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Abstract 

The main propose of this study concentrates on researching the role of mass media in 

promoting and selling tourists’ packages in Romania. We want to investigate the tourists 

opinion regarding the importance of mass media in selling and promoting tourists’ 

packages, the tourist considerations in the quality of the mass media tools (TV, radio, 

internet, written press like newspapers, magazines, brochures and catalogues) for selling 

and promoting tourists’ packages, and if the tourists consider reliable the advertisements 

broadcasted by media regarding offered holidays. A quantitative marketing research using a 

pre tested questionnaire will provide the answers to these research questions. The expected 

results will help the actors in the tourism field to a better understanding of the mass media 

role in selling and promoting tourists’ packages and will also enrich the knowledge in the 

powerful of the communications in the tourism domain. 
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Introduction 

Successful management of a travel agency’s communications with its customers, middle-

men and other publics is essential. Without this, a well-designed and produced product or 

service may go unnoticed, however well distributed and priced it is. Some form of 

communications system is necessary in modern business, and travel agencies are constantly 

improving their skills in this area. 

The volume of messages now being aimed at customers makes such improvements 

necessary. The cost of marketing communications also means that it is important to 

maximize the return on any investment in this. 

Media purchasing and scheduling issues assume great importance for advertisers. 

Numerous media options are available and the factors to consider when choosing a media 

vehicle include the vehicle audience size and type, the budget, message objectives and ease 

of booking. 
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But, are tourists’ influences in buying tourists’ packages by the mass media? In what 

proportion? 

In this paper we are concentrated on researching the role of mass media in promoting and 

selling tourists’ packages in Romania. We want to investigate the tourists opinion regarding 

the importance of mass media in selling and promoting tourists’ packages, the tourist 

considerations in the quality of the mass media tools (TV, radio, internet, written press like 

newspapers, magazines, brochures and catalogues) for selling and promoting tourists’ 

packages, and if the tourists consider reliable the advertisements broadcasted by media 

regarding offered holidays. A quantitative marketing research using a pre tested 

questionnaire will provide the answers to these research questions. The expected results 

will help the actors in the tourism field to a better understanding of the mass media role in 

selling and promoting tourists’ packages and will also enrich the knowledge in the powerful 

of the communications in the tourism domain. 

The intention of commercial media activity for tourism sector is to communicate benefits 

and values, and to invoke a favorable response from tourists in the market of tourism 

packages. The response will vary from group to group, depending on the message, and on 

the needs and wants of the individuals in each market group that have been targeted 

(Wearne; Baker, 2002, 311).  

Creating an advertisement for mass media or other message-delivery systems has to be 

driven by the communication objectives (Balaure et al.; 2005, 344). The creative process, 

which determines the way in which the message is presented, has to encode the message 

into words and pictures such the target markets, represented by the potential tourists, get the 

message quickly and easily.  

 

1. Defining mass media 

Mass Media has emerged as a huge source of information during the last 2 decades. The 

entire broadcasting network and the print industry have undergone revolutionary changes 

and the size of Mass Media Sector in terms of out reach has become huge (Semati, 2004).  

Mass media represents the means of communication that reach large numbers of people in a 

short time, such as television, newspapers, magazines, and radio (according to Collins 

English Dictionary, Complete and Unabridged, HarperCollins Publishers, 2003).  

The mass media basic characteristics are as follows: omnipresent and public (you can find 

them everywhere and they available are any time for anyone), rhythmical and periodical, 

widespread (universal, their message is complex and vast), penetrative (addressing anyone 

of the masses of people), directly (simplifying the distribution of information), instant and 

up-to-date communication, accessible (Rotariu, 2000). 

Mass media facilitates access to information, access to culture, education and training, 

"satisfaction" by means of entertainment and fun (Lumsdon, 2000). 

Media purchasing and scheduling issue assume great importance for advertisers. Numerous 

media options are available. Factors to consider when choosing a media vehicle include the 

vehicle audience, size and type, the budget, message objectives and ease of booking 

(Pender, 1999, 250).  
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The term “broadcast media” refers to television and radio. For consumer products, 

television is the most popular of these media because it has all the communication 

advantages of sight, movement, sound, and color, and because so many people watch it 

(Wearne, Baker, 2002, 328). It is an excellent means of building a position in front of the 

competitors through imagery. 

A clear visualization of serving customers can be made using the utility concept. The utility 

is the ability of a product to satisfy a certain need (Crisan et al., 2010). Using the utility 

concept many mass media messages can be formulated and promoted for attracting 

potential tourism. 

The marketing specialists have to posses the ability to relate easily with customers. In this 

way the messages to the auditory are more clear and attractive (Catoiu and Veghes, 2009). 

Between the television disadvantages we can mention that it is very expensive, and because 

of this it is not favored in the hospitably or travel agency industry and in many Western 

countries the television is losing ground in front of home video. Moreover, all-important 

corporate and professional customers and the wealthier holidaymakers do not usually watch 

very much television (Holloway, 2006).  

Radio can be used for image positioning, but probably works best as a retail medium, 

communicating new developments, special offers, and price deals (Kotler et al., 2005). The 

commercials are better placed in sessions in which the major proportion of audience 

represents the property’s target markets. Announcers and music styles build loyal listeners 

of particular audience types.  

As you can know, most people listen to radio as a background to what they are doing and 

because of this the “cut-through” are very important for radio advertisers (Middleton, 

Jackie, 2001). The announcer who has already captured the audience is the best presenter of 

a message, provided that he or she does not suddenly put on a false “selling voice”, and 

thus turn off the audience.  

Today, Internet has brought a globe in a single room. Right from getting news across the 

corner of the world to accessing knowledge resources to shopping, everything is at your 

fingertips. Internet has tremendous potential and a lot to offer in terms of services and 

publicity (Buzzle, 2011). 

The internet advertising has to be carefully directed to get the message across. Many users 

browse websites without reading more that the headlines and most “hits” are of only a few 

seconds in duration. For web advertising to be effective, it must “hit” the right market and 

gain attention in a crowded electronic information marketplace (Wearne; Baker, 2002, 

326).  

Print media (newspapers, magazines, brochures) have a loyal readership. This can be very 

useful for advertisers as compared to advertising on the Internet. Magazines and 

newspapers are always in the eye amongst public. Magazines are read for a period of a 

month, which brings more attention to an advertisement (Lad, 2011). 

The brochure is currently used as a principal marketing tool especially by tour operators, 

accounting for a significant proportion of most mass market tour operators’ marketing 

budgets (Pender, 1999, 256). One reason for enduring popularity of the travel brochure is 



Contribution of Services to Economic Development AE 

 

Vol. XIV • Special No. 6 • November 2012 805 

that it represents a form of “tangible evidence” for the consumer purchasing a tourism 

product.  

The use of brochure in tourism is not sole preserve of tour operators. They are also used in 

the promotion and distribution of destinations. Hotels and other accommodation providers, 

transportation companies, museums and other visitor attractions all use the brochure to a 

greater or lesser extent as part of their promotional strategies (Tribe, 2005).  

Some tour operators now use the video to replace, or supplement, the holiday brochure. 

These provide detailed information regarding particular holiday types or destinations, but to 

date the video technology has not managed to destroy the popularity of the tour brochure 

(Pender, 1999, 258). 

The diversity of the services implies attention for the tourism agencies because they have to 

collaborate in good conditions with all suppliers and all consumers (Lupu and Marin 

Pantelescu, 2008). When making an advertisement using mass media it’s better to take into 

consideration all the actors involved in this action: the travel agency which is the tour 

package creator, the suppliers and the customers.  

In conclusion, the media itself can influence audience perceptions of the message and the 

advertiser. This can have repercussion for how the audience views the tourism company 

and its tourism products. For example, television can lend credibility to the advertising 

company as it is expensive form of promotion and so the company can appear to be 

successful if it can afford to use it. The image of a particular newspaper or magazine could 

also reflect on the tourism product being advertised. 

 

2. Research methodology  

The present paper is aimed to research the importance of the mass media in promoting and 

selling tourists' packages in Romania. 

The research objectives:  

 to investigate the tourists opinion regarding the importance of mass media in selling 

and promoting tourists’ packages,  

 to evaluate the tourist considerations in the quality of the mass media tools (TV, 

radio, internet, written press like newspapers, magazines, brochures and catalogues) for 

selling and promoting tourists’ packages,  

 to examine if the tourists considered reliable the advertisements broadcasted by 

media regarding offered holidays. 

The research took place at the International Tourism Fair, Bucharest, Romania, the 27th 

spring edition, between 15 and 18 of March 2012, with a 12 closed questions survey; the 

sample basis included people from different areas of the country who came to visit the Fair. 

The view and sample units were the same in this case and took into consideration the 

individual.  

During the 4 days of the International Tourism Fair there been completed 120 

questionnaires, and the respondents profiles are as follows: regarding studies 55% 
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graduated high school and 34% graduated university, post university studies only 6% of 

them and primary school 5% of the total respondents; the respondents gender was 57% 

masculine and 43% feminine; regarding respondents age we had 50% with ages between 18 

and 24 years old, 25% with ages between 25 and 34 years old, 10% with ages between 35 

and 44 years old and 15% of the total respondents with ages over 45 years old. Taking into 

consideration the respondents area of origin, 80% came from the urban area and only 20% 

from the rural area. Regarding the respondents income we had 31% with a monthly income 

under 1000 lei (because the respondents in majority are very young, in the early stage of 

their career), 43% with monthly income between 1000 and 2000 lei, 17% with monthly 

income between 2000 and 3000 lei, and only 9% with monthly income over 3000 lei. 

 

3. Results, discussions and further implications 

Given the research sample profile, the investigation regarding the tourists’ opinion on the 

importance of mass media in selling and promoting tourist’s packages indicated that 83% of 

the total respondents considered very important the mass media role in selling and 

promoting tourist’s packages and 17% of them considered unimportant the mass media role 

in this particular issue.  

The segment that indicated that the mass media role is unimportant for them in buying 

travel packages allocated more importance to the discussions with relatives and friends and 

with those who have already experienced a holiday stay in a favorite tourism destination.  

Concerning the tourist considerations in the quality of the mass media tools (TV, radio, 

internet, written press like newspapers, magazines, brochures and catalogues) for selling 

and promoting tourists’ packages the respondents provided the following responses 

summarized in the table no.1. 

The results showed the tourists great trust in the quality of television (77% of the total 

respondents), internet (70% of the total respondents) and written press (80% from the total 

respondents) for promoting and selling tourism products.  

Table no. 1: How do you consider the quality of promoting and selling travel packages 

though the mass media specific tools? 

In percents 

 Very good and good Poor and very poor 

Television 77 23 

Radio 47 53 

Internet 70 30 

Written press (newspapers, magazine, brochures) 80 20 

Source: authors’ research findings  

The quality of promoting and selling holiday packages trough written press obtained the 

higher qualification from the respondents. This may be due to the fact that by this media 

tool you can deliver more details about the holiday package and you can display images 

with recreational areas and hotels. In addition, most catalogues are designed to provide in 

an original and complex form the tourism offers, most times they are printed on quality 

paper, showing multiple pictures and very detailed list of prices. In the magazines, a 

holiday package, is often presented by journalists, so that the manner in which the touristic 
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attractions are told attract the target audience. Brochures are generally printed in original 

forms, presenting as attractive as possible the travel offers. Do not forget that writing is an 

art, and through the written press media, the holiday package can be presented in the most 

unlikely literary modes, adding quality images, and making impossible for those who come 

into possession of such presentation not to remain impressed. 

On the other hand, the radio represents for the respondents poor and very poor quality in 

promoting and selling tourism products in proportion of 53% of the total interviews. As 

radio represents the advertising environment that offers only auditory messages, its 

effectiveness is depending on the listeners’ ability to retain the message, respectively on the 

number of replays of it. The radio advertising main disadvantage is that it can only be 

presented as sound, listeners making just a partial and temporary picture of the message’s 

objectives. 

Analyzing if the tourists consider reliable the tourism advertisements broadcasted by media, 

the responses reveal in proportion of 83% that they consider trustful the mass media in 

promoting and selling tourism packages. The untruthful in the mass media promotion of the 

tourism packages were 17% of the total respondents.  

Finally, evaluating which media tool the respondents consider having the greatest impact in 

choosing a holiday package the responses provided the following results: 61% of the total 

interviewers consider the internet having the  greatest impact in choosing a holiday 

package, 20% of the total agrees that TV is having the greatest impact in choosing a holiday 

package, 16% of the total sample consider written press having the greatest impact in 

choosing a holiday package and only 3% of the total consider radio having the greatest 

impact in choosing a holiday package (as you can see from graph no.1). 

The population uses the Internet frequently, and for 61% of the total respondents the 

Internet is a reliable mean of information regarding the packages offered by travel agencies 

and have the greatest impact in choosing a holiday package. 

Through Internet the potential tourists can quickly access all the information they want and 

can purchase a holiday package anywhere in the world. Specialized sites offer them 

information about vacation packages of various agencies, such last minute offers, early 

booking, and hoteliers’ offers. They can also make virtual trips in the desired holiday 

destinations to know better the chosen destination. Commercials have an important role 

because attract consumers’ attention as they are broadcast during commercial breaks of 

different shows, movies, documentaries followed by the target audience. Radio ads have a 

big impact on consumers as they listen to the radio when they are in the car and head to 

work, to school and may influence the decision of choosing a holiday destination, having 

information on different offers and discounts. 

Regarding the possible further implications of the research in the future we intent to 

differentiate between selling Romania to Romanians tourism packages using mass media 

tools and selling Romania abroad using mass media tools and after that similarities and 

differences will be evaluated and interpreted.  
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Which media tool do you consider having the greatest 

impact in choosing a holiday package?

Written press

16%

TV

20%

Radio

3%

Internet

61%

 

Graph no.1: Media tools with impact on choosing holiday packages 

Source: authors’ research findings 

 

4. Limits and constraints 

In the realisation of the research the limits and constraints have been connected to the fixed 

period of the event evolution (4 days), because of this, the questionnaires which were 

wrong and incomplete couldn’t be recovered, some organizational restrictions appeared, 

questionnaires compromised because of different reasons had to be eliminated, reasons like 

the ample number of non-answers, suspicions about the way the information was filled in, 

rejection of the respondent at the verification stage, but despite all of these, we think that 

we have obtained a very good representation, although some errors may be possible. 

 

Conclusions 

Adverting in mass media is most obvious to the general public than other forms of 

advertising, and can work very well if it is selectively chosen. The choice of the most 

appropriate and efficient medium to use is influenced by: the intention of the message; the 

type of message to be delivered; and the market to which is to be delivered. 

The tourists’ process of choice involves constant comparison, weighing up one destination 

against others, estimating the benefits and the drawbacks of each as a potential holiday 

destination. As this process goes on, the mass media has a crucial role in making the 

purchase decision. 
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The investigation regarding the tourists’ opinion on the importance of mass media in selling 

and promoting tourist’s packages indicated that 83% of the total respondents considered 

very important the mass media role in selling and promoting tourist’s packages and 17% of 

them considered unimportant the mass media role in this particular issue.  

The research results also showed the tourists great trust in the quality of television (77% of 

the total respondents), internet (70% of the total respondents) and written press (80% from 

the total respondents) for promoting and selling tourism products. On the other hand, the 

radio represents for the respondents poor and very poor quality in promoting and selling 

tourism products in proportion of 53% of the total interviews. 

The internet has the greatest impact in choosing a holiday package, with a rate of 61% 

indicating a total of 74 responders. The next media tool that has an impact on choosing a 

holiday package is the television with a rate of 20%, meaning a total of 24 people. With a 

rate of 16% representing a total of 19 responders, written press have a greater impact in 

choosing a holiday package than that offered by radio which was chosen only by a total of 3 

responders, representing a percentage of 3%. 

In conclusion, the media selection process will take into consideration not only the 

characteristics of the media but also those of the audience itself, as well as the budget, 

message objectives and the media used by competitors. The success of any combination of 

mass media tools depends on the skill with which it is selected and implemented. Any mass 

media promotional and advertisement campaign should be continuously monitored to 

ensure that the started objectives of the campaign are being achieved.  
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