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1. Introduction

Tourism is a key sector of the economy for many countries. Countries that have not yet been identified with this area are
increasingly thinking about its development. As societies become more affluent, tourism becomes more accessible to more
people. Traveling and resting are no longer perceived as an element of luxury, but become a widely available good.

More and more often, a tourist is also called a customer, because by meeting his or her own tourist needs related to rest, he or
she contributes to achieving the business goals of tourism enterprises. Knowledge of tourists' needs is becoming more and more
important in creating the tourist offer and adapting it to individual requirements.

The article presents various concepts of needs and their relation to the tourism market, the characteristics of tourist needs in
connection with the motives for undertaking trips and the types of tourists in relation to meeting various needs.

With the development of the tourist services market, various customer groups can also be observed. The developing market of
aviation and hotel services, as well as globalization processes, including the development of the Internet, mean that traveling is
no longer a good for a select few (the rich), but is becoming a mass good that more and more people "reach for". A good
definition of the motives for trips and the tourist needs of customers may consequently lead to segmentation activities, i.e.
defining segments (types) of tourists. This, in turn, allows tourism companies to prepare offers that are even better suited to
customer expectations.

2. Needs

Needs "ensure a person's existence, development and mental freedom. A need is the awareness of the lack of something that
would simply be useful, make life easier, solve problems or fulfill a whim. Many types of needs can be distinguished depending
on the adopted criterion. One of the most famous is Maslow's theory of needs, which divides needs into lower-order needs related
to physiology and safety, and higher-order needs related to a sense of belonging, respect and self-actualization. This means that
needs can be triggered by internal stimuli, for example hunger, or by external stimuli, for example an advertisement for a holiday
trip. Internal stimuli result from the character of individual people, their personality or physical features. External stimuli allow
us to shape ourselves and thus trigger specific needs. External stimuli may unintentionally influence people's needs, for example,
a neighbor going on a trip abroad may be an incentive for some people to take a similar action, but it may not be important for
others. External stimuli may also be specifically triggered by promotional activities. Advertising slogans "buy now", "order
now", "everyone has already bought" are examples of activities that stimulate specific behaviors (external stimulus).
Another typology of needs proposed by P. Doyle divides them into three groups: existing needs, hidden needs and emerging
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needs. Existing needs are defined as those that can be
satisfied with existing products. Latent needs are those that
cannot be met by existing products. After all, emergent needs
are those that appear when there is an opportunity to satisfy
them. The same author claims that needs can be divided into
basic and potential. Potential needs may not be met because
they are often the ultimate goal of the consumer.

Therefore, understanding the customer's needs is the area of
interest of the offeror (producer, seller, etc.). Customers
choose products and services that meet their needs (even
unconscious ones), which means that knowing them is a
necessary condition for effective action. Raising awareness
of needs (so that they can be better met) is most often done
through marketing activities planned by the company, which
reach a specific group of customers.

3. Tourist needs
The concept of a stimulus, i.e. a factor "pushing” specific
behaviors, is closely related to needs. In the tourism services
market, there are two main stimuli (motives) encouraging
customers to engage in specific behaviors. These are
emotional motives and rational motives. “Emotional motives
are a set of factors based on an impulse not supported by
longer thoughts. Purchases made under the influence of
emotions are sometimes unsuccessful, and in some cases the
customer may regret his decision”6. The following factors
can be distinguished:

= fashion — purchasing those products that are currently
most frequently chosen by other customers in the entire
market or in a given segment,

= ambition — most often related to the client's economic
situation or the social group he represents,

= dreams — the most subjective factor, depending on the
client's personality,

» Fear — the purchase is determined by the customer's
financial situation and his attitude to saving.

» The rational motives that are related to the way of
thinking and the customer's needs include the following
factors:

= preferences — the purchase is determined by factors
related to the desire to improve one's psychophysical
condition, health, and increase information resources,

= pleasure — this is the most subjective factor in this group,

= comfort — the purchase is determined by the quality of
individual elements of the product, but may also refer to
the quick completion of formalities; time is a very
important element here,

= favorable price-quality ratio — apart from quality, price
is also a decisive factor in the purchase, efficient service

=  The ability to solve ad hoc problems that arise at various
stages of product purchase and consumption is decisive.

= Tourist need is defined as a state of feeling unsatisfied,
which can also be understood as "fulfillment of a whim",
Tourist needs may also solve a problem (e.g. the need to
relax after a hard year of work). This means that tourist
needs are those that are felt in connection with practicing
tourism. The following tourist needs can be
distinguished:

= the need for rest — refers to the basic human need — the
need for physical rest after a period of intense work, its
implementation may be unaware of the tourist,

= the need for relaxation — it involves the need to eliminate
excessive mental (emotional) tension that everyday life
brings,
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= the need to experience different impressions — is
primarily  associated  with  expanding existing
relationships and making new acquaintances, using
conditions different from everyday ones,

= the need for knowledge — refers to the desire to explore
something new and learn, most often through reading
and sightseeing,

= thedesire to travel — it includes: seeking peace and quiet,
interest in the culture of other communities, seeking
adventure and fun, visiting places of birth or others,

= [iving needs — needs not only related to tourism, but also
those that must also be met during tourism, such as
accommodation, food and safety needs.

= Customers' tourist needs may therefore determine their
type and are used as one of the segmentation criteria
(alongside demographic criteria such as gender, age or
financial status, which are also indirectly related to the
needs). Therefore, the following reasons for tourist trips
can be distinguished:

= work-related — running a business, conferences,
meetings, work-related trips (e.g. airline staff, truck
drivers),

= related to physical culture and the physiology of human
life — participation in sports activities and active
recreation (e.g. golf, sailing, skiing), undertaking
activities related to improving health, physical fitness
and rehabilitation,

= entertainment, fun and pleasures — visiting theme parks,
amusement parks, shopping in your free time,

= cultural, psychological and educational — participation in
festivals, theater performances, concerts, visiting
museums, pursuing personal interests, visiting places of
cultural or natural interest,

» social and ethnic — spending time with friends or
relatives, attending social events, accompanying people
traveling for other reasons,

= Religious— participation in pilgrimages, seeking solitude
for meditation and study.

The presented reasons for tourist trips indicate how many
areas the market for broadly understood tourist services can
operate in. People going on holiday prepare differently for a
trip (e.g. they buy beach accessories, sunscreen, etc.) than
people going for religious reasons. Knowing the reasons for
trips allows you to describe tourists and group them into
separate segments. This, in turn, allows the company
providing tourist services to better prepare the product so that
it meets the expectations of the target group.

4. Types of tourists

Dividing customers into certain homogeneous groups is
called segmentation. Segmentation criteria may include not
only demographic features (the most frequently used: gender,
age or education) or geographical features, but also
psychological or behavioral features. The comparison of
customers' needs with the reasons for their tourist trips also
allows us to identify certain general types of customers.
Therefore, we can distinguish between a determined,
eliminating and waiting customer. A determined customer
knows what his needs are, what product he is looking for,
what type of relaxation suits him, he can look for both a
standard and a particularly sophisticated offer.

The eliminating client knows exactly what he does not want,
but cannot precisely determine the nature of the way of
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spending his holidays that would satisfy him, and expects to
be presented with proposals or variants of choice. A waiting
customer is a person who is waiting for offers, has no specific
preferences, and is considering all the tour operator's offers.
A tourist is a person who travels outside his place of
residence, his trip is short (or rather limited in time, otherwise
it is rather migration) and is carried out for reasons unrelated
to finding or performing work.

E. Cohen distinguished the following types of tourists:

= Organized mass tourist — a person who purchases a
holiday package to a popular holiday destination and
prefers to explore the area in a large group, with other
tourists, according to a previously agreed schedule; he
tries not to stray far from the beach and the hotel where
he lives,

» Individual mass tourist —a person who purchases a more
flexible holiday package, allowing for greater freedom,
for example own transport, is more willing to look for
new experiences,

= Explorer traveler —a person who sets his/her own travel
schedule, sets off and moves purposefully, avoiding
contact with other tourists; aims at contacts with the local
population, but at the same time leaves itself a base in
the form of a certain level of comfort and security,

= A wanderer —a person who tries to be accepted, although
only temporarily, as a member of the local community;
there is no planned daily schedule or entire stay, and the
travel destination and accommodation are chosen on the
spur of the moment, avoiding contact with the
formalized tourism industry.

The presented division of tourists is based on tourists'
expectations regarding the trip (whether it should be carefully
planned or only generally) and on relationships with the
group (independent or organized trip, in a larger or smaller
group), and tourist goals. The way of preparing for a trip and
the type of trip itself may also be criteria for customer
segmentation in the tourist services market (most often
understood as holiday trips, the way of spending one's
holiday). The tourist services market includes many different
companies for which the presented typology of tourists may
be incomplete. To properly determine the types of customers
(tourists) of a given company, it is worth performing market
segmentation. Knowing customers and skillfully assigning
them to specific groups is necessary for the efficient
functioning of a tourism company. Here is an example of
customer segmentation in a 3-4star hotel. The criterion for
dividing customers was the purpose of their visit:

a) Business customers - traveling individually or in a group
for work-related purposes, this group includes the following
sub-segments:

= Individual business client,

= Business client with a corporate contract,

=  Loyal business customer,

» Long stay business client,

= Business client, fair, congress,

=  Business client Special Offers,

b) Individual tourist - traveling individually or in a group for
purposes unrelated to work, this group includes the following
sub-segments:

= Families,

» Individuals Seniors,
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= INDIVIDUALS Loyal tourists

= Individual tourists with vouchers,

= Individual tourists of special offers,
= Individual tourists of long stays.

The presented segmentation of hotel customers may be
slightly simplified, but it shows that there are different ways
of dividing tourists depending on the type of offer that
interests them. The tourist services market is subject to
constant changes resulting from events taking place in other
markets (such as changes in fuel prices, financial crisis,
development of new information technologies). All this
means that the characteristics and behavior of customers on
the tourist services market are also subject to change. The
most important features that describe a new consumer can be
distinguished. They can also be applied to the customer of
tourist services. Increased awareness of consumer rights and
a more rational attitude towards the market offer mean that
customers of tourist services not only become more
thoroughly acquainted with the contracts presented to them
for signature by tour operators, but also do not hesitate to file
complaints in the event that the organizer does not fully
comply with the obligations. provisions of the contract.
Another new trend is the search for social ties other than
traditional ones, which results in joint trips by a group of
people who share similar tourist interests. This is manifested
both by looking for a person with whom to share the holiday
room, searching for companions on a mountain expedition,
and ending with a common profile on a social networking site
that allows participants to exchange opinions on a joint
expedition. What is important here is the ability of the
customer to manage his or her budget, as he or she is ready to
make the effort to look for first minute or last minute offers.
This means that the group of consumers of tourist services
has expanded to include new people who, due to their
disposable income, believed that they could not afford trips
according to the catalog offer, but could afford to participate
in services at preferential prices. Searching for special offers
has been made easier by the rapid development of ICT tools.
Mass media, especially the Internet, have made it easier to
establish interpersonal bonds within tourism, but have also
contributed to progress in teaching foreign languages. All
these new features can be reduced to the development of
spatial, but also social mobility of consumers.

5. Summary

Customer segmentation is a symptom of market maturation.
Young markets do not need to take a close look at their
customers because they focus on growth, expanding the offer
or establishing a presence. Over time, however, it turns out
that activities aimed at all market participants are not
effective and mass marketing should be replaced with
segment marketing. Then it's time for segmentation activities.
Dividing the market into segments allows you to take a closer
look at different customer groups and estimate their
attractiveness. The company adapts a product or service to
selected segments. Segmentation also applies to the tourism
market. As it develops, it turns out that tourist is a very broad
concept that generally describes only customers of tourist
services and does not refer to the motives for undertaking
tourist trips. Therefore, various descriptions of customers of
tourist services are created, tourists are divided into different
groups (segments), in order to learn about their needs and
reasons for traveling, to create an offer tailored to their
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expectations. The typology of tourists presented in the article
does not exhaust the issue, but is only an attempt to show that
it is possible to create as many types of customers as there are
segmentation criteria. It is important, when creating another
typology of tourists, to consider what it will be used for and
which companies from the tourism market it will use to
improve existing products. The market for tourist services is
very broad, so it should be remembered that airlines expect a
different typology and travel agencies specializing in extreme
trips expect a different typology. A good understanding of
customer groups is an opportunity for companies to develop
a better offer that meets tourists' expectations. A person going
on an organized trip to Egypt for the first time expects
something different from a group of travelers going trekking
to Nepal.
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