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SUMMARY 
Being concerned with the development of tourism marketing in the field of services, the au-

thor of this research studied how to apply creative processes and tools that can be used in this 
regard, aspects of tourism marketing that can be implemented to improve tourism.
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Introduction. The creativity of commercial marketing is widely analyzed in the spe-
cialized literature abroad. In the Republic of Moldova, however, the concept of marketing 
creativity is insufficiently researched in all segments, including tourism. Or, creativity is an 
indispensable element of marketing in all areas and at all stages of its implementation. In 
terms of tourism, it offers a wide field to the imagination, knowledge and skills of marketers.

Just as marketing is especially important for a company’s success, creativity is very im-
portant for marketing success. The world of business and communications has changed so 
much that in order to survive, the only option for companies is to do something extraordi-
nary, to attract customers through various techniques. What a company doesn’t know about 
creativity substantially reduces its profits every year.

Marketing, today, is perceived as a creative field, the first appreciations in this sense be-
ing made more time ago. The Czech entrepreneur Tomas Bata (1876–1932), an innovator in 
marketing, especially in the consumer segment, realized the importance of using an artistic 
concept in marketing. He understood that marketing and creativity have multiple tangents 
and, having an appropriate and sensitive connection, have the potential to generate a sub-
stantial effect [4].

Marketing creativity can be defined as a dimension of organizational creativity that in-
cludes a series of elements interacting with each other: the creative process, the creative 
product, the creative person and the creative situation, and the creativity of the market-
ing program refers to all product development activities. providing unique and meaningful 
products and services to consumers [2].

Creativity is also perceived as an early stage in the innovation process, when an original 
idea is launched, with a certain degree of novelty and usefulness, to solve a problem. Crea-
tive ideas are generated in three main processes: fluency (the amount of ideas generated), 
persistence (in-depth analysis) and flexibility (thinking out of the box) [5]. Although in the 
local specialized literature the marketing creativity was not given the due attention, we still 
find certain ideas in this sense. For example, the author Muntean I. says that  ,,the creative 
side involves the connection of what is produced with a meaning, with a certain utilitarian 
function for man and society. This means establishing a relationship between the products 
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of creativity and human needs” [3]. Thus, although it analyzes creativity in general, as a po-
tential path to solutions and evolutions, its impact on marketing is also indirectly described.

Creativity has often been defined as the combination of two or more elements with im-
agination and technical ability. Marketing adopts this definition of creativity, but takes it 
further: creativity makes people change their mind to the point where they want to buy what 
companies offer for sale.

Creativity in marketing is born from the systematic accumulation of information. The 
more information tourism companies have, the more creative, inventive, innovative they 
can be.

Creativity in art delights, excites, thanks. Creativity in marketing changes human behav-
ior, sells products, makes significant profits. The primary goal of creativity in marketing is to 
instil enough confidence in what companies offer so that people are motivated to buy their 
products, the end result being company profits.

Creativity uses the fine arts to achieve business goals. Marketing uses almost all forms of 
art - writing, painting, drawing, design, music, dance, theater - but uses them for a different 
purpose than that pursued by Eminescu, Shakespeare or Brâncuşi [7].

Material and method. Creativity in marketing combines the creativity of art with the 
science of human behavior and the business that generates profits in order to make people 
change their attitude and sincerely want what companies offer them.

Some authors such as Wierenga, Althuizen and Chen believe that the management of 
creativity must be included in the concept of supply and demand: on the one hand, mar-
ket requirements are taken into account according to the 4 P (demand), and on the other 
hand, managers must manage all individual and organizational resources (supply), such 
as employees’ creative abilities and employment practices [5]. As it turns out, creativity 
is compatible with other elements of the brand’s heritage (such as: important history for 
identity, evidence, longevity, core values, use of the symbol) and decisive for the success 
of a brand.

Internally, creativity can be a stimulus for employees of all levels, and for managers it 
is a criterion to differentiate one brand from others and a system of employee motivation. 
For employees working on product development, creativity is an engine for continuous 
improvement of product attributes (eg quality and design), and for employees working in 
marketing, creativity is a means to inspire unique communication [6]. Given the specific-
ity and complexity of tourism marketing, which must induce a change in behavior, the 
need for a creative approach has become imperative.

The creativity used in the field of tourism marketing can no longer be applied only on 
the promotion segment, but requires a holistic vision. Moreover, the challenge of offering 
innovative products, ensuring accessibility and establishing an attractive pricing policy is 
even greater than designing memorable advertising messages and images. As in the case of 
traditional marketing, creativity techniques can be used in marketing both personally and 
organizationally.

The purpose of creativity in tourism marketing is not to create art, but to change the 
behavior of the tourism consumer. Creativity must inform rather than entertain. Creativity 
must make a deep impression on the target audience. Companies that use this type of crea-
tivity need to learn how to impress, how to combine creativity with persuasive power and 
convince every customer to participate in the marketing process.
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Four areas that require creativity in tourism.
There are a lot of things that tourism providers can and should be creative about. Mainly, 

special attention is paid to the four areas that require creativity:
- Problems faced by the target audience. Customer problems are very significant to them 

and they are looking forward to a solution. If tourism companies exercise their creativity to 
present a solution, in all probability they will gain their attention.

- The ways in which a product or service can solve the problems of the target audience. 
This area is a great target for marketers. They need to talk to the customer about his life, not 
about the tourist company’s offer, about how the customer can improve their experiences, 
because when the subject is related to their life, consumers become fascinated.

- The additional benefits offered by the product or service can serve as a starting point 
for creativity in marketing. For example, people do not buy the rest sheet but the positive 
perceptions, memories and satisfaction they will receive after the trip, people do not buy 
shampoo, people buy beautiful hair, do not buy aspirin, buy the opportunity to get rid of 
headaches. This means that people are not interested in the product or service of a company, 
but what the product or service of that company can do for them.

- The unique characteristics of the offer. These must be closely linked to the benefits that 
the offer entails. For example, the characteristic of a car may be a compact body, but quiet-
ness and safety are the benefits.

Specialists have identified several features of marketing creativity that, properly applied, 
will bring the company additional benefits [1, p.14]:

Creativity in marketing should only be measured in terms of how it contributes to overall 
profitability. If it helps you make profitable sales, marketing is creative, if it doesn’t help you, 
it’s not creative. In this way, creativity is easy to measure.

Creativity should be seen as a favorable opportunity not for a show business, but for a 
sales company. Marketing means doing business, increasing sales and less has the role of 
entertaining the public. Marketing exists primarily to create and stimulate the consumer’s 
desire to buy.

Creativity in marketing means accepting the challenge of demonstrating the benefit 
offered in a memorable way. It is important for potential customers of a company to re-
member the name of the company, but it is just as important for them to remember why 
the company is special and why they should want to buy what the company offers. This is 
a rather difficult task for marketers who use artistically combined text, images and sounds 
for this purpose.

The results of the investigation. One of the most difficult tasks for marketers is to make 
people remember who a particular company is and why they should buy what the company 
sells. If a customer or a potential customer has to spend a lot of time deciphering what 
the company is trying to say, what message it is trying to convey, they give up very easily. 
Therefore, the marketing message will not in all probability penetrate the subconscious of 
consumers, where purchasing decisions are made.

For this reason, companies need a meme that will tell them who the company is and help 
people remember its name and show them immediately why they should buy from it.

The word meme was coined by Oxford biologist Richard Dawkins in 1976 in his book 
The Selfish Gene. Its creator defined the new word - meme - as the basic unit of cultural 
transmission through imitation [7].
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In marketing, the word meme is defined as ,,the essence of an idea, expressed by a symbol 
or a set of words, by an action or a sound, or by all of them together”.

The essence of creativity is to create marketing that has the power of a meme. Creativity 
in marketing means inventing a symbol or words, actions or sounds that communicate a 
concept that everyone can easily understand. In the scientific community, they are referred 
to as ,,mind viruses.” Memes are easy to create. They can work wonders for a company’s 
profitability.

With a strong meme, companies will be able to reduce their marketing budget because 
the way they communicate will be more concise and thoughtful. A meme will endow each 
company with a unique symbol or a set of words or actions that represent the essence of 
clarity. Memes save money because their goal is to implant a message that is repeated to the 
point where people are enlightened about what a particular company is offering, and it no 
longer has to systematically change its marketing campaign [ 1, p.17].

Memes were born from the systematic accumulation of information and research. They 
work wonders by appealing to the subconscious of potential customers. Although they have 
existed since ancient times (the wheel is one of the oldest memes, it is a self-explanatory 
symbol and a perfect idea. When someone sees a wheel, he immediately knows how to use 
it and why it is so useful.) In the field of marketing, the concept is relatively new, but so was 
the Internet 20 years ago.

Three key arguments must be made about memes:
- It is the lowest common denominator of an idea, the basic unit of communication;
- It can change human behavior, and in marketing, it translates into motivating people to 

buy what is offered to them;
- Represents simplicity itself.
Memes are the perfect solution for a successful marketing campaign, a campaign in 

which ideas must detach from an ocean of other ideas and must be communicated instantly.
Today, marketing no longer means price or quality or even services. It no longer means 

reputation or location. Today, marketing means ideas and memes are expressions of ideas, 
the simplest possible expressions, and successful marketing means spreading ideas, just as 
ideas are left to fight competition [7].

Conclusions. In conclusion we can mention that creativity is the indispensable element 
of tourism marketing applied in tourism, which must be used to solve specific problems and 
to continuously improve communication between the tourism company and the tourism 
consumer. To this end, the levels at which creativity can be implemented (organizational, 
staff, marketing mix) must be taken into account. At the same time, creativity is to be ap-
plied in a general marketing context, which would include the entire process of development 
and implementation of tourism innovations, without being limited only to the element of 
promotion. The research aimed to illustrate and exemplify the connection between market-
ing creativity and the success of a profitable tourism business.

The Republic of Moldova as a tourist destination has a wide offer for its visitors. The 
,,tourist product” of the country is a complex combination of natural and man-made en-
vironments, old monasteries, quiet forests, endless hills, favorable skies and friendly sun, 
which offers a special charm to this country. The people of Moldova are famous for their 
hospitality. They are always happy to host you in their homes, to tell you about their culture 
and traditions, to treat you with their wine. However, many of the national tourist destina-
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tions still remain undervalued due to the lack of infrastructure, access roads and insufficient 
investments to create and promote a creative and innovative tourist product.
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