Topic 4. Features of pricing for tourist products
Plans:

1. The essence of pricing in tourist organizations.
2. Methods of pricing tourist products.
3. Cost structure of a tourist product

Introduction

Pricing is one of the most important managerial decisions in the tourism industry, as it directly
affects demand, competitiveness, and profitability of tourist organizations. Due to the specific
nature of tourism products, pricing in tourism differs significantly from pricing in manufacturing
industries. Tourism products are largely intangible, perishable, and highly sensitive to market
fluctuations and seasonality.

In this context, understanding the features of pricing for tourist products is essential for effective
tourism management. This topic examines the essence of pricing in tourist organizations, the
main pricing methods used in tourism, and the cost structure of a tourist product.

1. The Essence of Pricing in Tourist Organizations

Pricing in tourist organizations represents the process of determining the monetary value of
tourism products and services offered to consumers. The price of a tourist product reflects not
only production costs but also market demand, competition, perceived value, and strategic
objectives of the organization.

Unlike physical goods, tourism products cannot be stored for future sale, which makes pricing
highly flexible and dependent on time factors. Seasonal fluctuations, demand variability, and
capacity constraints require tourist organizations to apply dynamic pricing strategies. Prices in
tourism often serve as an indicator of quality and influence tourists’ purchasing decisions and
destination choice.

Therefore, pricing in tourist organizations plays a dual role: it ensures cost recovery and
profitability while simultaneously acting as a marketing tool to attract and retain customers.

2. Methods of Pricing Tourist Products

Tourist organizations apply various pricing methods depending on market conditions, cost
structure, and strategic goals. One of the most common approaches is cost-based pricing, which
involves setting prices based on total costs plus a desired profit margin. This method ensures
financial stability but may ignore market demand.

Another widely used approach is demand-based pricing, which considers tourists’ willingness to
pay and perceived value of the product. This method allows organizations to maximize revenue,



especially during peak seasons. Competition-based pricing is also important in tourism, as prices
are often set in relation to competitors’ offers in similar destinations.

In modern tourism markets, dynamic pricing and yield management systems are increasingly
applied. These methods allow prices to change in real time based on demand, booking time, and
customer segments, thereby increasing revenue efficiency.

3. Cost Structure of a Tourist Product

The cost structure of a tourist product reflects all expenses incurred in the process of creating and
delivering tourism services to consumers. Understanding the cost structure is essential for
effective pricing and financial management.

The main components of the cost structure include direct costs, indirect costs, and fixed and
variable costs. Direct costs are directly related to the provision of tourism services, such as
accommodation, transportation, catering, and excursion services. Indirect costs include
administrative expenses, marketing costs, and overheads.

Fixed costs remain unchanged regardless of the number of tourists, such as rent and salaries of
permanent staff, while variable costs change depending on the volume of services provided. A
balanced cost structure allows tourist organizations to set competitive prices and maintain
profitability under changing market conditions.

Conclusion

In conclusion, pricing for tourist products is a complex and flexible process influenced by
economic, market, and organizational factors. The specific characteristics of tourism products
require tourist organizations to apply adaptive pricing strategies that consider seasonality,
demand fluctuations, and competition.

The effective use of various pricing methods and a clear understanding of the cost structure of
tourism products enable tourist organizations to enhance competitiveness, achieve financial
sustainability, and meet consumer expectations in the tourism market.
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