
PARTNERING IN THE TOURIST SERVICES  
AS THE HOLISTIC MARKETING IMPLEMENT 

 
 

Summary 
 
The marketers represent two points of view. The first looks at producers and the 

organizations that serve them. The second takes a broad view of our customers who 
play the most important role in the present market.  

Marketing should begin with potential customer needs, so the aim of marketing  
is to identify customers’ needs and to meet those needs so well that the product almost 
„sells itself”. 

The „new era” marketing means more than just perswading customers. It means 
the total different sight in the market where the buyer plays the first role. 

Customers or clients want to be individual consumers. The increasing competition 
in global market depends on both the quality of a product/service and the marketing 
people who represent the company and meet the customers to serve them. So traditional 
marketing mix (4P) should be replaced by direct marketing (4C). Both of them based on 
holistic marketing, which formula contains all the marketing details making the buyer’s 
satisfaction. 

Basic partnering means the total new quality in customer’s needs field. This 
conception is a result of increasing meaning of customer in the market. 

Partnering is strictly connected with the holistic marketing, because the whole 
partnering activity leans on customer’s service. What kind of satisfaction is our  
customer getting when he uses our services? That problem is especially important  
in services where „the product” is invisible. It is very significant in offering tourist  
ervices, as well. 

 
 
The complementarity of these services require a participation of many people who 

represent various lines of cooperating branches. Each of them creates a market 
reputation of a brand. The most important problem of Polish travel agencies and others 
working in tourism business is small market mobility. Foreign tourism companies 
operating in our market, for example are monitoring customer service system. This 
system  



making business more effective is almost unknown in Poland. It is very useful tool  
in making our services still better and better. 

Good market brand will be a critical factor which will be the decesive power for 
the company success in coming future. 
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