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Abstract: Maximizing the objectives to be achieved within agro-tourist farm units, it is 

possible by establish a specific order of priorities (turnover, profit and revenue, revenue 

and profit for the farm and the need to diversify its activities). In order to maximize any 

business in general and the agro-tourist in particular, must take into account the 

uniqueness of brands. The moment of creating a strong brand is when the product obtained 

by traditional technology is given a special meaning by application of an identifier element 

that distinguishes it from competing products. 
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INTRODUCTION 

   

In each business, in general, and in agribusiness (agritourism farms), in particular, 

there are at least three commercial goals from a financial point of view: turnover, profit, 

and returns. 

The turnover represents the value of goods and services sales of an agritourism 

farm, and to maximize it, we can take into account several options with different financial 

implications: 

- Discounts for a certain minimum value of product and service sales from the 

agritourism farm, resulting in an increase of the sales and, as secondary effects, 

a diminution of the profit and an increase of the returns when the basic activity 

is not profitable and the complementary activity is at its climax; 

- Payment deadlines for the clients that buy and prepare the products of the farm, 

resulting in an increase of the sales and, as secondary effects, a diminution of 

the returns and an increase of the profit. 

Profit is determined by the difference between the value of the sales and the cost of 

the goods and services sold. If we wish to maximize the profit of the agritourism farm, then 

we can do one of the following: 

- Market mainly high profit goods, resulting in an increase of the profit and, as 

secondary effects, a diminution of the turnover because there is decrease of the 

goods for sale, or an increase of the turnover if the clients get trade credits; 

- Revising the policy of discount per groups of products and categories of 

consumers (loyal), resulting in an increase of the profit and, as negative effects, 

a diminution of the turnover and of returns. 

Returns are represented by the value paid by the consumers for the goods and 

services sold by the agritourism farm. In the case of maximizing returns, we need to take 

into account: 

- Launching special offers upon celebrations (Easter eggs, Christmas pork, 

traditional meals at the farm), sold outs, price cutting, resulting in an increase of 
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the returns and in negative effects such as the increase of the turnover and the 

diminution of the profit; 

- Changing the trade crediting policy per categories of customers, resulting in an 

increase of the returns and in negative effects such as decrease of the sales and 

diminution of the profit. 

 

MATERIALS AND METHODS 

 
To achieve this scientific approach, we determined the solutions for the maximizing of an 

agritourism business through the promotion of new products and services that attract tourists to the 

rural area. 

 

RESEARCH RESULTS 

 

We can see that there is a close relationship of interdependence between the three 

financial dimensions of the business (turnover, profit, and returns) that make up the base of 

a balanced development of the business: this relationship should be managed and 

optimised by establishing financial priorities for each period and stage of development of 

the vegetal or animal agritourism farm with potential for expansion of a certain activity and 

for diminishing another one depending on the demands of the consumers of farm 

agritourism products and services. 

The concept of brand includes the variety of features that identify a product and 

service from the products and services of the competition. The identification elements can 

be represented by a symbol, a term, a name, a sign, or any other element that personalises 

the product and service offered by the vegetal or animal agritourism farm.  

The goal of the marketing operators consists in continually expanding new products 

and the brand under the guidance of a moderator who presents, for the first time, a few 

ideas in front of the consumers to help them make the best choice.  

It is more and more common to see a new product and service introduced with an 

old brand that is demanded by the visitors of the rural area and farm. 

Though the efforts of the operators that manage the brand ensure the success of 

launching a new product on the market, the consumers decide the position of the brand: 

marketing operators only need to brand the destination.  

On an animal agritourism farm, the features of the brand depend on the 

region in which is located the farm, on the features of the products and services, and, 

last but not least, on the name of the farm. 

In this respect, the tourism region where the farm is located will give value to the 

farm’s brand due to the high standard of the tourism market; certain products specific to 

the region and that are well known nationally and internationally will confer a high degree 

of interest in the farm from the consumers who are willing to buy such products. With 

these two components that impact decisively the destination choice by the tourists, a last 

element that personalises even more the brand of an animal agritourism farm is the name 

of the farm itself; in this case, the credibility of the brand will be constructed through the 

farmer’s and the farmer’s family’s attitude towards the tourists, the foods’ quality and the 

accommodation’s quality that will make a good impression on the visitors of the farm. 

It is important to mention that, despite all efforts to construct a quality brand, the 

number of consumers loyal to a certain brand is relatively low. 
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CONCLUSIONS 

 

We believe that constructing a brand in agritourism activities is important because 

if warrants the products and services offered by the tour-operators: they identify the tour-

operators present for a long time on the market and that the consumers trust. In this case, 

the brand says that the products and services are high quality, that it is a successful animal 

agritourism farm and convince that this is the best choice even if there are lower price 

products and services on the market but without a brand. 

The features that determine the efficiency of a farm agritourism brand are related to 

the capacity of the brand to influence the agritourism market, the degree of 

internationalisation of the brand, the capacity of the brand to resist innovation operations, 

the stability of the brand on the market, as well as the capacity of the brand to increase the 

sales of the animal agritourism farm. 
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