers in creating an extensive network of collaborators that manages to cover 

the entire tourism market. Booming tourist market with an extreme dynamics and position Nova 

Terra- agency, although it is a solid one, it may be seriously challenged in the future by the current or 

new competitors. To improve the quality of transport conditions modern buses of the latest generation 

have been purchased and the staffs have been trained in order to meet the clients’ expectations. 
 

1. Terra Nova LLC Tourist Product 
Although Nova Terra- Company uses a wide range of promotional activities there is a strong focus of 

some special actions during the tourist season. We think it should be given more attention in the future 

to the weekend tourism (rural tourism, mountain resorts, winter sports practice, etc.), registering 

effects of seasonality on the Agency's work. It would be desirable more active and persistent relations 

to some market segments too exploited in the past for good reason, but which currently have a new 

potential and worth watching (foreign tourists, schoolchildren and students). 

 

The company is interested to create the tourism product in order to increase its income and to become 

more and more competitive in the field. Tourism product development involves implementation of a 

comprehensive strategy leading towards dealing with estimated increase in business over the short, 

medium and long-terms. 

 

Terra - Nova LLC is adopting efficient methods of distribution taking into consideration that it is an 

intermediate type tour operator, is taking partial services provided by various companies integrating 
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them as complete travel, limiting significantly the number of transactions of the producer and 

consumer part of such products, simplifying their enormous commercial efforts. 

 

Outside the mentioned services, tourism product involves the provision of additional services; the firm 

makes them available to customers in different periods of their consumption such as: 

− Travel organization services and information consumption that is usually running during the 

preparation and realization of basic services, but also during their performance, asking them 

available for free or at cost; 

− Intermediary services like resale seats, rentals, insurance while travelling; 

− Other specific ones: secretariat during the congress, translation, childcare, telecommunications. 

 

2. Tourism Marketing at Terra Nova LLC 
The agency pays special importance to additional services because of the role they play in the decision 

to purchase a package. It serves to enhance comfort holidays, stimulate leisure, recreation, 

entertainment, substitute leisure services, their main characteristic being the variety. Terra – Nova 

LLC develops and coordinates its marketing activities taking into account the information submitted 

by the departments of management, research and development, finance and accounting, procurement, 

production, personnel etc. 

 

Marketing decisions are directly influenced by the quality of staff from both the marketing department 

and the other departments of the agency. All the departments are making the internal environment of 

the company and it is the microenvironment which is under its control and direct total. On the other 

side of the microenvironment of marketing, the company can influence, but cannot have total control. 

 

The majority of terrestrial communication routes accessing to Bacau and the agency and surroundings 

are divided into road and railways; it should be recalled the highway of international interest E20, 

which makes it possible the link between Bacau county in northern Moldavia and the southern, 

complemented by national roads DN 11A giving access to Onesti and Slanic Moldova (DN 11) and 

Ghimes-Faget the only link up with Transylvania (DN 12A) a bond that can be achieved through 

Oituz. Railways have a significant share in Bacau County and allow access from the North to South by 

electrified railway. The airport also allows quick connection of Bucharest, Iasi and the Romanian 

seaside in summer.  

 

Bacau concentrates the administrative district of the county and it is one of the largest cities of 

Moldova (second place after Iaşi), being also an important industrial and commercial centre. E85 and 
E57 European road, Romanian railways, airlines, linking various national and international 

destinations make the city an accessible, dynamic, and evolving place. 

 

The climate is continental; the average air temperature varies between 4-6°C in the mountainous 

region of 8-9 ° C Siret valleys. The average annual rainfall exceeds 500-550 mm / m in Barlad Plateau. 

 

Bacau county's relief is varied, resulting in mountains, hills, plateaus and valleys, stepped dropping 

from west to east, towards the mountainous central group formed by Eastern Carpathians with heights 

up to 1.700m (Tarcău Mountains, Magura Casini and Black Zbiona belonging Vrancea Mountains). 
 

We made a brief presentation of Bacau town in order to illustrate that Terra Nova LLC agency intends 

to build up a new strategy for enlarging its market share based on the circumstances offered by its 

location in the town and based on the opportunities offered by the touristic potential of the region. It is 

necessary that the region of Moldavia and all the rural sites spread in a beautiful scenery offering a 

large variety of landscapes in all seasons of the year and the cultural life be highly promoted stirring 

the interest of tourist. On the other hand, students and young people living and studying in Bacau, 

should be attract to discover the tourist potential near them instead of offering them  remote foreign 

touristic places. In fact tourism means discovering new and interesting places where the beauty of 

nature meats the cultural attraction and the history. 

 

Consumer research is a difficult process for marketers both in point of the characteristics of the 

services that make up the tourism product, and that the factors that influence consumer behaviour. 
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However, it was concluded that socio-cultural factors have the greatest influenza on consumer 

behaviour. This is why businesses need to consider in developing marketing strategies. 

 

The way in which the decision to purchase differs from organizational consumers versus individual 

consumers, in most cases, organizational buying behaviour of the consumer is more complex because 

there are several persons involved in the decision-making process and objective factors (cost, quality 

and facilities) were more important than the subject. 

 

The quality of the tourism product that is the extent to which it ensures the satisfaction of tourists 

between the customers and the expected features offered by manufacturers), it can be appreciated in 

the light of several types of characteristics. From the diversity of approaches to quality characteristics 

of tourism products, here we present just one, which consists in grouping them into: natural, technical, 

organizational, human, socio-cultural, political and legal, economic etc. 

 

In order to attract tourists, Terra Nova LLC intends to apply a set of successful marketing and 

promotion campaigns because the tourist industry is one of the most important in a country’s 
economy. We are aware of the fact that successful marketing and promotion campaigns have the 

potential to generate important revenue.  

 

Tourism destinations are probably among the most difficult “products” to market, involving large 
numbers of stakeholders and a brand image. A destination marketing organization is any organization, 

at any level, that is responsible for the marketing of a destination.  

 

The action strategies for the development and management of tourist destinations should consider the 

needs and interests of all stakeholders in the tourism system: local/ rural community, entrepreneurs, 

investors, governments, tourists and other stakeholders. Tourism product development aims at long-

term sustainable development by the execution of a number of strategies. These strategies bring into 

focus the general idea to increase competitiveness, by promoting closer integration of people and 

develop and maintain the environment. Tourism specialist must be above all a very good organizer, be 

able to offer those interested in the highest quality services. In tourism product range consists of a set 

of products that can be grouped into product lines, each line is defined by a certain element base 

resulted in a resort in a certain kind of tourism (business, cultural, sports, spa, etc.) in a certain system 

of transport (road, air, rail, water), a certain way of accommodation (hotel, villas, private homes, 

campsites, etc.). 
 

The promotion will be reflected in turn, quality, and price, and the message to consumers must be the 

standard. Marketing services and discounts used selectively depending on exchange rates, costs, stage 

of economic development or to overcome certain perishable problem services. He can be decisive in 

the choice of destination by potential consumers. Frequently, companies resort to seasonal discounts to 

try to keep demand at a certain level throughout the year. 
 

The prestige of tourism enterprises and the opportunity is given to the quality of tourism services. 

Price range for a strategic product, and the tourism market fluctuation requires frequent price changes 

due to changing in demand for recovery of unused capacity that occur for the following reasons: 

− Seasonality. The tourism marketing strategy set price can be maintained in peak season, but the 

reductions are generally required off-season. In some cases, however, even during the season, 

last-minute prices to be reduced if the company believes that this leads to full capacity use. 

− Unforeseen market fluctuations. They can be caused by events such as wars, terrorism, 

environmental disasters, economic factors etc. 

− Intense competitive activity. You can offer discounts and other special offers only to "dispel" the 

competitors and their activities. In most cases, tour operators are interested in what competitors 

do, by taking appropriate measures. 
 

Both for reduction and increased prices, the buyer associate price with quality, especially for products 

that have not experience before buying (e.g. dishes served at restaurants, hotels etc.). Proceedings to 

modify the prices directly affect suppliers, distributors and consumers. Objectively, the tourism 

product is the heart of tourism marketing. He is in fact those potential benefits that consumers have 

come to expect. 
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Because components of the tourism product, i.e. tangible and intangible, across political product, the 

marketer must consider three levels of supply (core product, tangible product, the product developed). 

In tourism, distribution is an important lever of the sales of tourism, stimulating and attracting 

potential consumers. Choice of distribution channels, selecting intermediaries, establish appropriate 

distribution patterns of each product and service is a paramount of marketing decisions with long-term 

effects, related to the marketing strategy. 

 

Decision making on promoting occupies much of the time of the person responsible for marketing, the 

company's entire tourism necessitating carefully defined objectives to be achieved, the financial 

burden trained and expected effects arising directly from them. 

 

Playing a key role in achieving the company's economic and financial balance of tourism, promotion 

involves intellectual and financial involvement of all firms that provide “manufacture” integrated 

tourism products. Depending on the elements that constitute the fulcrum of the operation promotional 

sales promotion techniques can be grouped into two broad categories: 

a) Techniques whose support is to promote the mark at issue. This category includes: discounts, 

premiums and promotional gifts, promotional contests and games and free trials of products; 

b) Techniques enhancement products to the place of sale. This category includes: point of sale 

merchandising and promotion. 

 

Forms of promotion at TERRA – NOVA LLC know a great variety in the current period under the 

report of content, role, embodiment, delimited into the following criteria: 

− Advertising; 

− Sales promotion; 

− PR; 

− Use of the trademarks; 

− Promotional events; 

− Sales forces. 

Each of these components benefits from the methods, techniques and specific means of action.  

 

Terra-Nova LLC in Bacau applies a promotional strategy that relies on the contribution of numerous 

means of communication and advertising having a fundamental role in informing potential customers 

about the presence on the market of a product or tourist service. 

 

Terra Nova LLC invests in advertising in high circulation publications such as the National Pages, 

Yellow Pages, hotel guide (Publirom), the catalog ANAT local firms county rankings (2008) and 

Bacau County Guide - Yellow Pages (2009). 

 

The Internet is the new media advertising accounted true electronic media. Terra- Nova has created its 

own page on Internet accessibility benefiting from the advantages of www.terra-nova.ro address for 

those interested in having the information about the agency and the agency offer. The company also 

uses as a means of advertising an outdoor advertising, with display advertising material contracts in 

the chain of Melior bookstores and Pambac grocery stores all over the county and billboards in Onesti 

town. They are located in crowded areas or commercial fords to be seen by as many people moving, 

whether they are local. 

 

Publicity is a key factor in the performance of the Terra - Nova agency. A consistent advertising 

budget does not guarantee a successful advertising campaign. No matter how big the budget, this 

activity can be successful only if the advertisement attract attention and communicate messages 

effectively. Advertising is the most common messages and presents one or more people using the 

product in a real environment, how the product fits into a certain lifestyle, creating an image around 

the product such as beauty, love or serenity. 

 

Special offers used by Terra - Nova include discounted rates for services during the entire season and 

aims to the clients or only certain segments (pensioners, students, trade unionists); in this category 

may also enter special programs promoted last year by the Ministry of Tourism. 
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Conclusions 
In order to maintain a constant contact with external audiences, Terra – Nova LLC participates in all 

fairs and exhibitions organized by the Chamber of Commerce and Industry in Bacau, having 

contractually reserved all the demonstrations stand. Being present at such events the company has the 

possibility to enlarge its partners’ portfolio and increase the bunch of its services. There is a 
permanent preoccupation to conclude new contracts for future touristic seasons. Tourism fairs are a 

good opportunity for every tourism agency and Terra Nova LLC is always present at these kinds of 

events. 
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