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Abstract 
The purpose – The purpose of this paper is to research the role of marketing concept in the 

process of the sustainable rural tourism development.  

Design – The special focus is given to analysis of the factors that influence the implementation of 

marketing philosophy in tourism and its specifics in area of rural tourism. 

Methodology – Using available secondary and primary data from government bodies and 

relevant international organisations, several factors are identified that affect the implementation 

of marketing philosophy in area of rural tourism. Followed by qualitative analysis, these factors 

are analyses in details in order to provide the ideas for future development.The development of 

information technology, competition and growth in its global character, the new buyer and the 

need for sustainable development are just some of the factors that determine a new way of 

keeping the rural tourism business.  

Approach – Implementation of marketing philosophy in rural tourism is examined on the level of 

tourist destination, due to importance of cooperation and coordination on this macro level for the 

sustainable development of the rural tourism. 

Findings – Key findings indicate that marketing in rural tourism should be seen as a means to 

achieve development of strategic goals of rural tourist destinations, such as: long-term prosperity, 

guest satisfaction, profit maximization, extension of the tourist season, neutralizing the negative 

social impacts, stabilization of employment, support and further diversification of existing 

economic activity, temporal and spatial redistribution of tourist demand etc. Therefore, 

marketing cannot be understood simply as propaganda or simply as printing leaflets, but as a 

platform for defining business objectives and strategies, and creation of tourist products which 

deliver unique experience to consumers and generate profit for rural tourism destination.  

The originality of this research – The originality comes from the analysis of the specifics of 

marketing implementation in rural tourism, which provides the guidance and ideas for further 

improvements in the sector of rural tourism. 

Keywords Rural Tourism, Marketing, Product, Diversification 

 

 

INTRODUCTION 
 

Modern tourism, like many other business areas started to "branch" and has become a 

significant source of growth and development of companies, destinations, and entire 

national economies. All the effects of globalization and world economic trends can be 

integrated and analyzed through it. 

 

 



Tourism and Hospitality Management, Vol. 18, No. 2, pp. 267-279, 2012 

B. Mihailović, I. Moric: THE ROLE OF MARKETING PHILOSOPHY IN RURAL TOURISM ... 

 268

The last decade of the twentieth century brought significant changes in tourism, 

especially in regard to the behaviour of tourists as consumers. Accordingly, a strategic 

shift was carried out – from mass tourism towards the development of alternative forms 

of tourism such as eco-tourism, cultural tourism, rural tourism, congress tourism and 

others which are completely devoted to the individual and his specific needs. In this 

regard, special attention is directed towards the development of the rural tourism. 

 

Rural tourism as a sustainable, multi-functional activity based on local resources and 

related traditional agriculture, culture and natural resources, is recommended for rural 

areas because of its multiple uses, and it is proved by numerous positive experiences of 

European countries. On the other hand, there are many rural areas which are exposed to 

continuous processes of depopulation, economic decline and complete marginalization 

due to the intense process of industrialization, urbanization and electrification. The 

village is declining, and takes away the authentic way of life and overall culture of the 

village, because people as carriers and transmitters of such values are leaving. Further 

depopulation, with the introduction of new non-agricultural activities and re-routing of 

mass tourism, cause the rural areas to squeeze traditional farming and rural life (e.g. 

Kušen, 2006; Demonja and Ružić, 2011; Hall, Mitchell and Roberts, 2005). 

 

Above mentioned leads to the need that the rural tourism as an instrument of 

revitalization deserves more attention, and to make an analysis of those factors that are 

essential and/or critical for initiating rural tourism business. Among them the 

application of marketing concepts in all stages of development of rural tourism takes a 

special place. Accordingly, this paper aims to provide insight into the role of marketing 

philosophy in the development of rural tourism. With regards to this, the structure of 

work consists of three interrelated parts. The first part gives the definition of rural 

tourism and analyzes the specifics of this selective form of tourism. Fundamental 

concepts of marketing in tourism are analyzed in the second section. The third section 

argues the necessity of implementing marketing and its peculiarities in rural tourism. 

 

 

1. DEFINITION AND CONTENT OF RURAL TOURISM 
 

According to the World Tourism Organization (UNWTO 2004, 9), "rural tourism is a 

term used when rural culture is a key component of the product". In order to realize this 

concept, a tourist needs to provide personalized contact and the experience of a specific 

rural environment. In addition, the tourists should be given, as far as possible, the 

opportunity to actively participate in certain agricultural activities and other activities, 

traditions and lifestyle of local residents. It certainly provides a whole new experience, 

which is almost impossible to achieve in destination of so-called mass tourism. 

 

Kušen (2006) considers it necessary to insist on a complex definition of rural tourism 

because it needs to include all its elements. Thus, as tourism that takes place in rural 

areas, activities such as walking (trekking and hiking), biking, horseback riding, 

extreme sports (e.g. climbing), farm visits, tasting local food, hunting and fishing are 

also integral elements of integrated rural tourism product. Therefore, depending on the 

presence of such elements in the total supply, we can talk about agro tourism, green 

tourism, gastronomic tourism, nautical tourism, hunting tourism, cultural-historical 
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tourism, different types of sports and recreational tourism (e.g. riding) and more. The 

above suggests that this is a very complex type of tourism. That is why the division of 

rural tourism is very rich and very committed to the characteristics of the area in which 

tourist activity takes place. In other words, the boundaries and content of rural tourism 

are determined by the specific characteristics and limits of rural area in which to 

develop. If there are opportunities for the development of several forms or types of 

tourism in certain rural areas, then they all belong to the broader concept, which 

collectively are called rural tourism. In any case, preserved rural area is an essential 

resource for rural tourism. Especially interesting are the areas where poor production, 

smaller quantities and maintaining the traditional way of life are carried out because 

they are so attractive to tourists from industrialized and suburban areas that have lost 

the key features of recognition as a rural area. The above is especially important for 

Montenegro and its rural areas of exceptional natural beauty and rich culture and 

tradition. 

 

Authors Hall, Roberts and Mitchell (2005, 6) highlight the sensitivity of tourism as an 

economic activity in the development of rural areas in the following segments: 

• Generating new business and jobs is often limited due to small size and dispersed 

activity and low rates of return on investments; 

• It requires more skill to achieve success, and the same is not possible to combine 

in one person; 

• The development is in the hands of rural entrepreneurs, such as farmers and local 

municipal officials who often lack the necessary skills and knowledge in the field 

of tourism; 

• It anticipates great number of micro enterprises; 

• Sources of investment are often scarce; 

• The duration of the tourist season is short; 

 

In accordance with the preceding, it is possible pick out a few specifics for the tourist 

offer in rural destinations. Tourist offer is extremely fragmented, and consists of a large 

number of small, regionally dispersed bidders. These are mostly small family 

businesses, which offer warm welcome and personalized contact with tourists. 

However, there is often a great lack of inconsistency with regard to the quality of 

services provided, which can vary to a greater or lesser extent. In addition, holders of 

such positions are limited with staff and finances, which directs them to join forces for 

more efficient implementation of destination management and marketing programs. In 

the examples of rural tourism development in Central and Eastern Europe risk factors 

that can affect the development of rural tourism are identified (Hall, Kirkpatrick and 

Mitchell 2005, 27-28): 

• Lack of understanding and / or misunderstanding of the concept of rural tourism, 

coupled with the wrong initial assumptions about the simple and easy generation 

market, income and employment, which often leads to failure and the creation of a 

given image of negative rural areas and the whole country as a tourist destination; 

• Low level of quality accommodation, associated with the poor resources of 

investment and lack of planning for further development; 

• Lack of information about the needs and desires of tourists as a result of 

insufficient or poor quality of marketing research; 
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• Lack of funds for starting and / or continuation of business as a result of 

insufficient understanding and support from the banking and other financial 

institutions; 

• Low level of infrastructure in rural areas, but noting that this deficiency can be an 

advantage in terms of eco-rural tourism; 

• Lack of information on the possibilities and opportunities of further development 

of tourism, leading to disconnection of villages in a unique tourist product and lack 

of support of local and regional, governmental entities; 

• Non-compliance with the development objectives of local governments and 

development agencies, and as a result of inadequate communication, lack of 

confidence, and lack of shared vision of development. 

 

It is noteworthy that in many cases in rural tourist destinations, tourism is an additional 

activity that provides significant support to the traditional rural economy, made up 

primarily of agriculture, forestry, crafts and other activities. Therefore, the holders of 

such positions are farmers, and not tourist entrepreneurs with all necessary supporting 

knowledge and marketing skills. Thus, as one of the key limiting factors in the success 

of rural tourism are planning, organization and implementation of effective marketing. 

Many rural areas face a lack of their own tourism image, as a result of insufficient 

application of marketing concept to create a tourism product. In this way, rural 

destinations cannot be successfully positioned in the market or they work in difficult 

circumstances, and it is their main limiting factor for further progress. The cause is less 

attention focused on the so-called "Soft" elements of rural tourism development such as 

knowledge and skills in the field of marketing, management, modern computer 

technology, foreign languages and more. 

 

 

2. CONCEPTUAL BASICS OF MARKETING IN TOURISM 

 
2.1. The fundamental tenet of marketing philosophy 
 

Contemporary needs of people as consumers, families, groups and the community at 

large are changing rapidly. Thus the enterprises need to inputs different contents. The 

basic assumption to meet their need is appropriate offer, which should coincide with 

them. Supply bidders realize their business goals in adequate exchange with market 

demand. 

 

The business philosophy, which helps bidders to timely focus on the potential demand, 

and achieve their own business objectives, is known as the "marketing". Applying its 

principles to create a supply helps managers to focus themselves on those market 

segments that may contain the expected demand in a timely manner. Marketing is not 

just a need for manufacturing companies, but for all bidders regardless of whether it 

comes to material goods and / or services. The newest concept of marketing is 

increasingly seen as managing profitable relationships with customers (Customer 

Relationship Management). Relationships with customers are the basic setting for the 

success of modern managers. 
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Marketing concept is subject to change, like any other area of business economics. 

They occur in at least two directions: a) changes to the treatment of consumer and b) 

changes in area of specific applications of different businesses. Today we can already 

distinguish and start a new concept of marketing. Previous (old) marketing concept 

based on several fundamental theses (1) Mass production, focused on economies of 

scale and low costs, (2) Mass and high standardization of products in response to 

requests of more picky customer, (3) "Mass marketing", based on a philosophy of 

maximizing the number of potential customers and based on appropriate media (TV, 

etc.) and the promotional mix and (4) "The average consumer", founded on the basis of 

standardized messaging to the company. Generally speaking, the old marketing concept 

is based on a stable demand, stable processes and stable product. A new concept of 

marketing purposes, instead of the above, doesn’t put an accent on customer needs any 

more but on the value he sees in the product, making the decision to purchase, along 

with the process of its consumption. 

 

Unlike the previous concept, which was based on creating and maintaining customers, 

the new concept is based on the respect of the previous, but adds "the development of 

connecting with the customer" (Develop Customer Relationship) as a new task 

management. It is based on a reconceptualization of marketing mix, especially some of 

its instruments. However, it is important to note that the changes that have taken place 

at the turn of the century in the field of marketing philosophy did not lead to changes of 

fundamental principles and settings. 

 
2.2. The objective needs of the application 
 

As it is known, marketing appeared first in order to solve new problems in placements 

of a manufacturing enterprise. The phenomenon of marketing is to be understood as a 

reaction to the changing demands of enterprise environments and demand as most of its 

components. Expanding of the application of marketing to other areas is the logical 

flow from the increasing complexity of market and market relations with the other 

business areas. Today, the marketing concept and philosophy of business is just as 

important for industrial products and the service sector. 

 

Tourism market is a special form of the market. Among the specifics of the service 

market and the appropriate application of marketing can be extracted: 1.The rapid 

growth of service markets, 2. The sensitivity of demand, 3. The exceptional 

competition, 4. Individuality of demand and consumption, and 5. Modern requirements 

for standardization (Mihailović 2011, 77). 

 

These above mentioned specifics "dictate" the need and the specific application of 

marketing in tourism. In particular, we emphasize the need for multiple layers of 

application of marketing in tourism to the destination level. 

 

A modern tourist has in mind what is offered, but based on the destination as a global 

goal to meet specific travel needs. That is why each bidder must bear in mind that his 

sale is under the "umbrella" of that destination with all its references which exist in the 

eyes of consumers. 
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Any changes that are rapidly taking place in the tourism market are a "challenge" for 

marketing managers. For the tourist market, apart from the extraordinary complexity of 

the phenomenon, its continuous expansion is one of the main characteristics. 

 

Specifics of the application of marketing in tourism, in principle, derived from "nature" 

of the tourist service itself. It has three basic characteristics, namely: (Mihailović 2011, 

89-90): 

 

(1) The seasonal character of the demand. Variations in demand are common in all 

sectors, but particularly pronounced in tourism. Demand is more pronounced in the 

season, which is different (summer, winter) depending on the type of travel needs. The 

role of marketing is to offer extended season and marketing tools to adapt to different 

intensity of demand. Seasonal demand is determined by the intensity of supply in all 

sectors of the tourism industry. 

 

(2) High fixed costs. Tourist activity is characterized by high capital investment, 

because of the increasing of comfort that modern tourist demands. Equipment, air-

conditions, and other items cause high fixed costs which should be compensated from 

the income that tourists will spend. Therefore, the marketing managers should create 

that offer that will absorb enough income to cover these costs. 

 

(3) The interdependence of the tourism product. Modern tourists are expected to be 

offered a combination of the tourism product or offer that will satisfy all his needs. In 

this conglomerate of products there are different types of services, as well as material 

goods, which constitute a whole offer. 

 

Theory and Methodology of marketing is unique in its application of the fundamental 

determinants of tourism, and especially the following (Mihailović 2011, 93): 

1. Consumer needs are fully the principle of economy, 

2. The demand is unprecedented for the business success of the subjects in the 

tourism market, 

3. The market logics is relevant to the enterprise in the field of tourism and tourist 

destination, 

4. Profit is the motive of doing business (but not at any price) and 

5. Increasingly prominent aspect of international business and upholding the 

principles of globalization. 

 

In order to complete the implementation of the concept of tourism marketing in the 

above mentioned, a paragraph should be added that in this area its integrity is more 

represented than any other where the phenomenon of marketing is applied (1) and in 

addition to economic (narrow), the application of marketing in this sector expresses 

social values (2). 

 

In terms of treatment of tourism marketing, we should single out the wide application 

of achievements in other scientific fields. Therefore, marketing of tourism is associated 

with different (micro and macro) economic disciplines. We should primarily mention 

micro-economics (in the broadest sense), the organization, the science of consumer 

behaviour, and macroeconomic disciplines: monetary economics, economic 
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development, international economics, various multipliers and other related fields. 

Interdisciplinarity is especially required in the application of marketing in rural 

development. 

 

Globalization affects in the way that tourist enterprises increasingly characterise the 

concept of international business. So it is necessary to single out the increasing role of 

international marketing methods in tourism, or transfer its settings to a specific tourist 

area. This is understandable, since every company has a logic of the international 

tourism business. Their business approach is logical from the domestic to global 

company. In all that, all the activities of modern enterprises in the tourism industry 

adapt to the market. At the same time there are major organizational changes in tourism 

businesses, through various forms of networking and cooperation, and the logic of 

international marketing is increasingly interpolated in tourism destinations and 

individual enterprises (Mihailović 2011, 93). 

 

 

3. UNIQUENESS AND NECESITY OF THE IMPLEMENTATION OF 

MARKETING IN RURAL TOURISM 

 
3.1. Specifics of rural tourism relevant for marketing implementation 

 
Rural tourism is a special part of the overall tourism industry. Application of marketing 

comes from the nature and specifics of it as a segment of tourism offer. From above 

mentioned, it is still a logical conclusion that the application of marketing is based on 

three key components: 

• Fundamentals of marketing philosophy (purpose, objectives and goals of the 

supply and demand holders), 

• Application of marketing to the field of tourism and 

• The specific application of marketing in the area of rural tourism, based on specific 

segments of demand and supply and adjusting to the specifics, especially of natural 

characteristics.  

 

The fundamental thesis of this paper is that the implementation of the marketing 

concept is one of the key factors of success in initiating activity and survival of rural 

tourism in the tourism market. Specific characteristics of rural tourism "dictate" 

creating offers according to the modern requirements of demand. Consideration of the 

needs of tourists in rural areas is only possible on the basis of marketing research, as a 

lever to create an adequate supply. 

 

In this area, particularly the application of marketing subtle due to the following 

constraints and challenges: 

 

(1) Large share of micro, small and medium enterprises and challenges of their (non) 

cooperation. As holders of rural tourism activities, there are primarily small and 

medium enterprises, and not a small number of micro enterprises. Among these tourism 

offer bidders, there's a strong competition rather than cooperation and it can be a 

significant problem. Clark (2005) concludes that the problems of small business at the 
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same time the problems of rural tourism, bearing in mind the above mentioned. 

Problems of non-cooperation are common and appropriate stimulation by government 

bodies is necessary, as well as the legal framework that would discriminate the 

cooperation positively in order to encourage it. 

 

(2) Responsibility for development is scattered at different levels within the private 

sector, at all levels of the national to the local within the public sector, but also at the 

international level (e.g. programs and funds for the development of the European 

Union). Integration and partnership between public and private sectors and the 

integration of rural tourism and other economic sectors are crucial, but often critical 

elements of rural tourism development strategy. Responsibility for the development of 

rural tourism is on several levels, from national to the local level, where you actually 

place the process of creating and consuming products of the rural tourism. The above 

mentioned clearly requires coordination in planning, organizing and implementation at 

all levels. However it is considered as good when there is stimulation and leading the 

whole process from the national or even international level, because then it is possible 

to achieve the highest level of mutual coordination among the participants in the 

development process (e.g. see PHARE program and the detailed results in Slovenia). 

Also, the normal development requires coordination among government departments to 

ensure compatibility in the legislation. 

 

(3) The issue of effectiveness and efficiency of marketing in rural tourism, which takes 

place on multiple levels and destination of the specific products (e.g. accommodation 

on a farm, cycling, theme paths, etc.). Is marketing really effective on so many levels 

of? Can the marketing be adapted to each destination and the product level in an 

effective manner? These questions can be added the fact that resources for the 

implementation of marketing decisions are very scarce in rural areas and that their 

ineffective and inefficient spending creates additional problems in the development of 

rural tourism destination. 

 

(4) Researching specific segments of rural tourism, which are significantly 

differentiated, segment selection and positioning of their own deals and destinations in 

relation to the chosen target segments of the customers. Development of rural tourism 

destination requires a very careful analysis and selection of those market segments 

which can be met and that match the previously defined strategic goals of development. 

Each segment has a different impact on the strategic goals of destinations such as, for 

example to increase spending or extend the tourist season. However, the creators and 

supporters of tourism development policies have a limited amount of information, 

which is caused by insufficient marketing research. Even traditional statistics and 

indicators (e.g. number of visitors, length of stay, consumption) are not recorded, and 

methodology through which data are obtained can often be of a very dubious character, 

while calculating market share and any comparisons are often not possible. 

Understanding consumers of rural tourism requires knowledge and motivation, needs 

and desires, image, perception, and behaviour before, during and after consuming the 

product. Quantitative indicators are not enough, and unfortunately they are, usually, the 

only ones at disposal. The choice of market segments should be based on realistic 

estimates of destination competitive advantages. The goal is to meet expectations and 

offer value that the selected segment requests. Dividing segments may be based on a 
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series of characteristics such as age, family status, income, behaviour and interests, 

place of residence and mobility. As an example of market segmentation of rural 

tourism the following segments of consumers of rural tourism can be mentioned 

(European Commission 2000, 17): Daily visits, short (weekend) holidays, families with 

children, older generation, tourists with special interests, study groups, people with 

disabilities and others. 

 

(5) Expressed need for association of holders of supply due to scarcity of their own 

resources, and the use of cooperative marketing. Gorman (2005) identified cooperation 

as cooperation between two or more bidders, where each partner brings some but not 

all of their resources, thus contributing to the overall marketing competencies of 

cooperation, with a view to mutual benefit. The same author stresses the importance of 

cooperation in the tourism sector, particularly for those bidders that are located in 

peripheral areas or centres, in case of rural tourism. However, in order to lead to 

successful cooperation it is necessary to bear in mind the following challenges and 

constraints (Gorman 2005, 121): 

• The existence of interdependent stakeholders, and incentives that would induce 

cooperation and participation of partners, 

• An effective way to share decision-making, 

• The existence of constructive solutions that respect their differences, 

• The existence of collective responsibility for future results, 

• Awareness of the dynamic process of collaboration. 

 

However, the benefits of cooperation have been identified in a number of rural tourism 

destinations, and some of them may be: (Clark 2005, 90): economies of scale, 

preventing the outflow of income from the destination and the multiplication of the 

economic effects in the local community, managing visitors in terms of spatial and 

temporal dispersion, access to new knowledge and marketing skills, technology and 

distribution channels, support education and training and access to greater financial 

resources. 

 

(6) The use of modern information technology for communication and distribution of 

rural tourism product. The role and importance of marketing communications in 

practice is often misunderstood and simplifies the production of leaflets as 

accompanied with some form of direct mail. On the other hand, the possibilities opened 

up by the application of Internet and its services (e-mail, web, blog, etc.) are not fully 

recognized. It is necessary to take this opportunity for two-way communication 

(instead of former one-way), with leaflets and brochures as well as tangible support 

mechanisms. PR as a tool of promotion is often neglected, and only occasionally used 

as a supplement to the propaganda efforts. Rural tourism development requires the 

integration of all forms of communication and achieving synergetic effect in creating 

and sending promotional messages to the environment. 

 

(7) Nature conservation and respect for the principles of sustainable development. 

Sustainable development is an essential element of any strategy for developing rural 

tourism. Rural tourism development must contain three essential elements of 

sustainability including: environmental, social and economic sustainability. The key 
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elements of each of the rural tourism offer are clean air, clean water and distance from 

urban agglomeration, even more than other types of tourism. The above mentioned 

points to the need of promoting the social aspects of marketing whose principles 

receive its full confirmation just in this kind of tourism. 

 

(8) Global context of rural tourism is particularly interesting. Namely, for international 

visitors, rural tourism products are interchangeable or there are significant substitutes 

on a global level but also within a country. The above mentioned is not well understood 

among individual bidders at the local level and the rural tourism offer in the immediate 

environment is often seen as the only competition. In addition, Clark (2005, 88) states 

that the concept of rural tourism for the consumer does not have a consistent global 

interpretation. It is not about technical definitions but rather about the perception of 

consumers. The same author explains that what is seen as a "green", "clean", "rural" or 

"free" in one country may not be so in another. Visitors from various countries bring 

cultural expectations determined by "rural" and which does not and often does not 

match the rural tourism offer of the host country. 

 
3.2. Necessity of marketing implementation in rural tourism development 

 
In order to achieve a higher level of business effectiveness, holders of rural tourism 

activities have to implement marketing as a business philosophy more thoroughly. The 

understanding of the existence of a link between market orientation and business 

success must increase in order to allow the application of a long-term marketing 

concept rather than a strategy of survival from one season to the next. Regarding the 

long-term planning, greater shift has to be done in the area of strengthening of the 

market research function, product diversification, pricing policy, promotion and 

distribution. The role of marketing philosophy is to answer these key challenges. 

 

The holders of rural tourism activities usually do not have formal strategic and 

operational planning documents, or such cases are quite rare. Due to this fact, the use 

the marketing information in the regular management information system, and carrying 

out intensively the marketing activities is less possible. The basic component of 

marketing effectiveness is the existence of adequate planning and marketing plan as a 

result of this process. The role of an effective marketing plan, at micro- or macro-level, 

is to focus the scarce resources of an offer bidder (e.g. tourist farm), towards selected 

market segments with adequate combination of marketing instruments.  

 

With regards to planning on macro-level, one of the main roles of marketing 

philosophy is to protect the rural character of an area as the main element of a rural 

tourism product. Rural tourism cannot enjoy the benefit of being too successful because 

success will change the nature of the product (Gilbert, 1989). When a village becomes 

successful, it will attract investment and the development of tourist services. Actually, 

success itself can seriously destroy the distinctive character of an environment. The 

role of marketing philosophy is to define the guidelines for image creation and 

protection, via adequate strategic marketing plan, in order to protect the long-term 

interests of an area.  
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The awareness of necessity of various innovations, especially regarding further product 

diversification, is also seen as quite problematic. The lack of awareness that the change 

is the only constant in the business could be solved via continuous education. For 

example, farmers as offer bidders are opened for external advice and consulting, 

especially if these activities are part of free of charge training or certain governmental 

development programme. When the level of awareness reaches its critical point, the 

offer bidders need the strategy to improve their tourism product. Market research is the 

first step, and that means that market research is not an end in itself. The holders of 

tourism activities should find the ways for compiling accurate databases of personal 

life-stage, socio-economic, and behavioural characteristics for prospective customers, 

and other elements of market, as well. Such a growing database may create a wealth of 

marketing opportunities. The data obtained through extensive research should have an 

immediate and practical impact on planning and organization of rural tourism offer. 

 

The focus of marketing philosophy has to be on providing the highest level of tourist 

satisfaction. The marketing of rural area is not about the marketing of a place, but of 

providing a range of experiences. To concentrate solely on ‘place’ leads to a product 

orientated perspective that loses sight of the delivery of experiences (Gilbert, 1989). 

Regarding rural tourism product development and diversification, it is highly 

recommended to develop the whole portfolio of products and services, well known as 

product mix of "see, buy and be" attractions (Clark, 2005). "Seeing" attractions 

encompass sightseeing attractions. "Buying" attractions provide opportunities to buy 

physical goods (souvenirs, crafts, food, drink, etc.). "Being" attractions are related to 

the tourists who would like to spend their time in self-development and physical 

activities and recreation. Lack of "be" and "buy" activities and over-supply of "see" 

attractions represent the usual challenge facing great number of rural tourism 

destinations. The marketing concept could solve the problem in a way to develop 

adequate strategy which will generate better links between farmers, local tourism 

sector, travel agencies and other stakeholders, in order to provide necessary 

components of a rural tourism product. Promotion, as an element of a marketing mix 

concept, covers a range of activities including the main ones of advertising, public 

relations, personal selling and sales promotion. The effectiveness of each promotion 

instrument depends on the available marketing skills and planned approach, rather than 

ad hoc approach with irregular communication activities. Due to the lack of financial 

support and marketing skills, the rural tourism enterprises need to achieve the 

coordinated promotion and pricing policy. But, the competition rather than cooperation 

among them is seen as serious obstacle for effective joint marketing activities and 

further rural tourism development. Special marketing opportunity offers the 

Information and communications technology (ICT) in sense that it reduces the reliance 

on intermediaries. Also, Web site and other Internet services could be used for 

promotion and innovative direct communications with the market, especially with the 

independent tourists.  

 

Finally, marketing concept should be implemented in order to develop the distinctive 

image and enhance the brand awareness. In line with this process, the creation of an 

authentic tourism product based on the distinctive competitive advantages of a 

destination is seen as a key factor. Rural destination/product has to retain its unique 

identity, authentic sense of a place, and its traditional hospitality. Brand management 
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based on these components, and emotion at its core, has the possibility to be effective 

in the long- term.  

 

 

CONCLUSION 
 

The need for a marketing implementation in the field of rural tourism is encouraged by 

increasing complexity of market and market relations on a very dynamic tourism 

market. The development of information technology, competition and growth in its 

global character, the new buyer and the need for sustainable development are just some 

of the factors that determine a new way of keeping the rural tourism business. Today, 

the marketing concept and philosophy of doing business are becoming essential to all 

policy makers and implementers of rural development. 

 

Specifics of the implementation of the marketing concept in rural tourism development 

arise from the very specific characteristics of rural tourism supply and demand. In 

particular, the application of marketing philosophy required a subtle approach to the 

following limitations and challenges: (1) high share of micro, small and medium 

enterprises and challenges of their (non)cooperation, (2) Responsibility for the 

development is scattered at different levels within the private sector, at all levels of the 

national to the local within the public sector, but also at the international level (3) 

Questionable effectiveness and efficiency of marketing of rural tourism due to multiple 

destination levels and among specific products (4) Specific segmentation, targeting and 

positioning (5) The need for cooperative marketing (6) Modern information 

technology, (7) Nature conservation and respect for the principles of sustainable 

development, and (8) Global context of rural tourism. 

 

There is no doubt that marketing in rural tourism should be seen as a means to achieve 

development of strategic goals of rural tourist destinations, such as long-term 

prosperity, guest satisfaction, profit maximization, extension of the tourist season, 

neutralizing the negative impact, stabilize employment, support and further 

diversification of existing economic activity, temporal and spatial redistribution of 

tourist demand and changing consumer behaviour in terms of increasing tourist 

spending. Therefore, marketing cannot be understood simply as propaganda or simply 

as printing leaflets, but as a platform for defining business objectives and strategies, 

and creation of tourist products which deliver unique experience to consumers and 

generate profit for rural tourism destination and others who appear as the bidders. 
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