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SUSTAINABLE TOURISM – A VIABLE ALTERNATIVE 

FOR ROMANIA’S ECONOMIC DEVELOPMENT 
 

Monica Maria COROȘ1  

Oana Adriana GICĂ2 

 
Abstract 

According to the World Tourism Organization, sustainable tourism is a form of 

tourism that meets the needs of present tourists and host regions while protecting and 

enhancing the opportunity for the future. It is an industry that aims at: having a low impact 

upon the environment and local culture, generating income and employment, and also, 

ensuring the conservation of local ecosystems. In this respect, our paper will include a brief 

literature review on the topic of sustainable tourism and will provide arguments for the 

adoption of this type of tourism considering its benefits. We will also provide an example of 

a sustainable tourism destination from the Central development region of Romania that 

could be easily reproduced in the other regions. The conclusions will present a set of 

measures that could be implemented in order to encourage the adoption of sustainable 

tourism practices in our country. 

Key words: tourism, sustainability, good practices, Central region of 

development, Rîmetea. 

JEL: L83, Q01, Z32 

 

1. Introduction 

Given the economic importance of the tourist sector in countries 

around the world, governments are involved in developing active and 

innovative policies to ensure a competitive, inclusive and sustainable 

tourism development [26]. 

The economic impact of tourism comprises many inputs in order to 

produce tourism and leisure services: spanning the whole range of farm, 

agrifood, trade/crafts, transport, construction, ICT, education and training, 

and industrial production, including the production of capital goods as well 

as public works. Also, tourism may be regarded as a key factor favoring 

human development, the reduction of poverty and peace [8]. 

Tourism has a major economic and social impact at regional and 

local levels in the areas where tourist activities take place [25]. It also helps 

                                                 
1 Assistant Lecturer PhD, Faculty of Business, Babeș-Bolyai University, Cluj-Napoca, 

monica.coros@gmail.com 
2 Associate Professor PhD, Faculty of Business, Babeș-Bolyai University, Cluj-Napoca, 

oanagica@gmail.com 
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to finance the infrastructure necessary for the economic development of an 

area and can provide a distinctive image and identity to the benefit of all of 

its economic activities [25]. 

The major challenges faced by the tourist sector (e.g. rapid growth in 

international tourism flows, new consumer trends, digitalization of the 

economy, security issues, and adaptation to climate changes) require active, 

innovative and integrated policy responses to ensure that tourism remains a 

competitive sector and continues to deliver economically and sustainably in 

the years to come [26]. 

According to UNWTO travel and tourism account for only 5 % of all 

carbon emissions, hence it can be considered an important factor to achieve 

the green economy objectives. The contribution of tourism to sustainable 

development is also expressed in terms of regional impact by its role in 

reducing inequalities between regions, especially when economic times are 

hard, as in many countries at the present time [8]. 

Sustainability is a central element of the competitiveness of tourist 

destinations. Sustainability principles, applicable to all forms of tourism 

(including mass tourism and the various niche tourism segments), refer to 

the environmental, economic, and sociocultural aspects of tourism 

development, and a suitable balance must be established between these three 

dimensions to ensure its long-term sustainability [32]. 

The 10YFP Sustainable Tourism Program (STP) supports 

sustainable consumption and production practices in the tourist sector 

resulting in enhanced environmental and social outcomes, and improved 

economic performance. While a number of governments are already taking 

steps to accelerate the shift towards sustainable consumption and production 

in tourism, it can be expected that this trend will accelerate in line with the 

2030 Agenda for Sustainable Development [26]. 

According to the Brand Manual, Romania’s most recent tourist 

brand (Explore the Carpathian Garden!) has four key attributes: intact 

nature, authenticity, unique culture and safety, which are supported by 

personality traits: kindness, purity, green and innocence. The brand’s main 

values consist of: exploration, spirituality together with good and simple life 

[29]. Thus, rural tourism provides one of the most valuable and attractive 

components of Romania’s international tourism, representing also the 

perfect context for sustainable tourism development. For this reason, the 
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present research aims at providing an example of good practice in 

sustainable rural tourism in Romania (the case in point being Rîmetea)3. 

 

2. Literature review 

Although there is no standard definition for “sustainable tourism 

destinations” [14], it is consented that sustainable tourism development aims 

at: minimizing environmentally negative impacts (by consuming less energy 

and water, also by reducing waste), conserving biodiversity, preserving 

cultural heritage and traditional values, supporting intercultural 

understanding and tolerance, providing learning opportunities, including 

positive benefits for the local economy and contributing to the enhancement 

of local community structures by generating local income and by reducing 

poverty [16; 33]. 

While traditional mass tourism has reached a steady growth stage, 

ecotourism, nature, heritage, cultural and soft adventure tourism, rural and 

community tourism are taking the lead on tourism markets and are predicted 

to grow most rapidly over the next two decades [33]. Recent trends and 

forecasts indicate an increase of tourism in new destinations, mainly in 

developing countries, with outstanding potential to support development 

goals, and where new environmental and cultural attributes can make an 

important contribution to more sustainable tourism destinations [34]. 

The results of a study conducted by Cucculelli and Goffi [5] on 

small Italian “Destinations of Excellence” indicate that sustainable tourism 

development is not only good for preserving the ecologic balance of a 

tourist destination but also for improving its competitiveness, and that 

sustainable tourism cannot be achieved without appropriate management of 

tourist demand. A competitive destination preserves its natural and cultural 

resources and, at the same time, increases the long-term well-being of its 

residents by delivering a more satisfying experience compared to similar 

destinations [1; 11]. 

Tourism is an income-generating sector for local communities. In 

order to move towards sustainable tourism development, the host population 

                                                 
3 Previous researches have revealed that some of the most valuable tourist resources of 

Romania are located in rural areas that face serious infrastructure problems [4; 21; 22; 23]. 

Moreover, due to the poor development of agricultural activities, many rural destinations 

cannot develop. Consequently, sustainable tourism can grant them the chance to evolve. 
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needs to be empowered and allowed to fully participate at the development 

process, this being easier in small communities [2]. 

Achieving sustainable tourism growth requires long-term strategies 

and significant private and public sector investments. This longer-term 

approach is one that nurtures the development of the industry that implies 

securing the longevity of tourism as an economic and social force by: 

focusing on environmental sustainability, establishing industry diversity, 

and securing innovation and strategic improvements to productivity [7]. 

According to Cucculelli and Goffi [5] tourism sustainability is characterized 

by an integrated approach of tourism planning, the collaboration and the 

community participatory process, the stewardship of the natural 

environment, the monitoring and minimizing of the negative impacts of 

tourism, and the public commitment to tourism and to tourism education. 

Among the measures taken by Romania to ensure sustainable 

tourism one can mention the development of wildlife and nature tourist 

products, and also, more importantly, the fact that Romania has become the 

first country in Europe to elaborate a system for evaluating eco-destinations. 

This is based on the European Ecotourism Labelling Standard, recognized 

by the Global Sustainable Tourism Council. Romania has also engaged in a 

number of actions together with other countries in order to develop 

sustainable tourism products and to make the most of its cultural assets, in 

line with policy priorities (e.g. the Carpathian Convention, the partnership 

with Bulgaria, Croatia and Serbia on a program of cultural route 

development in the lower Danube) [27]. 

According to the specialists of the European Commission, one of the 

most important challenges of contemporary tourism, especially in rural 

destinations, is that of “creating the right balance between the welfare of 

tourists, the needs of the natural and cultural environment and the 

development and competitiveness of destinations and businesses” [19]; 

obviously, an integrated and holistic framework is required in this respect. 

Further, the same specialists point out that: “the future of European tourism 

relies on the quality of the tourist experience – tourists will recognize that 

places that care for the environment, their employees and local communities 

are also more likely to care for them. By integrating sustainability concerns 

into their activities, tourism stakeholders will thus protect the competitive 

advantages that make Europe the most attractive tourist destination in the 

world – its intrinsic diversity, its variety of landscapes and cultures. In 
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addition, addressing sustainability concerns in a socially responsible manner 

will help the tourism industry to innovate its products and services and 

increase their quality and value.” [19]. Given this entire context, when 

analyzing and discussing Romania’s rural tourism the destination’s position 

in terms of sustainable tourism development must also be considered; Table 

1 presents Romania’s performance in this respect: 
Table 1. Sustainable tourism and Romania’s competitiveness 

 2015 2013 2011 2009 2008 2007 

Romania’s Travel & Tourism Global 

Competitiveness 

66 68 63 66 69 76 

Romania’s T&T Competitiveness at 

European level  

32 35 34 34 32 36 

Number of World Heritage sites/Number 

of World Heritage cultural sites 

34 33 29 26 30 30 

Number of World Heritage natural sites 43 45 43 40 39 … 

Environmental sustainability 46 58 50 37 51 … 

Stringency of environmental regulation 90 109 71 60 72 74 

Enforcement of environmental regulation 77 101 88 67 76 … 

Nationally protected areas … … 77 58 87 80 

Quality of the natural environment 96 107 104 110 91 … 

Total number of countries 141 140 139 133 130 124 

Total number of European countries 37 42 42 42 41 41 

Source: [35].  
Romania’s tourist competitiveness is rather low both at global level 

and, especially, among European countries. Still, the destination enjoys 

ranks well when it comes to World Heritage cultural and natural sites, also 

seeming to have a sustainable environment. These advantages are not 

properly capitalized on due to: its ineffective marketing and branding 

combined with the low governmental interest towards the prioritization of 

tourism, in general, and to that of sustainable tourism, in particular. A rather 

lax framework regarding environmental regulations and their weak 

enforcement only contribute to the low ranking of Romania’s natural 

environment quality. Consequently, national and international programs 

supporting the development of rural tourism become very important for the 

development of Romania’s sustainable tourism. 
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3. Material and method 

The case study concerning the development of sustainable tourism in 

Rîmetea, Alba county has been elaborated based on secondary data 

collected from: the National Authority for Tourism (NAT), the National 

Institute of Statistics (NIS), the World Economic Forum (WEF), online 

reservation platforms, public institutions, NGOs, newspapers, etc. 

 

4. Results and discussions 

The present case study focuses on a single rural destination which is 

going to be discussed throughout this section, Rîmetea (Alba County). The 

destination has been listed among the most beautiful villages from Romania, 

being awarded the title of Small Transylvania in 2014 [17], 15 years after its 

cultural heritage had gained one of the most important European 

recognitions, the Europa Nostra Award of 1999, granted by the European 

Commission for the conservation of its specific white houses4 [30]. 

Moreover, 1999 is also the year when a UNESCO architect proposed the 

inclusion of the site among the UNESCO world heritage sites [10]. 

 

4.1. Location and natural resources 

Rîmetea5 commune is located in the Northern part of Trascău 

Depression, being surrounded by picturesque steep mountains, and was 

officialy attested for the first time around 1257-1272. The depression’s 

elevation is between 430 and 500 m, while the surrounding mountains reach 

nearly 1.240 m (Vârful Cornului, 1.238 m, Ardascheia, 1.250 m, Dealul 

Băieșilor, 1.010 m, Piatra Secuiului, 1.128 m and Tarsa, 999 m). It 

comprises only two villages: Colțești6 and Rîmetea (the commune center). 

Both villages have access to the main county road (DJ 107 M), which links 

them to the national network. [28] 

The commune enjoys the presence of both natural and man-made 

tourist resources being listed among the destinations with a very high 

concentration of valuable tourist resources, dominated by man-made 

                                                 
4 From the around 300 houses of Rîmetea commune, more than half are white and have 

green window frames [10]. 
5 Known also as: Trascău (in Romanian), Torockó (in Hungarian), and Eisenmarkt, 

respectively Eisenburg (in German). 
6 Also known as: Sângiorgiul Trascăului (in Romanian) and Torockószentgyorgy (in 

Hungarian). 
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resources – this being a clear recognition of the white houses with green 

windows which can be found in both villages [31]. The destination’s natural 

potential is enriched by an officially recognized natural protected area. Still, 

these two villages can also be found among the destinations with a very high 

concentration of natural and man-made resources that face problems 

regarding their technical infrastructure. [21; 22; 23]. 

 

4.2. Historic and cultural heritage 

Table 2 comprises the seven historic heritage sites officially listed by 

the Ministry of Culture in 2015. One of the most important decisions, with 

direct impact upon the development of sustainable tourism in this 

destination, is the fact that in 2000, the authorities have decided to list the 

entire rural site of Rîmetea as a national heritage site, considering it of 

national importance and continuing to ensure its conservation. 
Table 2. The historic heritage of Rîmetea commune 

No Heritage Site Village Importance Date 

1. Piatra Secuiului fortification 
Rîmetea, at 

Piatra 

Secuiului 

local 

Latène epoch, 

Geto-Dacian 

culture 

2. Piatra Secuiului fortress local Medieval epoch 

3. 
Noble citadel of Colțești 

(Sângeorgiu-Trascău) 

Colțești, on 

Fortress Hill 
national 13th-15th centuries 

4. 
The former Franciscan 

monastery 

Colțești 

national 18th-19th centuries 

5. The Roman-Catholic church national 
1727, rebuilt in 

1897 

6. The Franciscan Claustrum national 1727 

7. Rîmetea rural site Rîmetea national 18th-19th centuries 

 Source: [39]. 

Initiated in 1949 as a collection of folk art and established in 1952, 

the ethnographic museum of Rîmetea is the second most visited museum in 

Alba County, after the National Museum of the Unification from Alba Iulia  

[37]. In fact, the museum manages to attract more visitors than the 

destination itself (for example, 10.6 times more visitors in 2011, compared 

to 4.3 in 2012, 3.4 in 2013, and 2.5 in 2014 [38]. The museum functions 

with a single employee. 

 

4.3. Tourism development and activity 

Understanding that tourism can be their chance to redevelop their 

villages – which were quite prosperous during the mining years, in the late 

http://www.aiudinfo.ro/muzeul-din-rimetea-pe-locul-doi-in-topul-celor-mai-vizitate-muzee-din-judet-5805.html


Monica Maria COROȘ, Oana Adriana GICĂ 

 14 

Middle Ages and until the beginning of modern times – the inhabitants 

began to carry out tourism related activities in the early 1990’s when “the 

locals were renting out rooms that the families were not using” [30] but the 

first boarding houses were officially ranked only in 1997 [18]. Later on (in 

1997), they even established a travel agency – Alpin Tour – in order to 

better promote and commercialize their tourist offer. A tourist association 

was also established with the main purpose of protecting the interests of the 

owners and of granting an acceptable qualitative level of the provided 

services. Due to a lax national legal framework of tourist services, the 

quality of the tourist services is still fluctuating. On the other hand, as the 

officials of Transylvania Trust point out, the destination’s popularity 

registers an increasing trend, reality reflected by the fact that more and more 

buildings have been built exclusively for the provision of accommodation 

and food services. Moreover, the conversion of some barns into boarding 

houses can be considered another example of success [30]. 

A brief analysis of the development of Rîmetea’s supply of 

hospitality services is more than useful for a better understanding of its 

performance as a tourist destination. Because most of the accommodation 

services providers in the rural environment are small (offering less than 5 

beds), two sets of data have been considered: several databases of NAT, 

respectively of the Ministry of Tourism have been analyzed7 in order to be 

able to present the development of the authorized accommodation units; 

these are analyzed in the context of the figures provided by NIS (only for 

facilities with at least 5 beds and their tourist activity), and to discuss this 

destination’s tourist activity.  

Boarding houses are by far the preferred type of lodging s provided 

by the community of Rîmetea. A single villa was registered in 2005 but it 

disappeared afterwards. A chalet functions beginning with 2012. An 

entrepreneur established the first camping in 2010, that still functions today; 

at certain points the same entrepreneur opened a second camping nearby. 

The significant difference in terms of registered lodgings between 2005 

(with a total of 28) and 2011 (with only 4) can be associated to the 

difficulties generated by the economic crisis established in 2008 and to the 

poor economic measures adopted by the government, which hindered 

business activities, in general, and tourism, in particular. Another cause of 

                                                 
7 The first available Database is from 2005; beginning with 2009 and until 2016 a database 

has been considered for each year. 
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such differences can be linked to hospitality businesses run in the shadow 

economy. If camping sites are excluded one cannot but notice that the 

accommodation supply increased between 2005 and 2016 by 1,76 times in 

terms of rooms and by 1,63 in that of available beds. Even more, from a 

qualitative perspective, the supply is a poor one, as the large majority of the 

lodgings are ranked at 1 or 2 stars/flowers; very few provide 3 or 4 stars/ 

flowers services, while none is of 5 stars/flowers (Appendix 1). 

While occupancy rates prove to be season sensitive, average 

durations of stay are not affected by seasonality (Appendix 2). Further, the 

tourist activity in Rîmetea is unexpectedly far from being a performing one: 

with poor occupancy rates of around 20 % and overnight stays of not quite 

two nights (Appendix 2). Again, the shadow economy can provide an 

acceptable explanation for this situation. Another surprising aspect derives 

from the fact that there is only one officially ranked food service unit, the 

Conacul Secuiesc restaurant in Rîmetea, respectively in Colțești [24]. In 

fact, this hospitality facility (consisting of two accommodation units – two 

boarding houses, one ranked at 4 and the other at 3 flowers, and a classic 

restaurant, with 80 table-seats, ranked at 3 stars) was established in 2007 

with financial support provided by the means of a SAPARD program; this is 

perhaps the most developed and elegant facility in the area. Unfortunately, 

the lack of correctness is highly visible both in the case of accommodation 

facilities and of food serving units! Most of the identified lodgings advertise 

larger accommodation capacities (in many cases twice compared to the 

authorized ones). As already mentioned, only one hospitality facility has 

been and continues to be officially ranked, while a very large number of 

units provide, in fact, such services8. [36] 

 

4.4. Sustainability policies 

The success of tourist destinations Rîmetea is clearly related to the 

efforts to preserve its specific architecture. In this respect, Transylvania 

                                                 
8 The website promotes a number of 21 lodgings, of which only 2 do not advertise food 

services. The total number of rooms promoted online is of 117, while that of beds reaches 

300, compared to the legally authorized capacity of: 133 rooms and 307 beds; moreover, 16 

of the promoted boarding houses (offering 194 beds) have never been officially ranked and 

some of the legally classified units promote more beds than authorized (adding up at least 

39 beds) [36]. 
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Trust9 has been implementing The Rîmetea Heritage Conservation Project. 

thus, since 1996 conservation grants have been offered annually to a total 

of 130-140 of Rîmetea’s historic building owners. In order for the financial 

support to be granted, three conditions must be fulfilled by all parties 

involved in the conservation agreement. Firstly, the owners of historic 

buildings guarantee all renovations are going to be made in good faith and 

with appropriate techniques and conservation practices. Secondly, the same 

owners must agree not to change any of the valuable architectural features 

of the property. Thirdly, if changes and/or new developments are considered 

the owners oblige themselves to take professional advice from Transylvania 

Trust. Restoration grants are also available for larger works. The financial 

aid is provided based on project competition. Obviously, the key to success 

resides in the successful cooperation of the Local Authorities and the 

owners of historic buildings. The purpose of this project is to protect the 

settlement’s character, without any attempt to restore the buildings to former 

periods or to rigidly preserve them. Basically, “the program’s principal 

objective is to promote sustainable heritage conservation and demonstrate 

how this has an important role in a community’s socio-economic 

development.” More than 160 historic buildings have benefited from this 

support. [30]. 

The first large-scale project aiming at ensuring the development of 

the entire region is initiated by the Arieșul Agricultural Cooperative (under 

PNDR 2014-2020) with the purpose of granting financial support for the 

renovation of historic buildings and for the promotion of the tourist 

destination [20]. 

 

4.5. Economic impact 

Some data provided by NIS (National Statistics Institute) referring to 

relevant economic indicators, such as: population development, 

employment, unemployment, etc., have been analyzed. Thus, the population 

structure between 1992 and 2015 reveals a decrease in the total number of 

the inhabitants, especially among the younger generations, an ageing trend 

of the population, with a somewhat more developed female group. Further, 

birth rates are lower than mortality ones and cannot ensure the appropriate 

                                                 
9 Established by András Román, a reknowned Hungarian specialist in the field of historic 

buildings’ conservation; the trust is financially supported by the Local Council of the 5th 

District from Budapest. [18] 
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replacement of generations. Both employment and unemployment are quite 

low and surprisingly oscillating. Unemployment rates seem to be somewhat 

higher among women. Regarding unemployment, the summer season 

registers lower values; for the last 3-4 years, this indicator does not seem to 

be much affected by seasonality. 

 

5. Conclusions 

A long-term approach fosters the development of the industry, rather 

than simply seeking to stabilize, adjust or re-orientate to new market 

opportunities. It is necessary in order to secure the longevity of tourism as 

an economic and social force by focusing on environmental sustainability, 

establishing industry diversity and securing innovation and strategic 

improvements to productivity [26]. 

In a competitive international environment, it is vital that Romania 

fully capitalizes on the many wonders it offers. The destination must deliver 

products that are of high quality, authentic, unique and delivered with 

outstanding service. The tourist sector has to take a leading role in 

protecting and enhancing the environment in order to preserve the greatest 

asset of tourism, and to ensure the ongoing prosperity of the tourist industry. 

Communities and operators must build strong relationships and recognize 

each other’s contribution. For these to be achieved, cooperation is crucial to 

be established between the private sector, central and local governments, 

and other interest groups [8]. 

Mowforth and Munt [9, pp 293] agree, stating that “It is 

governments that have a pivotal role and possess the potential power to 

control, plan and direct the growth and development of tourism”. Thus, it is 

up to governments to set the ground rules or regulations, within which 

tourism takes place. And it is governments that have the power to establish 

policies that can determine whether a country follows a path of tourism 

development dictated primarily by overseas interests and capital or one that 

seeks to achieve economic gains for a wide range local people and the state 

while preserving the integrity of social, cultural and environmental features 

of their country. 

Timothy and Tosun [13] assert that sustainable tourism development 

is only possible where a wide range of voices, including those of destination 

residents, contribute to tourism policy and planning. 
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First of all, sustainable development of the tourist sector needs to be 

government-led. Second, while strong relationships between the tourist 

industry and authorities are needed to ensure the continuous development of 

the sector, this does not mean that the interests of a few powerful players 

should come to supersede the interests of the majority of a country’s 

population that, directly or indirectly, could also stand to gain or lose from 

the development of tourism. Research on sustainable tourism needs to 

recognize that genuine sustainability requires not just a commitment to 

reducing carbon emissions or protecting one’s people from negative tourist 

behaviors by building resorts on uninhabited islands; rather it must be based 

on broad participation in decision making and more equitable sharing of the 

benefits of tourism [12]. 
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APPENDICES 

 
Appendix 1. The development of accommodation services in Rîmetea 

  

 
   Source: Own calculations [23]. 
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Appendix 2. Tourist activity in Rîmetea 

  
Source: Own calculations [38]. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 24 

GLOBALISATION TENDENCIES OF TOURISM 

TERMINOLOGY WITH A NEGATIVE IMPACT ON THE 

TRADITIONAL NATURE OF THE TOURISM PRODUCT 
 

Constantin MANEA1  

Gheorghe SĂVOIU2  

Ion IORGA SIMĂN3 

Marian ŢAICU4 

 
Abstract 

This article aims to point out some aspects of distorting the specific message of 

tourism marketing, under the impact of aggressive, drastically vulgar or simply 

misconceived globalization. Several trends are analyzed of the developments (in a rather 

negative sense) of the terminology in the field, as it appears in the media and in the sphere 

of the internet information addressable to native speakers of Romanian. The conclusions 

drawn from the analysis of the selected material lead to the idea of severe distortion 

(primarily by introducing into the language a jargon composed especially of abusive 

calque/loan translation, unnecessary neologisms and barbarisms, constituting a sort of 

“translates” of falsely international vocation) of a message that normally would benefit 

just by capitalizing on traditionality, on the originality or authenticity specific to tourism – 

which harms, not least, the marketing strategy involved. 

Key words: tourism, traditional, terminology, translation, distortion, marketing 

JEL: M14, A12, A13 

 

1. Introduction 

Globalization is a primarily economic process, which also leads to 

(quasi)globalization of language itself. In this country, the most illustrative 

case in point, i.e. the most effective, widespread and insidious way to 

globalisation (both wide-encompassing and explosive) is the Englished 

slang or lingo favoured by the youth, mainly based on idioms modelled after 

English. Then there are the Anglicisms brought about by various technical 

domains. Maybe last (but by no means least), on a psycho- and socio-

linguistic level, there occurs the quite spectacular phenomenon of 

euphemism (v. mainly the so-called connotative or ‘useless’  Anglicisms). 

To take only one example, the adjective vocational (in collocation with 
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2 Professor Hab. PhD, Faculty of Economics, University of Pitești, gsavoiu@yahoo.com 
3 Professor PhD, Faculty of Sciences, University of Pitești, ioniorgasiman@yahoo.com 
4 Lecturer PhD, Faculty of Economics, University of Pitești, taicumarian@yahoo.com 
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education, i.e. Rom. învățământ or educație) is considered to sound “a bit 

more special” than the (good) old (şcoală) profesională (“vocational 

school”)… 

Moreover, we can say that there is a procedure or a tool, maybe 

(comparatively) new, but quite at hand, for commercial and economic (no 

less than social) manipulation, through marketing based on consumer 

psychology, which in fact represents one of the pillars of current world 

consumerism. A new, colourful vocabulary (including such neologisms and 

Anglicisms as flyer, grill, pui griller, brizură (de orez), mălai cremogen) 

appears and thrives in advertising. Yet this process or mechanism starts 

being associated in a negative manner, especially by its exaggerated 

overtones, its excess, repetitive trend, its comparative lack of imagination 

and relative aggressiveness. It begins to be felt (by many consumers) as 

tedious, invasive, deeply undesirable – and so it becomes a rather 

counterproductive process. And the observation is all the more evident when 

it comes to tradition, to authentic (cultural) values – in tourism, for example 

(and to a much greater extent in cultural tourism)5. To this is added the 

laziness and incompetence of those who translate advertising, informative, 

etc. materials into English. This is where the linguistic phenomenon of 

negative interference appears prevalently (i.e. the so-called False Friends or 

deceptive cognates, e.g. abilități, locație, patetic, etc.). In this context, it 

would be interesting to consider and analyze the quite astonishing case of a 

recently published English-Romanian dictionary, which was actually… 

translated (and adapted!) from English (under the aegis of Oxford 

University Press). The definitions used to gloss several words, such as 

agony, pathetic, location etc., were totally wrong. This is only one of the 

admittedly numerous cases of globalization coming in the form of what one 

may call linguistic (and economic) colonization. Speaking of which: 

linguistic imperialism (or language imperialism) refers to “the transfer of a 

                                                 
5 Cultural tourism can be defined as “Travel for the purpose of learning about cultures or 

aspects of cultures”, or else as: “Cultural tourism (or culture tourism) is the subset of 

tourism concerned with a country or region’s culture, specifically the lifestyle of the people 

in those geographical areas, the history of those people, their art, architecture, religion(s), 

and other elements that helped shape their way of life. Cultural tourism includes tourism in 

urban areas, particularly historic or large cities and their cultural facilities such as museums 

and theatres. It can also include tourism in rural areas showcasing the traditions of 

indigenous cultural communities (i.e. festivals, rituals), and their values and lifestyle, as 

well as niches like industrial tourism and creative tourism”. (https://en.wikipedia.org) 

https://en.wikipedia.org/wiki/Tourism
https://en.wikipedia.org/wiki/Culture
https://en.wikipedia.org/wiki/Urban_areas
https://en.wikipedia.org/wiki/Museum
https://en.wikipedia.org/wiki/Theatre
https://en.wikipedia.org/wiki/Industrial_tourism
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dominant language to other people”. The transfer is essentially a 

demonstration of power – traditionally, military power but also, in the 

modern world, economic power – and aspects of the dominant culture are 

usually transferred along with the language”6. 

On the other hand, one has to admit that the evolution of languages 

is, so to speak, natural, i.e. outside and beyond the principles and barriers 

often imposed by intellectual standards, regulations and National 

Academies. Maybe the best illustration of the above statement is the process 

of borrowing Anglo-American words and phrases, and also grammatical 

structures, most of which are still trying to get acceptance into the 

Romanian language. 

 

2. Examples 

Here are some examples of more recent Anglicisms that came into 

our language, and seem to be very common in the Romanians’  everyday 

speech, especially in commercial-type activities, where there is a real 

plethora of (unwanted) lexical Englished terms: GRANT (printed on a 

pepper envelope), “Această propunere reuneşte compact-discuri ce conţin 

hituri de mare succes din topurile de pretutindeni, într-o altă interpretare 

decât cea originală (cover versions)”, and also cases of pleonasm, 

accountable for by the insufficient or faulty knowledge of the terms used, 

e.g. “am participat la traininguri şi pregătiri la Bruxelles” (Alpha TV, 

Piteşti, 22.04.2003). And here are further examples of Anglicisms: 

“Transalpina Ski Resort, considerată deja de specialiștii în turism dar și de 

autoritățile locale drept un tigru al turismului de iarnă din România” (from 

the net), “Cursa Cluj-Bucureşti, operată de două companii low-cost, Blue 

Air şi Wizz Air. Preţurile sunt mai bune decât la CFR”, “Bulgaria reprezintă 

destinaţia de top, alături de Grecia, în ceea ce priveşte outgoing-ul pe 

segmentul turismului de masă (…) Travel agenţii bulgari au conceput o 

serie de itinerarii atractive care combină turismul de litoral cu cel activ (…) 

Nu avem incoming, nu lucrăm mult cu marii touroperatori internaţionali. 

Bulgaria şi Turcia trăiesc din incoming mai ales, nu din turism intern” (from 

the net). And another example, where the temptation of cosmopolitanism 

(and/as globalization) is evident: Cafée – Restaurant – Catering (name of a 

company), where one of the terms was misspelt; however, it is noticeable 

                                                 
6 https://en.wikipedia.org 

https://en.wikipedia.org/wiki/Language
https://en.wikipedia.org/wiki/Power_in_international_relations
https://en.wikipedia.org/wiki/Armed_forces
https://en.wikipedia.org/wiki/Economic_power
https://en.wikipedia.org/wiki/Culture
http://adevarul.ro/locale/cluj-napoca/cursa-cluj-bucuresti-operata-doua-companii-low-cost-blue-air-wizz-air-preturile-mai-bune-decat-cfr-1_56b5e5eb5ab6550cb8839328/index.html?ref=yfp
http://adevarul.ro/locale/cluj-napoca/cursa-cluj-bucuresti-operata-doua-companii-low-cost-blue-air-wizz-air-preturile-mai-bune-decat-cfr-1_56b5e5eb5ab6550cb8839328/index.html?ref=yfp
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that pleonasm was avoided (catering is something a bit different from a 

mere restaurant, after all...). 

Here are some more trendy Anglicisms in the vocabulary of tourism 

and advertising: “lanțul de restaurante X” (TVR), “M-am dus la aqua-

parku’  ăla”, “transfer de bani și exchange la cel mai bun curs” (radio). 

However, most terms in this group tend to be used globally, e.g. Skatepark 

(on a placard in the playing ground in the Ștrand park in Pitești). It will be 

useful to notice and analyze the phenomenon of older neologisms in 

Romanian being replaced by English forms and meanings, e.g. “a accesa 

(fonduri etc.)”, cf. Eng. to access sth. (compare also with the even older 

Romaian neologism a avea / a obține acces la ceva), and, further on, let us 

try to compare a accede with the older term (and cognate) a accede (la 

domnie, etc.). Other instances of lexical globalisation are provided by the 

so-called international loan translations, e.g. mișcarea ecologistă or 

mișcarea verde, or partid verde, and even atitudine verde, etc. Of course, 

transliteration of foreign proper names (through the unifying, 

internationalized use of the English spelling) is a similar manifestation of 

linguistic globalisation under the banner of the English language, e.g. 

populația Pashti (Pashti population), Zhukov, etc. (incidentally, many more 

examples can be found in the rather naive, crude translation of the articles 

published in the Magazin weekly, under the heading S-a născut azi… / Born 

today…). 

Some plethoric Anglicisms can find an excuse in the mere fact that 

they are recent lexical items – not only in the Romanian lexicon, e.g.  

“Resort de 4 stele pentru nunta (…)” (Antena Stars TV). Some others can be 

said to be both recent and specialized terms, e.g. “Coaste de porc cu sos 

chives” YVE.ro (from the net), “mecanism de bonusare a celor care 

realizează…”, “Produse handmade” (cf. artizanale), “Ținutul Buzăului e un 

brand creat în 2007”, “elaborând mixuri de marketing”, “organism de 

guvernanță a unei destinații turistice”, “tehnologiile new media”, “training 

vocațional”, “traineri pentru ceilalți…”, etc. And still others are mere 

solecisms (or ‘ barbarisms’ ), e.g. “o platformă de sharing și e-learning”, 

“(aparate pentru) ticketing”, (TVR: about the Cluj mayoralty’ s plans to put 

in place several ticket vending machines for buses and trams), “schiorii şi 

snowboarderii”, “bordul rețelei mondiale a…”,  “condiții environmentale”, 

etc. At the end of the day, the main reason why they can be considered 

unacceptable and far-fetched is that they are, semantically, grammatically, 

http://yve.ro/retete-culinare/retete-de-mancare/retete-cu-porc/coaste-de-porc-cu-sos-chives/?ref=yfp
http://yve.ro/retete-culinare/retete-de-mancare/retete-cu-porc/coaste-de-porc-cu-sos-chives/?ref=yfp
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stylistically and contextually, wrongly used and ill-formed, being part of 

what has been termed (Stoichițoiu) connotative Anglicisms, e.g. “carne 

nambăr unu mondial!”, “backgroundul fiecărui participant”, “o curiculă”. 

Sometimes, they can come as phonetic barbarisms, e.g. the Englished 

pronunciation Drácula (in strict reference to the historical character of Vlad 

Țepeș). Some other extreme, unacceptable forms are mixed structures, e.g. 

“Travel ghid” [Dolce Info Tv]. 

Anyway, one of the unifying traits of the above types of Englished 

solecisms is their presence in the media, e.g. “Prima ediție a “Topoloveni 

Summer Tour” (pt. ciclism)” (Jurnalul de Argeș, no. 1095, p. 4), and/or in 

advertising, both domains including vast amounts of materials 

(mis)translated from English, e.g. “La nici 30 de minute distanță de capitala 

cosmopolită Skiathos Town se află cea mai faimoasă plajă a celei mai 

vestice insule din Sporades”. Loose, negligent translations generate 

exaggerated, ill-formed, false Aglicisms, mainly through the mechanism of 

(syntactic) calque, e.g. “este la un bilet distanță de tine”, “10 curiozități din 

jurul lumii” (cf. Eng. “from around the world”, compare with Rom. “din 

lumea întreagă”). The final effect is that of a new langue de bois7 (or rather 

langue de plastic), e.g. “România oferă suport emoțional și consiliere…” 

(TVR). Sometimes, efforts – otherwise unneeded – are aimed at 

disambiguating the new meanings, e.g. “prin operator de turism nu mă 

refeream la un tour-operator, ci la persoanele care au potențialul de a 

exploata turistic un obiectiv…” (later, in the same context, the speaker 

renamed him/her an agent de turism…). Many common speakers of 

Romanian make sure that the whole picture is complete by making rather 

numerous errors of pronunciation (e.g. ['taning] instead of ['tjuning]) and 

spelling, e.g. PHET SHOP, “In sfarsit, am mai prevazut in actualul contract 

posibilitatea acordarii  vaucerelor de vacanta”, “centru SPA de 5 stele” 

(Jurnalul de Argeș, no. 1095): this capital-letter spelling seems to be quite 

common – maybe as a result of the wrong impression that it is an acronym 

of ome sort. 

                                                 
7 Wooden language is a literal translation of the French expression langue de bois meaning 

language that uses vague, ambiguous, abstract or pompous words in order to divert 

attention from the salient issues. The French phrase became widely used during the 1970s 

and 1980s, arriving in the language from Russian. 

https://en.wikipedia.org/wiki/Wooden_language 

https://en.wikipedia.org/wiki/French_language
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Coming back to the use of neologisms that we are specially 

interested in for the purpose of the present paper, i.e. marketing and 

(cultural) tourism, we can say that commendable, and sometimes interesting 

or even imaginative, endeavours are being carried out in order to ensure 

better ‘ verbal visibility’ , i.e. publicity impact based on assumed novelty, 

for the various texts used in this field, e.g. DINOSTOP (the name of a café 

near Hațeg, reminding the tourists of the neighbouring midget dinosaur 

reserve), Natur Home (in Rm. Vâlcea), “Rowmania este vectorul Asociației 

“Ivan Patzaichin – Mila 23” (cf. Eng. rowing), “Este o “marcă” a României 

ca destinație de ecoturism și rowing”, “Din fructele acestea [făcute din 

săpun] nu poți face fresh” (advertising banner in Mangalia, 2014), “două 

trasee de adventure pentru copii” (the weekly Atitudine în Argeş, May 

2013), etc. Yet, the demon of exaggeration plagues most such verbal 

marketing exertions, e.g. “Un party de succes 100% cu MEGA SUPER 

HITS”, “Last minute Egipt!” (TV advertisement), “Apă minerală light…” 

(Prima TV ad, 19.04.2003), “Efecte multifaţetate…” (Acasă TV advert for a 

hair dye brand), “Noua mascara Lash Expansion” (Acasă TV ad, 

12.03.2003), “Excitomat” (Adevărul, 6.07.2002, p. 6), Londra Market 

Company (name of a small shop). 

At other times, though, the comicality of some would-be feats of 

verbal-aided marketing is complete, e.g. “Două reţete cu somon şi miel, by 

chef Adrian Iuriciuc… Invitatul “ring” de astăzi este Adrian Iuriciuc, chef 

Le Oac Oac Bistro, care vă propune două reţete simple, dar foarte 

gustoase”, “Royal Serenity – Magazin pompe funebre – Servicii 

complete”… 

 

3. Remarks on some glossaries of tourism in English 

The terms in the list below (including mainly specialized 

terms/words, various phrases, acronyms, more or less specialized meanings 

and concepts) were compiled from the following sources: Glossary of 

Hospitality/Tourism Terms, A Dictionary of Travel and Tourism 

Terminology, by Allan Beaver8. They can clearly show that the process of 

lexical taking over was, to a certain extent, active, and so there are terms 

and phrases that were translated, adapted (even by loan translation), 

introduced with their original form, reintroduced into the Romanian 

vocabulary, or else terms and phrases already existing in Romanian. 

                                                 
8 http://www.gdrc.org/uem/eco-tour/t-glossary.html 

http://www.gdrc.org/uem/eco-tour/t-glossary.html
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Here are the main such terms in the mini-corpus that we selected: 

adventure tourism, all-inclusive, alternative tourism, artefact, attendance 

building, attraction(s), auditing, back to back, backpacker, bed and 

breakfast (B & B), Bed Tax, benchmarking, benchmarks, best practice, 

biological diversity (biodiversity), blocked, booking, business plan, business 

travel or business events, buyer, C of C (“Chamber of Commerce 

Commissions” ), cafeteria, carrier, cash flow, chain of distribution, 

Chambers of Commerce, charter, charter group, charter operations, circle 

trip, city guide, Computer reservation systems (CRS), conservation, 

continental breakfast, conventions and trade shows, conversion study, co-op 

advertising, cooperative marketing, cooperative partner, costing, cover, 

cultural authenticity, cultural tourism, culture, customized tour, destination 

marketing, discounted fare, diversity, Double Double, double-room rate, 

ecologically sustainable, eCommerce, economy fares or services, ecosystem, 

ecotour, eco-tourism / ecotourism, educational tour, endangered species, 

Energy conservation, environment, environmental education, escort, 

escorted tour, ethnic tour, European plan, excursion, exotic plants, 

extensions, Fam Tours (also called “fams” or “familiarization tours”), fauna, 

Feeder Airport/City, FIT (Free Independent Travel), flora, Force majeure, 

franchise, frequency, fulfillment, full house, full-service restaurant, Gateway 

or Gateway City, GIT (Groups Independent Travel), globalization, 

greenhouse effect, greenhouse gases, ground operator, ground package, 

group leader, group rate, group tour, guide, guided tour, Head in Beds, 

heritage, heritage site, high conservation value, high season, Hospitality 

Industry, HRM, Hub, Hub and Spoke, human-made attraction, icon, 

Incentive Travel, inclusive tour, indigenous species, infrastructure, 

intermediary, international marketing, itinerary, Leisure Travel, local, low 

season, macro business, market segment, Market Share, Market Volume, 

mass tourism, minimum charge, Mission (Sales), Motorcoach, Natural area, 

natural attraction, natural disaster, Nature Tourism (Nature-based 

tourism), Net Rate, No Show, non-profit (organizations), occupancies/ 

occupancy, off-peak or off-season, option, package, package tour, passport, 

peak, Peaks and Valleys, perishability, Person Trip Visit, pollution, Press 

Trips, press/publicity release, pricing, product, property, protected area, 

public policy, Rack Rate, reach, receptive operator, renewable energy, 

Repeat Business, Reservation Systems (Automation Vendors), resort, 

responsible tourism, restoration, retail agent, retailer, Room Blocks, room 
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service, Sales Mission, Sales Seminar, seasonality, sector, service charge, 

service provider, shells, shoulder, site inspection, souvenir, Spouse 

Program, supplier, sustainable, sustainable development, sustainable 

tourism, Target Audience/Market, Target Rating Points, tariff, themed tour, 

tour catalog, tour conductor (“see tour manager/director” ), tour coupon, 

tour director, tour manager or escort, tour operator, tour organizer, tour 

wholesaler, tour, tourism geography, tourism industry, tourism product, 

tourism, tourist attractions, Tourist/Visitor/Traveler, transfer, Transient 

Occupancy Tax / TOT, transit visa, transit, travel agent/agency, travel 

product, travel seasons, travel trade, travel(l)er, trip director, twin, 

VAT/TVA/MWS/GST, visa, Visitors Center, visitors, voucher, wholesaler, 

World Heritage Area, world heritage site. 

The main observations one can make as far as the above tourism 

vocabulary is concerned would be the following: (1) Some English terms 

have been taken over and used as such, e.g. room service, voucher. Indeed, a 

special category is that of the acronyms, e.g. CRS, HRM. (2) Many phrases 

were taken over by Romanian phraseology of tourism, e.g. macro business, 

market segment, tourism industry. (3) Some terms and phrases have well-

established synonyms, e.g. Hospitality Industry: “Another term for the 

travel industry”, Nature Tourism (or Nature-based tourism), etc. (4) Many 

terms and phrases already exist in Romanian, e.g. guide, indigenous species, 

etc. (5) In some terms and phrases, it was only the meaning (differing from 

that of their Romanian counterparts) that fell under the scope of tourism 

lexicon, e.g. tour, culture, human-made attractions. (6) Some specialized 

meanings are: option, perishability, themed tour. Here is an interesting (and 

still rather strange-sounding) sense (or rather term) that is trying to make its 

way into the vocabulary of contemporary Romanian: resort (“a hotel, motel 

or condominium complex located in an area associated with recreation and 

leisure, such as the mountains or the seashore. Normally offer facilities for 

sports and recreational activities”). (7) A number of words and phrases have 

been adapted, thus becoming transparent, i.e. denizens of the Romanian 

vocabulary, e.g. guided tour, seasonality, sustainable. There are quite 

numerous translated/adapted terms and phrases, e.g. greenhouse effect. 

Some specialized concepts were taken over (and explained through 

translation), e.g. costing, extension, franchise, full-service restaurant, 

heritage (Romanian counterpart: patrimoniu), incentive travel, sustainable 

tourism, tourism product. A number of terms were adapted through loan 



Globalisation tendencies of tourism terminology with a negative impact on the traditional nature… 

 

 32 

translation or calque, e.g. travel agent (as Rom. agent de turism). (8) There 

are highly specialized terms (or jargon terms), e.g. Conversion Study, 

Double Double; some such highly specialized terms were considered to be 

slang terms by the authors of the above-mentioned glossaries, e.g. Head in 

Beds (“Industry slang: referring to the primary marketing objective of 

accommodations and most destinations – increasing the number of 

overnight stays”). Such specialized terms naturally need lexial explanations, 

e.g. Transient Occupancy Tax: “TOT or bed tax is a locally set tax on the 

cost of commercial accommodations and campgrounds”. (9) There are 

numerous international terms (all of which were made up of Graeco-Roman 

or Romance roots), e.g. excursion, globalization, infrastructure, itinerary, 

local, natural disaster, passport, souvenir; and also international phrases, 

e.g. endangered species, exotic plants, force majeure, no less than a number 

of international acronyms, e.g. VAT/TVA/MWS/GST (the last three acronyms 

are the adaptation / translation of VAT into some European languages). One 

can conclude that the task a translator is called to carry out is, mainly in 

view of the intrinsic challenges of the specific lexicon of the field, rather 

demanding.  

 

4. Translation and tourism 

The quite intricate relationship between translation, tourism and 

marketing strategies – manifested, for instance, in translating advertisement 

materials into (or from) English – should earnestly start from the various 

procedures of adaptation, modulation and equivalence, as well as from the 

truth that “the translation of advertising brochures is not only a lexical but 

also a cultural transfer” (Zahiri et al.). The translation strategies used should 

go beyond mere transliteration and literal translation, and reach as far as 

culturally modeled adaptation, equivalence and transfer. On the other hand, 

a translator must consider himself/herself as part and parcel of his/her own 

culture, and so try to use a set of strategies closer to what Venuti called 

domestication rather than foreignization. Likewise, translators should not 

forget that linguistic standards are frequently useful and relevant in the most 

intimate ways of one’ s own mother tongue – they are not rules imposed 

from the outside in a dictatorial manner, and so they have to be observed, in 

point of semantics, grammar and style; and the vocabulary of cultural 

tourism is one of the most sensitive areas in that domain. If the terms and 

structures employed are at loggerheads with the mainstream represented by 
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the standards of usage, the phenomenon of shielding of the message (in both 

advertising and marketing) is bound to appear. 

 

5. Tentative conclusions 

Words do not enhance marketing activities, otherwise than in a 

purely incidental manner (v. such instances of involuntary humour as 

cremogen, tartinabil, rate prietenoase), not even if those words happen to 

come from English. Actually, that was precisely the situation of the (old) 

langue de bois, which did not at least manage to remain a fully demagogic 

tool – it had come to be a mere closed communication system. It seems that 

the advent of the concept of globalisation took over and reconceptualized 

the former ideological opposition between cosmopolitanism and 

internationalism. In our case, the traditionalism of the Romanian tourism 

product is undoubtedly the one that suffers, given that the massive lexical 

borrowing from English triggers an obvious process of indiscriminate and 

aggressive Englishing that ultimately affects the whole of the lexicon. Some 

of the main features of that process are loan translation (or calque) and the 

poor quality of the texts (mostly advertising, Internet and press materials) 

that are being negligently translated from English into Romanian. Such 

linguistic phenomena that are present in the above-mentioned process of 

borrowing can have a broader cultural effect, and unfortunately Romanian 

authorities in the field of language standardization are doing next to nothing 

to check or qualify this process.  
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TRADITIONALISM AND INNOVATIVENESS IN RURAL 

TOURISM DEVELOPMENT: NORTH-EAST ROMANIAN 

PERSPECTIVE 
 

Giorgi TCHOTCHUA1 

 
Abstract 

The focus of the present paper is on the developing traditional and innovative 

products and services in rural tourism in the North-East region of Romania. A qualitative 

rural tourism requires a process of modernization, development and innovation in the 

sector by creating competitive travel services in the main areas of interest. This sector is 

largely dominated by small and medium sized enterprises (SMEs) and is often considered 

less innovative and more traditional comparing to other industries. 

The aim of the article is to show up product/ service and marketing innovation 

necessity in tourism industry. In the face of current problems of climate change, rising food 

prices and a global financial crisis, linkages between agriculture and tourism may provide 

the basis for new solutions in many countries including eastern European regions. It 

underlines thatthe industry faces the needs of innovativeness, particularly in rural areas. 

By improving service quality of touristic products, offering memorable experiences and 

events, aiming right focus on the markets assimilation, using modern technologies as a tool 

for promotion and communicationwe will be able to see clearly the future potential of rural 

tourism.  

Key words: rurality, rural tourism, destination image, north-east Romania, 

innovation in tourism, microblogs 

 

1. Introduction 

In this article we will try to split apart two outlooks of the rural 

tourism such as traditional and innovative visions and consider their 

interactions and linkages. Agriculture is one of the oldest and most basic 

sectors of the global economy, whereas tourism is one of the newest and 

most rapidly spreading. In the face of current problems of climate change, 

rising food prices and a global financial crisis, linkages between agriculture 

and tourism may provide the basis for new solutions in many countries. A 

number of challenges, nevertheless, confront the realization of synergies 

between tourism and agriculture. One prerequisite is enhanced 

understanding of the processes of rural restructuring and agricultural 

transformation and their association with tourism development – including 
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better recognition of their potential role as beneficial, detrimental or 

disruptive (Rebecca Maria Torres, Janet Henshall Momsen, Tourism and 

Agriculture, 2011). 

There can be little doubt that tourist areas are dynamic, that they 

evolveand change over time. This evolution is brought about by a variety 

offactors including changes in the needs of visitors, possible replacement of 

physical plant andfacilities, some of the cultural attractions getting less 

significant in comparison with imported products. The lifecycle of 

touristsdemand evolution has been vividly described by Christaller: 

Painterssearch out untouched and unusual places to paint. Step by step 

theplace develops as a so-called artist colony. Soon a cluster of 

poetsfollows, kindred to the painters: then cinema people, gourmets, and the 

jeunesse dore´e. The place becomes fashionable and the entrepreneurtakes 

note. The fisherman’s cottage, the shelter-huts become convertedinto 

boarding houses and hotels come on the scene. Meanwhile thepainters have 

fled and sought out another periphery _/ peripheryas related to space, and 

metaphorically, as ‘forgotten’ places and landscapes. At the same time, in 

other places the same cycle occurs again; more and more places come into 

fashion, change their type, turn intoeverybody’s tourist haunt. (The Tourism 

Area Life Cycle, Vol. 1 Richard W. Butler) 

Linked to the above mentioned cycle we can contribute statistics of 

rural tourism as a new tendency with big potential impact in the entire 

touristic activity. However, nowadays this kind of tourism has a more 

significant role in its development. The rate of growth of tourist demand in 

rural areas, in the last 20 years, is deployed by region as follows: Europe 

52%, Africa 8.1%, 4.1% Middle East, South Asia 9.4%, South East Asia 

and Pacific 10.8%, 5.4% North America and other parts of the world 4.3%. 

Everything points to the exceptional direction of European population 

towards these destinations (Stefanoviü, 2010, p.48). The market trends 

worldwide are in favor of rural tourism, which is also affirmed by the World 

Tourist Organization. Findings in the last 20 years show clear growth, and 

the biggest growth rate was registered in some Southern and Eastern 

countries, almost 25%. In Europe there are over 200.000 registered service 

providers and about 2.000.000 beds available. Number of people who are 

directly or indirectly employed in rural tourism is approximately 500.000. 

The annual tourist consumption in rural tourism is about 65 billion Euros. 
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Almost 98% of all registered accommodation is in European Union 

countries (Radmilo Nikoliü, Vidoje Stefanoviü, Nedžad Azemoviü, 2012). 

In this paper we want to study the interdependence of the first two 

forms of tourism mentioned, manifested in the North East region, namely 

cultural and rural tourism (agritourism). This will be linked to tourism 

indicators (number of reception, accommodation capacity and the number of 

arrivals) and with cultural tourism activityindicators (number and structure 

of cultural heritage objectives). 

 

2. Statistical analysis of north-east region of Romania 

This work was done by analyzing the characteristics of rural and 

cultural tourism and their impact on the evolution of the number of tourists 

in the North East region. 

In order to accomplish this analysis, we matched the tourism 

statistical indicators, the accommodation structure type (farm houses) and 

some indicators developed by the Centre for Studies and Research in the 

Field of Culture detailed as fallows. 

We used next statistical indicators (Minciu R., 2000), for the rural 

tourism sector analysis: 1) the number of existing Farmhouses in North 

East; 2) accommodation capacities in operation in farmhouses in North East; 

3) the number of arrivals in farmhouses in North East, 4) the number of 

overnight stays in farmhouses in North East. Indices that characterize the 

cultural sector for the regional level are: 

1) The optimum use of heritage objectives, by tourism- goals this 

indicator reveals if cultural tourism potential of each region is used in an 

optimal way. 

2) Cultural tourism index - measuring cultural tourism activities, 

including road situation in the region. 

3) Cultural index - institutional capacity and operators - which 

measures the level of cultural infrastructure development production and 

distribution of cultural goods.  

Correlating the two categories of indicators will determine the 

influence of cultural heritage on the rural tourism development level in the 

North East of the country.  
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2.1. North-East Region – traditional touristic attractions 

Region covering the North East of the country and, according to 

tradition, is part of the old historical region of Moldavia (North East 

Regional Development Plan 2007-2013). With a total area of 36,850 square 

kilometers and a population of 3,726,642 inhabitants, the North East is the 

largest of the eight development regions of Romania. Geographically, the 

region bordering Ukraine to the north, to the south by the counties of Galati 

and Vrancea (South East), to the east by the Republic of Moldova and the 

West Maramures and Bistrita-Nasaud (North West) and Mures counties, 

Harghita and Covasna (Central Region). With a rich historical, cultural and 

spiritual region harmoniously combines the traditional with the modern and 

the past with the present, its potential can be used to develop infrastructure 

in rural areas, tourism and human resources. 

Rural tourism and ecotourism have great potential as the region's 

rural areas remain   unpolluted and multiple choice recreation and a valuable 

cultural and historical zones. 

Cultural tourism activity, knowledge and information can be 

structured as following (Study on the implementationof the Regional 

Operational Programme in the North- East): 

 Museum tourism supported by a significant number of museums (art, 

history, ethnography and folklore, technical etc.), memorial houses that 

belonged to men of culture, art, science; fortress, royal courts, etc. 

 Rosetti - Tescanu House (Bacau County) - built in 1898 by Tescanu 

family - where the great musician George Enescu lived (in this settlement 

was established opera Oedipus). 

 Mihai Eminescu Memorial House from Ipotesti - since 1950 has 

turned into a museum of furniture and other antiques that belonged to the 

family. 

 George Enescu Memorial Museum from Dorohoi that exposed 

personal objects of the artist. 

 The Palace of Culture built in 1906-1925, is situated on the ruins of 

medieval royal court. Palace hosts four major museums: the History 

Museum of Moldova, Moldova Ethnographic Museum, Museum of Art and 

Science and Technic Museum. 

 Roznovanu Palace built in Vienna neoclassical style where Iasi City 

Hall is today. 
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 Vasile Alecsandri National Theatre- built in the period 1894-1896, 

baroque style decorated, with one of the finest concert halls in the country 

with a capacity of 1000 seats. 

 University of Iasi is a former palace that served as the royal court 

and where worked first Pinoteca in country. 

 University of Copou is a famous monumental marble hall , known as 

the " Hall of Lost Steps ", decorated with fresco paintings by Sabin Balasa. 

 Central University Library in Iasi - a building with Doric columns 

and dome dominating foot Copou. 

 Royal Inn is one of the oldest civil buildings and houses Suceava 

Department of Ethnography and Folk Art Museum Suceava County. 

 City of Suceava built during the reign of Peter I Musat is nearby 

Bucovina Village Museum, arranged outdoors and containing a valuable 

collection of traditional construction since XVII -XX. 

 Ion Creanga Memorial House – Humulesti village (Neamt) contains 

a number of personal items of great storytelling. 

 Neamt Fortress, built between 1391-1674 Peter Musatinul withstood 

sieges over time Austro -Hungarian and Polish armies. 

 Porumbescu complex museum from Stupca (Suceava) consists of 

three objectives: the tomb of the great musician, Memorial House and 

Porumbescu Museum. 

 Emil Racovita Memorial Museum in Suranesti (Vaslui) is formed 

from the house where the great explorer was born and it contains documents 

from the years of school and correspondence with different personalities. 

 Vasile Pârvan Museum of Barlad, found in the former Prefect, raised 

by Italian neoclassical architects in 1899. The museum contains three 

sections: art, natural science and history. 

 Stefan cel Mare County Museum of Vaslui includes sections of 

archeology, medieval and modern history, ethnography, fine art, and a 

humor salon – named "Constantin Tanase" in memory of the founder of 

Romanian theater magazine. 

 "Silent" Village Museum - founded in 1986, has departments of 

archeology, ethnography, folklore and so much less to a museum village, 

rich collection of fine art , rare objects and 400 autographed books by 

authors. Some exhibits are unique in the country. 

 Village Museum in Vetrisoaia - ethnographic and historical exhibits. 



Giorgi TCHOTCHUA 

 40 

 Cantemir History Museum where there is a collection of 

archaeological pieces from the Paleolithic to the medieval period, 

ethnographic collections, fine art collection: George Tatarescu, Dan 

Hatmanu, Octavian Angheluta. 

 Ethnographic tourism related popular character events (such as the 

National Festival "Rose of Moldova" in Strunga Iasi festival "Winter 

Traditions" of Iasi, artisan fairs ("Cucuteni 5000" - Iasi); International 

Folklore Festival "Ceahlaul" (Neamt) International Folklore Festival 

"Arcanum" (Suceava) International Festival "Hora of elders" (Vaslui); 

 Artistic tourism (festivals, seasons, tournaments, exhibitions, etc.); 

International Festival of Fine Art Tescani (Bacau), Humor Festival of Vaslui.  

North East Region has 4043 monuments of international interest, 

national and local level, according to the heritage list of Culture Ministry in 

2004. The list includes archaeological sites and memorial houses, historical 

buildings and religious monuments. Besides visits to the purpose of 

pilgrimage or prayer, most tourists visit sights are preferentially oriented 

religious monuments. They form the "backbone traditional" tourist 

attractions in the North East. Of the seven tourist areas in Romania covering 

cultural sites of world importance monasteries in northern Moldavia were 

included in the UNESCO World Heritage in 1993 and include Voronet, 

Humor, Moldova, Probota, New St. John of Suceava, Patrauti Church and 

Tree Church. 
Table 1. Heritage list, by county in North-East Region of Romania 
County/ Region Local and national 

historical monuments 

Historical monuments of 

national interest 

Bacau 368 95 

Botosani 516 46 

Iasi 1641 128 

Neamt 552 109 

Suceava 517 182 

Vaslui 449 80 

Nord-Est Region 4043 640 

Source: From database presented in the table above it is visible that the most developed 

regions in terms of number of historical monuments are Iasi, Neamt and Suceava. 
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Table 2. Number of museums, by county in North-East Region of Romania 
Region 

and 

counties 

2006 2007 2008 2009 2010 2011 2012 2013 

North-East 

Region 

124 129 126 127 124 126 118 124 

Bacau 21 22 20 20 20 20 20 25 

Botosani 11 11 12 12 11 12 10 10 

Iasi 24 27 27 27 26 26 21 20 

Neamt 28 28 28 28 28 29 28 29 

Suceava 30 31 29 30 30 30 30 30 

Vaslui 10 10 10 10 9 9 9 10 

Table 3. Number of visitors by country in North-East region of Romania 
Region 

and 

counties 

2006 2007 2008 2009 2010 2011 2012 2013 

North-East 

Region 

1849165 1824971 1541777 1685603 1573824 1332343 1336285 1471030 

Bacau 45607 46765 54684 61453 51289 58855 60078 76640 

Botosani 85074 80636 68985 73214 107507 47237 47116 39802 

Iasi 539930 575319 402925 282737 270361 301531 277347 301171 

Neamt 433158 512039 427470 625758 609825 378153 400630 437601 

Suceava 632169 536325 499522 556883 457787 457712 495130 499935 

Vaslui 113227 73887 88191 85558 77055 88855 55984 115881 

Besides the 3 counties of high importance (Iasi, Neamt and Suceava) 

Vaslui also stands out with the big number of museum and public 

collections visitors. In 2013 it attracted 115881 tourists with 10 museums, 

meaning an average of 317 tourists per day. 

Considering the number of visitors existing and considering the fact 

that the study refers to rural tourism, the data obtained above should be 

correlated with data on agro indicators (Farmhouses number, 

accommodation capacity, number of arrivals and overnights). 
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Table 4. Agri-tourism indicators, by North-East Region of Romania 
Agri-tourism 

indicators 

Region 2006 2007 2008 2009 2010 2011 2012 2013 

         

Farmhouses 
number 

North- 
East 

177 196 200 241 229 223 265 283 

Accommodati

on 

capacity in 
operation in 

farmhouses 

 649285 723247 822018 955865 952161 1047315 1246142 1304666 

The number 
of arrivals in 

farmhouses 

 52792 64675 74645 77371 73401 94906 102829 105224 

The number 

of overnight 
stays in 

farmhouses 

 94787 117392 133602 141586 134746 177083 202909 193244 

Surce: Statistical Yearbooks of Romania (processed data) 

Following changes have been seen during the period (2006-2013): 

 The number of farmhouses increased by 60 % 

 Farmhouses accommodation capacity increased by 109%, which 

means they were built accommodation units with greater capacity than 

before 2006 

 The number of arrivals in farmhouses doubled in 2013 comparing to 

2006, meaning there was demand for new accommodations.The number of 

overnight stays increased at the same rate as the number of arrivals, which 

means that the average length of stay in a farmhouse remained at 1.83 

nights/ tourist.  

Assuming that the number of visitors in museums and public 

collections would have decided to stay in rural locations in the North East in 

2006, the accommodation capacity could have met only 35% of the existing 

demand. In 2009 only 57% of these tourists would had been satisfied with 

proper accommodation capacity but in 2013 the percentage would had been 

up to 90%, meaning that agritourist is seen as an opportunity to pastime and 

also visit cultural objectives in the North-East region. 

If we consider that for the same period same of the visitors would 

have decided to stay in rural locations, the situation would had been as 

follows:  

 In 2006 only 3 % of visitors stayed overnight in farmhouses 

 In 2009, 5% of the tourists could stay in farmhouses 
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 In the year 2013 the percentage increased to 7% of those people that 

could stay overnight in farmhouses.  

 

These low percentages may be justified by the existence of a transit 

tourism that occurs in the North-East, the tourist-visitor comes and goes so 

the accommodation is not a target for them, they just want to visit not to stay 

overnight or spend a longer period of time in the area.  

 

3. Results 

Based on data obtained above it had been estimated, that 

characterizes the cultural tourism at the regionallevel: 

1) Optimum use by tour of heritage. The high value of this indicator 

reflects the intensive use of heritage fortourism activities. Low value 

indicates reduced their use of cultural tourism. 

The calculation: Reporting tourist activity patrimony number of targets in 

each region. Tourism activity was constructed by calculating a score for 

each region. They consider the following: 

 The structures and functions of tourists accommodation, 

 Capacity and Activity Book, 

 Number of visitors, 

 Number of arrivals location. 
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Figure 1. Optimum use by tour of heritage, by regions of Romania 
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Bucharest-Ilfov Region recorded the highest value because, as the 

capital of Romania, attracts the largest number of tourists annually. If we 

don’t take into consideration this region, next that uses intensively the 

heritage elements is North-West (Maramureș) and then North-East. 

2) Index for cultural tourism. It is more powerful than optimal use 

index described above, as stresses andtransport situation in the area and the 

actual number of visitors .  

The calculation: Average values: 

 Optimal use of heritage through tourism (described above), 

 Road, 

 The number of visits.  
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Figure 2. Index for cultural tourism 
 

North-East    4,7 

 

South-East    3,26 

 

South-Muntenia    3,54 

 

South-West    5,67 

 

West    8,22 

 

North-West    14,32 

 

Centre    2,15 

 

Bucharest-Ilfov    

186,34 

 

0 50 100 150 200 

When you take into account the situation of infrastructure is seen as 

Northeast Region ranks in the top five since the potential is weak. North 

West still remains immediately after Bucharest - Ilfov, which means an 

index of cultural tourism has developed in many ways. 

3) Index institutional capacity and cultural operators. High value 

indicates a developed infrastructure whichcan support household 

consumption needs to run programs easier or host cultural events. Low 

value  

Indicates failure of cultural institutions in the region. 

Calculation: This indicator combines a number of cultural 

institutions in each region/ 1.000 inhabitants and combines these results 

through a medium. 

 Heritage objects (number, capacity, hierarchy, types), 

 Number of libraries, 

 Theatres, 

 Shows institutions, 

 Museums, 

 Cinemas, 

 UNESCO monuments. 

  

 



Giorgi TCHOTCHUA 

 46 

Figure 3. Index institutional capacity and cultural operators 
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Looking at the statistics above which shows us traditional ways how 

cultural tourism works in its modern comprehensionof the mentioned 

region, it is visible that the region can maintain consumption needs of the 

population by organizing more innovative and futuristic, cultural and social 

events is the North-East, which means it has a large number of cultural 

institutions based on the number of inhabitants. 

In terms of North-East Region, as the 4th in terms of institutional 

capacity index and cultural operators, the monasteries in northern Moldavia 

have the most significant role, being included in the UNESCO world 

heritage. 

Tourism in rural areas was, and continues to be increasingly 

appreciated and requested by people who live and work in more stressful 

conditions in large, pollutedcities, but not only. Rural tourism is still 

primarily an opportunity to return society to nature, to everything that is 

pure, a return to origins, always pleasant and stimulating. Tourist activities 

are alternative income for local communities. The problem with traditional 

approach of being employed in this type of tourism is that there is lack of 

alternative information approachable for potential tourists. In the next 

chapter there will be reviewed Chinese example to establish innovativeness 

for popularization rural areas of the country. 
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3. Innovation in rural tourism - online discourse 

In this paragraph we would like to underline the example of 

innovation contributed in Chinese district. Online discourse as a way of 

developing awarenessof rural destinations. The focus on innovation in 

tourism increased in the last years. Several authors classified the types of 

innovation in: product innovation - new products, process of innovation- 

new method of production, market innovation - the exploitation of new 

markets, organizational or management innovation - new ways to organize 

business, and institutional innovation - a framework within which people 

interact (Fagerberg, J., Mowery, D. C. et. al., 2005) (Hjalager, A.M. 1997) 

(Hjalager, A.M. 2010). The aim of the chapter is to show awareness and the 

level of importance for local governments and individual entrepreneurs 

operating in rural tourism industry. 

 The innovation of a tourism product means to bring on the market a 

new or a significantly improved product. The tourism product (new or 

improved) must be new to the company but it does not need to be new to the 

tourism sector. 

 The innovation of a process means to introduce a new or a 

significantly improved process, distribution method or support activity for 

the tourism products. The innovation (new or improved) must be new to the 

company but it does not need to be new to the tourism sector. 

 The organizational innovation is the implementation of new or 

significant changes into the company structure or the management methods, 

which should be used to improve the company’s efficiency. 

 The marketing innovation means the implementation of new or 

significantly improved product design, placement, or promoting. Another 

goal is to increase the appeal of the tourism products or to enter on new 

markets. 

Considering above mentioned facts about innovation in rural tourism 

industry we can say that implementation of a project such as microblogs 

about outskirt areas and less developed villages will increase awareness of 

international and domestic tourists, while nowadays there is big tendency of 

discovering less popular recreational places for leisure. 

Overcommercialization of some of the developed attractions also influence 

tourist's decision-making. Tourists have responded to the expansion of 

tourism with statements like “Let's go there before tourism takes 

over/destroys it,” and “The attractions that charge a ticket fee are not worth 
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going to anymore.” Commercialization and tourism development also 

influence local people's lives. Rural areas are usually more vulnerable to 

changes; tourism has definitely changed many lives in rural areas, where 

villagers transformed their homes into tourist accommodations.  

 

4. Conclusions 

The used research findings add weight to the concept of the 

globalized rural idyll, which includes natural wonders, romanticism, 

authenticity, and nostalgia as core elements (Bell, 2006), and reintroduce the 

concept of the rural gaze in tourism studies (Abram, 2003). The example of 

innovativeness in online marketing such as using microblogs to examine the 

representation of a destination on social networking sites should expect 

great feedback from individual tourists. The findings have implications for 

marketing and management professionals, as the Internet's marketing 

function should not be neglected and issues in destination management 

appear in online information sharing. Specific, diverse, and creative 

destination descriptions are needed. Rural landscapes, lifestyles, history, and 

culture need to be creatively represented using methods that do not rest 

solely on visual components, which may cause esthetic fatigue. But 

destination marketers need to carefully design the image to best represent 

residents' and visitors' experience (Hunter, 2012). The successful destination 

image of the east-north Romanian countryside needs to be maintained 

through strategic planning of tourist activities and visitor management on 

site. 
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Abstract 

Tourism provides a significant source of economic development in many European 

areas. New trends in European rural tourism are steering towards environmentally 

friendly, sustainable tourism development. At the same time, tourism represents an 

economic sector where informal skills can play a big role.  Formal education among the 

key stakeholders in this field is often lacking, especially in the rural regions. Cycle tourism 

is recognised to have a key role in EU. However, knowledge integration among the tourism 

providers and end-users is lacking, and the non-formal and informal knowledge skills and 

competences of the cyclists and cycling associations remain neglected.  

EuBike is a project, funded by the European Union Lifelong Learning programme, 

between 2014-2016, which aimed at creating a joint community for cyclists and tourism 

providers and at bringing these groups together, in order to support the development of 

cycle tourism. The main approach of EuBike is based on facilitating co-creation and co-

management of cycle tourism products by the tourism providers and cyclists – and thus 

fostering joint destination governance, as well as potentially generation of new job 

opportunities and self-employment.  The project also focused on capacity building of both 

cyclists and tourism providers. The project partners cooperated with cyclists, cycle tourism 

associations and tourism providers in Austria, Germany, Italy, and Switzerland in order to 

build a network devoted to promotion of cycle tourism. Together, they achieved the 

following results: Development of cycling routes in Austria, Germany, Italy and 

Switzerland; Creation of an electronic learning and sharing programme for tourism 

providers and cyclists. The long-term aim of EuBike is to contribute to the following goals: 

rendering tourism providers better equipped to create offers appealing to the cycle tourism 

community by cooperating with cyclists and cycling associations; Facilitating recognition 

of the informal competences of cycling associations, with potential to become employment 

qualifications. This paper describes the results of the project, and concludes with proposing 

its transferability to the Carpathian areas, including Romania.  
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1. Introduction 

Tourism provides a significant source of economic development in 

many European areas. New trends in tourism are steering towards 

environmentally friendly, sustainable tourism development [14]. The 

growing awareness of climate change and the need to mitigate its negative 

effects calls for switching away from resource intensive and polluting forms 

of tourism and developing new low impact, low carbon tourism products [9, 

15]. 

The United Nations Environment Programme (UNEP) and the 

World Tourism Organization (WTO) define sustainable tourism as 

“Tourism that takes full account of its current and future economic, social 

and environmental impacts, addressing the needs of visitors, the industry, 

the environment and host communities” [22, Pg. 11] 

According to WTO, all forms of tourism in all types of destinations 

could become more sustainable if developed and managed accordingly with 

respect to balancing among its environmental, economic, and socio-cultural 

aspects. Moreover, sustainable tourism should: “1) Make optimal use of 

environmental resources that constitute a key element in tourism 

development, maintaining essential ecological processes and helping to 

conserve natural heritage and biodiversity; 2) Respect the socio-cultural 

authenticity of host communities, conserve their built and living cultural 

heritage and traditional values, and contribute to inter-cultural 

understanding and tolerance; 3) Ensure viable, long-term economic 

operations, providing socio-economic benefits to all stakeholders that are 

fairly distributed, including stable employment and income-earning 

opportunities and social services to host communities, and contributing to 

poverty alleviation” [22, pg. 11 ]. 

 

1.1. Slow travel 

Slow travel is an alternative paradigm, with recent origins linked to 

the slow food movement in the 1980s, which also inspired the slow city 

(cittaslow) movement. It is based on the main elements of the slow 

movement: doing things at the right speed, changing attitude towards time, 

and seeking quality over quantity [16]. Slow travel is characterized by 
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slower and shorter distance-travel to destinations (by train, coach, cycle and 

on foot), minimized impacts on the environment, and a greater emphasis on 

the travel experience, including a focus on landscape and a closer 

connection with the other travelers, the host population and the local history 

and culture. Moreover, in this case the travel itself and engagement with the 

mode of transport becomes an important part of the tourist experience [6]. 

Travel by bicycle is one of the forms of slow travel. 

The Framework for tourism in Europe communicated by the 

European Commission in 2010 calls for making European tourism a 

competitive, modern, sustainable and responsible industry [7]. Development 

of cycle tourism plays an important role in implementing the framework. 

 

1.2. Cycle tourism 

Cycle tourism can be defined in many ways (see Lamont for various 

definitions), but often understood as tourism where active cycling is the 

main purpose of the trip, making it a form of slow travel, sustainable in 

terms of environmental, economic and socio-cultural aspects. It has a 

minimal ecological impact, it provides considerable economic potential for 

the local communities, and encourages interest in cultural and natural 

heritage and community life [17, 18]. 

Cycling gained popularity, both as a means of transport and leisure 

activity, in the 1980s, as it was accessible to most societal classes. The first 

cycling associations appeared at that time: the League of American 

Wheelmen and the Cyclists’ Tourism Club in the UK4. Cycling remained 

highly popular until the 1920s but declined by the end of the twentieth 

century, as the private car ownership increased [12]. 

Today cycling in Europe constitutes a significant source of economic 

development. In 2012 the economic impact of cycling tourism in Europe 

was around 44 billion euro, generated by over 2 million trips and 20 million 

overnight stays [20]. However, cycling has high potential for economic 

development beyond tourism. [3].  

Austria, Denmark, France, Germany, the Netherlands and 

Switzerland are among the countries who have been successful in 

developing cycle tourism. Their success is based not only on an extensive 

cycling route networks, but also on an effective marketing effort that 

                                                 
4 Today called The League of American Bicyclists, 

http://www.bikeleague.org/content/mission-and-history 
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involves key actors in this field in Denmark, Germany and the Netherlands 

cycling remains popular as a transport mode. These countries as well as 

Austria, France, Germany and Switzerland have been successful in 

developing cycle tourism. Their success is based not only on an extensive 

cycling route networks, but also on an effective marketing effort that 

involves key actors in this field. 

Key actors in cycle tourism include: Ministries of transport, regional 

departments, administrations of provinces and municipalities, tourism 

providers, including destination management organizations, hospitality and 

tourism businesses as well as cycling associations and the cyclists 

themselves.  

For the tourism providers, successful tourism product development 

and management requires a wide range of knowledge, skills and attitudes 

[21] and in which informal skills can play a big role.  Formal education 

among the key stakeholders in this field is sometimes lacking, especially in 

the rural regions. In this respect, informal learning resources and exchange 

of tacit knowledge and skills on the local level could play an important role 

in helping the local communities to adapt to the evolving tourism trends and 

demands.  

Tourists themselves can also contribute to tourism development - 

they are the main “experts” in what they want to experience while travelling   

- and may be seen as co-creators of new tourism experiences [2] - as they 

actively participate in shaping and personalizing their travels.  

However, in case of cycle tourism it remains unclear to what extent 

the knowledge of cyclist and cyclists’ associations is used in tourism 

product development. Knowledge integration among the tourism providers 

and end-users is often lacking, and the non-formal and informal knowledge 

skills and competences of the cyclists and cycling associations remain 

neglected.  Moreover, tourism providers tend to have low involvement in 

the development of cycle tourism [17]. 

 

1.3. Co-creation of tourism services 

In a study on the economic impact of the cycling in Austria, 

conducted by the Austrian Ministry of life in 2009, communication with 

cyclists is considered a very important factor for the successful positioning 

of the tourism providers on the cycle tourism market: “Besides keeping the 

existing quality of basic infrastructure or hospitality, efforts in 
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communicating with cycling communities (Internet, Social Web) need to be 

made in order to be successful among the international competitors.” [13, 

Pg. 11]. 

Alternative approaches in the communication between tourists and 

tourism providers are required in particular in the development of tourism 

service innovations away from the linear provider-consumer models, such as 

"co-creation”. In particular, in the development and testing of innovations 

and new products, those service design methods allow the involvement of 

the customer. Co-creation, which allows the customer involvement in the 

provision of services, has won a high priority in services in the context of 

"Service Dominant Logic". Co-Creation can be understood as an interactive 

process between supplier and customer. This does not (or not only) imply 

outsourcing of activities to the customers, as in the case of with “self-

service”, but rather refers to the participation of the customers in the service 

design and their role as co-producers. Services derive their value from the 

use by the customer and therefore often require the active participation of 

the customer [1, 9,10]. 

 

1.4. The EuBike project 

The EuBike project, funded by the European Union Lifelong 

Learning programme, between 2014-2016, aimed at complimenting existing 

cycle tourism initiatives and projects, both on European level, such as 

EuroVelo [12], and those on national/sub-regional level in the participating 

countries – Austria, Italy, Germany and Switzerland. The innovative 

contribution of EuBike was providing of a common ground for cooperation 

between the 2 key stakeholder groups – tourism providers and cyclists - by 

testing potentials for co-creation and co-management of cycle tourism 

products by these groups and thus fostering joint destination governance, as 

well as potentially supporting new job opportunities and self-employment. 

The project also aimed at capacity building by providing non-formal 

learning resources for these groups. This was implemented based on online 

learning and sharing platforms, which also support marketing of the jointly 

created cycle tourism products.  

The main idea of EuBike is that cyclists can be considered experts 

when it comes to their needs while travelling. As such, sharing their 

knowledge and their feedback with the tourism providers can be useful in 

developing and improving cycle tourism offers. EuBike partners initiated 
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cooperation among cyclists, cycle tourism associations and tourism 

providers in Austria, Germany, Italy and Switzerland on developing and 

testing the cycle tourism products: cycling routes and an online platform, 

which presents these routes and contains information and tips for tourism 

providers and cyclists and consists of 2 main parts: 1) eDucational Box 

contains information and tips for tourism providers on how to enhance their 

competitiveness and develop attractive tourist offers for cyclists; 2) The 

Sharing platform presents the cycling routes – results of the cooperation 

process. The platform enables cyclists to provide feedback on the cycling 

paths and the Points of Interests. Moreover, it contains tips on how to plan 

and organize cycling trips. 

Eventually, the aim of the project was to contribute to the following 

long-term goals: 1) Tourism providers become better equipped to create 

offers appealing to the cycle tourism community by cooperating with 

cyclists and cycling associations; 2) The informal competences of cycling 

associations are recognized and used with potential to become employment 

qualifications. Both the short-term and long-term aims of EuBike are 

applicable in the context of the rural areas. 

 

2. Methods – project development 

A background analysis was conducted, aimed at understanding the 

preferences and needs of the cyclists, as well as the resources of the tourism 

providers, their interest and readiness to deal with growing demands of 

cycle tourism. It consisted of two parts: 1) Identification of the existing 

cycle tourism situation and needs in the countries, through literature search; 

2) An exploratory analysis made through web data collection, which also 

allowed compiling a list of possible interested stakeholders. 

Aiming at the development and enhancement of new skills and 

competences, the main outcomes of the background analysis highlighted: 1) 

a set of competences for both cyclists (demand side) and tourism providers 

(supply side) that could support creation of cycling products and improve 

communication to the market, as well as 2) possibilities to enhance training 

opportunities.  

Questionnaires have been designed, both for cyclists and tourism 

providers, and sent out to various identified stakeholders: accommodation 

providers, food providers (restaurant and bars), travel agencies and tour 

operators, Destination Management Organizations, association and informal 
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groups of cyclotourists. The background analysis provided the basis for 

development of all other components of the project.  

Focus Groups have taken place in each pilot country, where the local 

cyclists, administrators, hotel owners, tourism and cycling associations 

participated to give their feedback on the project, to discuss the current 

situation, the needs, and their expectations for the cycle tourism in the 

region, and to provide advice to the project team on how to make EuBike 

most useful to their region.  

The mix methodologies (qualitative and quantitative), including the 

desk analysis provided a systematic description of the topics, which were 

used throughout the development of the educational resources content. In 

order to shape the educational resources, the Competence Framework and 

Instructional Design were developed. 

 

2.1. The Competence Framework and instructional design 

The Competence Framework aims at determining the useful learning 

content for cyclists and tourism providers, based on the European Reference 

Frameworks and qualification systems. It outlines the main competences 

that cyclists and tourism providers need - to emphasize their expertise - in 

order to support the development of cycle tourism in Europe. It is based on 

the project objectives – supporting development of cycle tourism, 

facilitating contribution of cyclists and tourism providers to this goal – as 

well as on the background analysis and literature review. 

The Instructional design outlines the learning approach for the two 

different EuBike target groups: (i) the supply side - tourism providers and 

cycling communities and (ii) the demand side - the actual cyclists. At the 

same time, it provides a solution of linking the two groups together and 

enabling their communication and cooperation. It describes the proposed 

pedagogical approach, explains the difference among Formal, nonformal 

and Informal Learning, and proposes a model for the developed learning 

products: the eDucational Box and the eMarketing Social Platform, 

described in the Results section. 

 

2.2. Pilot testing of the project 

Pilot testing of the developed products was conducted in Austria, 

Germany, Italy and Switzerland. In order to support this process, “Piloting 

Guidelines have been developed” The guidelines document suggested 
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institutional, organisational and sociocultural procedures to facilitate the 

pilot testing in each country and provided supporting tools and templates to 

be used for the assessment process. 

As part of the testing, project partners organized cycling tours and 

workshops for the demand and supply target groups. Cycling tours and 

feedback sessions with the cyclists were aimed at testing the developed 

materials, the app, as well as at collecting cyclists’ opinions about the 

developed bike paths. Workshops were organised for the local tourism 

providers, in order to present the developed e-learning model and the 

proposed learning materials to them, and to explain how to present and 

promote their cycle tourism products via the project. The following tours 

and workshops have been organised in the four different regions: 

 Austria: three piloting cycling tours and three workshops with 79 

participants in total; 

 Italy: three piloting tours on three different paths and three 

workshops with 106 participants in total; 

 Germany: one piloting tour (due to the bad weather conditions) and 

two workshops with 32 participants in total; 

 Switzerland: three piloting tours and one workshop with 39 

participants in total. 

During some events cyclists and tourism providers were brought 

together, in order for them to share experiences and discuss the joint 

accomplishments together. Recommendations of all participants were used 

to improve the digital tools and adapt them to the pilot regions.  

 

3. Results 

The project results include the produced electronic platforms and the 

cycle tourism products developed in the countries, described below.  

 

3.1. Online resources developed under the project  

eDucational Box 

The eDucational Box constitutes a more formal learning resource for 

tourism providers - with a series of case studies, and best practices. This 

approach is aimed at equipping the providers with theoretical and practical 

tools for understanding the travellers’ needs and for creating, marketing and 

managing tourism products. The eDucational Box contains online materials 

which foster: 1) integrated design of cycle tourism products, considering the 
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needs of cyclists as well as cultural and tourism issues, 2) better 

understanding of hospitality issues related to cycle tourism, and 3) strategy 

and tactics of online promotion and user-generated contents management. 

The materials were combined into four different modules, determined by the 

Background Analysis and the Competence Framework:  

1) Information & Communication Technologies 

2) Networking 

3) Product Management & Development 

4) Promotion & Marketing  

Each module consists of 2 case studies, which are aimed at providing 

inspiration and ideas. The Call for Action section provides more direct tips 

and advice on each subject area. Users who want to test their knowledge and 

skills can take a quiz, available in every section. The eDucational box 

content is available in English, German, Italian and French. 

The eMarketing Social Platform  

The Social Platform is a multi-purpose tool for cycle tourists: it 

presents the developed cycling routes and the points of interest, provides a 

chance for the cyclists to comment on each point of interest and on the route 

itself, and includes basic information (informal learning resources) useful 

for the cyclists for planning their trips. The main objectives of this platform 

include supporting the cyclists in: 1) designing cycling itineraries (i.e. 

planning cycling holidays), 2) meta reflection (learning to identify key 

competences) of their cycling and tourism experience through structured 

review and 3) sharing experience with other cycle tourists and with the 

tourism providers in order to strengthen the cycle tourism market. These 

objectives were reflected in four modules: 

1) Thinking alternative experiences – inspiration and rational for 

sustainable slow tourism 

2) Experience planning 

3) Networking 

4) Orientation 

The Social platform provides a connection and a communication line 

between the two target groups of the project: the comments, sent by the 

cyclists via the platform, are received by the local tourism providers – 

whether individual providers, or local/regional tourism managers. 

Figure 1 represents the interaction model that highlights how the 

different EuBike digital learning components have been put together to 
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facilitate the co-creation of cycle tourism products: 1) the eEducational Box 

will train the supply side to create, promote and mange new cycle tourism 

products; 2) the eMarketing Social Platform will be used by the demand side 

to review products offered by the supply side; 3) the Virtual Discussion 

Space is where the trained supply side participants access the comments of 

the demand side about a given cycling path or tourism product.  
Figure 1. Interaction model of the EuBike digital learning components 

 
Source: EuBike Project 

The EuBike App 

The app is the mobile version of the social platform. It presents the 

cycling paths and points of interest, allows cyclists to download all 

information about the paths to be used offline and allows the users to send 

comments.  The aims of the App are: to promote the destinations which 

participated in this project, to enhance the communication between cycle 

tourists and tourism providers, to encourage development, improvement and 

promotion of new paths in Europe, to promote the improvement of cycle 

tourism products through collaboration among different users. The app is 

available on Google Play in English, German, French and Italian, and can be 

used on Android devices. 
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3.2. Developed cycle tourism products 

Cycle tourism products were created in each project pilot region as 

the main outcomes as the project:  

 The Austrian EuBike team, together with the tourism management 

students and the local tourism providers co-created a tourism package, 

which includes a guided cycling tour on the bike path Thayarunde in the 

Thaya Valley, located in the northwestern region of Lower Austria and 

different tourism services, such as transportation, accommodation, meals 

and visits of local sites and points of interest. 

 The German participants provided comments for improving an 

existing cycling path Wittekindsroute, located in the area of the Teutoburg 

Forest in the German states of Lower Saxony and North Rhine-Westphalia. 

The proposed improvements included enhancing parking areas for bikes, 

reinstalling missing path logos and providing alternatives for troublesome 

path sections. 

 The project participants in Italy developed a 3-day cultural itinerary 

reflecting different art styles, from Medieval to Modern art. The route 

through the northern part of the Umbria region begins in Città di Castello, 

the province of Perugia’s covers the area of Alta Valle del Tevere and lies 

along the Tevere river, allowing the cyclists to discover the landscape until 

the boundaries of Tuscany. 

 The final outcome of the project in Switzerland is a cycling tour 

itinerary of the picturesque countryside around the city of Geneva, including 

stops at the local providers: Café Babel, which provides a range of 

traditional specialties, the Distillerie Saconnex Darve, a local tomato farm 

and Café La Ritournelle, which offers from the bio and local food and 

drinks from the local bio producers. 

 

4. Discussion - applicability of the project results to the EuBike project 

pilot regions and beyond 

During the pilot phase, improvements have been suggested to the 

learning materials, such as the structure of the modules and the translations. 

A challenge in the project was the brief duration of the project, which did 

not allow for substantial improvements to the educational resources, and to 

the cycling paths. Another challenge was the lack of resources, which 

resulted in the APP developed only for the Android system and not for the 

IOS system. 
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4.1. Applicability for cyclists  

Most cyclists appreciated the developed paths and cycling 

associations confirmed that the link with the tourism providers is usually 

missing. The cyclists provided a number of suggestions for the Social 

platform, including: organising learning materials in subthemes, including 

more pictures from the cycling paths providing guidelines on how to use the 

platform and the app, distinguishing among the “points of interest” and 

“tourism services”, such as accommodations, bike rental etc. Suggestions 

for the APP were the same in all four pilot testing regions: cyclists would 

have preferred to have the possibility to post comments without internet 

connection, to post pictures, reflect on what they were missing along the 

route, as well as to rank the paths. They also preferred to have non-static 

maps and to have an IOS version of the App.  

 

4.2. Applicability for tourism providers 

Only a small number of tourism providers commented on the 

eDucational Box, because many participants did not have time to read 

learning materials content in detail.  The topics of the modules were 

considered interesting and important, but the participants suggested that 

learning materials should be differentiated for different target groups, (e.g 

for beginners and for experienced tourism providers, based on their level of 

knowledge and expertise, or for the different types of businesses: for tour 

operators, for hoteliers etc.). The presented learning materials were 

considered suitable for people with less cycling-related experience and for 

beginners in the tourism field, interested to start a business, but they were 

not viewed as sophisticated enough for the experienced tourism providers 

(in Austria, Germany and Switzerland). On the other hand, participants with 

only basic knowledge about tourism development and business considered 

the texts, written in non-academic style, very understandable. While 

participants from the Austrian and the Italian pilot regions were interested in 

using the social platform for promoting their offers, there was a lack of 

interest from the participants from Germany and Switzerland. This can be 

explained by the advanced cycle tourism development of the German and 

the Swiss regions.  
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4.3. Transferability to other regions 

The feedback received from the project participants suggests that the 

developed materials and the EuBike approach can be more useful in the 

countries andregions where cycling and cycle tourism are less developed, 

and particularly in the context of the rural areas, where fewer learning 

resources are available to the tourism providers, as well as resources for 

promotion of tourism products, including mobile Apps.  

While in most Carpathian countries cycling and cycle tourism are 

already developed to an extent, population in many parts of the Carpathian 

regions can benefit from additional support in this respect [cerna et al 2014, 

Vyiko, etc]. It could be useful in the regions where cyclists are less 

organized among themselves, to facilitate their partinership to the tourism 

providers. It is more likely that tourism providers in these areas will see the 

benefits of such partnerships, due to the importance of cycle tourism for 

sustainable development in the rural regions [17, 18]. 

 

5. Conclusions 

The EuBike project is a pilot project, which provided an opportunity 

to test an innovative approach of bringing cyclists and tourism providers 

together, and encouraging them to cooperate on creation, management, and 

promotion of cycle tourism. The project resulted in the development of 

online educational content for non-experienced tourism providers and 

cyclists, which also allows promoting cycling routes, and gives an 

opportunity to the cyclists to send comments and suggestions directly to the 

tourism providers. In addition, cycling routes have been developed or 

reviewed and improved in the piloting countries in Austria, Germany, Italy 

and Switzerland.   

The project had varied results in every country. Involving tourism 

providers was more difficult in Austria, Germany and Switzerland, where 

cycling and cycle tourism are well-developed, and many resources for 

tourism providers already exist, than in Italy, where tourism providers are 

less familiar with cycle tourism. Moreover, cyclists in Austria, Germany and 

Switzerland are well organized, and a number of associations exist, which 

are working to promote better conditions for cycling. At the same time, 

participants from all countries agreed that the educational materials for 

tourism providers were suitable for training of beginners and providers with 

little experience in tourism in general, and in cycle tourism in particular.  
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Moreover, most participants appreciated the link between the cyclists and 

tourism providers via the Social platform, as well as the possibility to 

promote destinations to cyclists. 

As such, the project approach and developed materials might be 

useful and relevant for development of cycling tourism in the rural areas, 

such as the Carpathian region of Romania. The available materials, if 

translated to Romanian, could provide valuable insights and ideas for the 

local population interested in tourism development, as well as some tourism 

providers in the rural areas, who have not had access to formal education on 

using Information & Communication Technologies, networking, product 

development, management and marketing. Moreover, cooperation among 

the tourism providers in these areas with local and international cyclists can 

lead to development of new cycling itineraries, improvement of the existing 

routes, and promoting of the rural areas among the new tourist groups.  
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Abstract 

The present paper investigates the evolution of rural accommodation facilities in 

relation with the tourist attractions represented by Romania’s UNESCO heritage sites. 

Romania can offer varied types of rural tourism, from agro tourism or farm-based tourism, 

to ecotourism, sport and health tourism, active tourism (walking, trekking, climbing, 

cycling, riding, adventure, photo hunting, angling, etc.) to cultural and heritage tourism. 

Romania has a privileged position with six of the seven UNESCO heritage sites located in 

rural areas, and the seventh (the historic center of Sighisoara) being located in the heart of 

a rural area. Tourist attractions are important for any tourist destination and the presence 

of a UNESCO heritage site is supposed to increase the attractiveness of a destinations. 

Therefore, it is only natural to investigate if and how these sites have influenced the 

development of rural lodgings within their surrounding areas. 

The investigation relies on the data provided by the Romanian National Institute 

of Statistics for the general framework; for a more detailed analysis the database of the 

Romanian Authority for Tourism will be used. The study was carried out at the level of 

communes and/or towns where the UNESCO heritage sites are located and at the level of 

the respective counties. 

The main finding of this research indicated that the presence of a UNESCO 

heritage site is not enough to increase the tourist attraction of a rural area in Romania. It 

seems that there is a vicious circle: the locals consider that there is no enough interest for 

their destination, therefore, they do not put any effort to develop other tourist attractions 

(which require a constant effort and a continuous creative process). Nevertheless, some 

communities might also be reluctant to deal with a constant tourist flow. Thus, the circle 

can be broken only by an attractive and adequate offer.  

Key words: rural tourism, Romania, UNESCO heritage sites, development of 

lodgings 

JEL: L83 

 

1. Introduction 

UNESCO (or world) heritage sites’ impact on the travel and tourism 

industry has been investigated and found to be, in general, significant and 
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positive. Recent studies [5; 8] briefly provide evidence through their 

literature reviews of such impact on countries like China, Germany, 

Hungary, Romania, Turkey, and the UK. Thus, the result of an investigation 

[3] indicates the designation of a heritage site for Macau to have only a 

short-run impact. Other two studies [2; 7] concentrated on Central and 

Eastern European countries and on South-Eastern Europe are consistent 

with the idea that UNESCO heritage sites have an important contribution to 

the travel and tourism sector. Based on a larger sample of countries, Su and 

Lin [8] state that the results show the existence of a positive relationship 

between the presence of world heritage sites and tourist arrivals. Moreover, 

the same study [8] reveals that UNESCO heritage site designation is more 

important in the case of developing countries compared to a developed 

country (and/or well established tourist destination). Romania was included 

in both studies [2; 8]. 

To the best of our knowledge no paper focused only on the 

Romanian heritage sites, perhaps due to the difficulties in collecting data 

from various counties at commune and village level. Nevertheless, a study 

was found on Viscri [1], and another on Maramures County as a whole [6]. 

The present paper is the first to focus only on the development of 

accommodation facilities within the towns and communes where the 

Romania's UNESCO heritage sites are located. The research is structured as 

follow: the second part briefly presents the data and the hypothesis under 

investigation, the third part presents the results and discusses them, and the 

fourth part concludes. 

 

2. Material and method 

The present study is an analysis based on the data provided by the 

National Insitute of Statistcs (NIS) through the Tempo Online database for 

accommodation at the levels of counties and administrative units. It also 

relies on the data provided by the Romanian National Authority for Tourism 

(NAT) through its integrated database including all active accommodation 

units. This database was downloaded at the end of 2005, 2010, and 

respectively 2015. The data were collected at the level of communes and/or 

towns due to the fact that NIS does not provide more details at village level.  

Whitin the accommodation categories, the following rules were 

followed: the hotels include also the apartment-hotels; within NAT 

database, all the pensions ranked at one to five flowers were considered 
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rural pensions. A problem was noticed: in the 2010 NAT database an 

important number of pensions, which used to be registered as rural pensions 

in 2005 and 2015, were included under the general category of ‘pensions’.  

The general term of ‘pensions’ was kept based on the reasons mentioned by 

Pop et al. (2007). Tourist arrivals were ignored in this study, due to data 

availability (only between 2001 and 2014). 

The hypothesis investigated in this research is: the presence of a 

UNESCO heritage site generates an increase in the accommodation units 

within the respective destination. 

 

3. Results and discussions 

Romania’s UNESCO heritage sites are presented in Table 1 from the 

points of view of their location, administrative affiliation, and type of 

available lodgings. Table 1 also includes the year when the heritage sites 

were listed by UNESCO. The sites are located in 10 counties, of which 7 are 

situated in what is known as the historical province of Transylvania (Alba, 

Brasov, Harghita, Hunedoara, Maramures, Mures, and Sibiu), one covers a 

part of the former province of Bucovina, and only two are situated in the 

Southern part of Romania (Valcea and Tulcea). 
Table 1. Romanian UNESCO heritage sites – administrative affiliation and types of 

lodgings available 

Heritage 

site 
Since Location 

Administrative 

affiliation 
Types of available lodgings 
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1991 

Bestepe (includes 

Baltenii de Sus 

village) 

Bestepe commune, 

Tulcea county 
hotels, rural pensions, pensions 

Chilia Veche 

(includes Tatanir 

village) 

Chilia Veche 

commune, Tulcea 

county 

bungalows, rural pensions, 

pensions 

Crisan (includes 

Mila 23) 

Crisan commune, 

Tulcea county 

hotels, bungalows, rural pensions, 

pension, accommodation on ships, 

appartments & rooms for rent 

Maliuc (includes 

Gorgova and 

Partizani villages) 

Maliuc commune, 

Tulcea county 

hotels, dwellings in rest areas, 

rural pensions, pension, 

accommodation on ships, 

appartments & rooms for rent 

Mahmudia 
Mahmudia 

commune, Tulcea 

hotels, houselet-type units, rural 

pensions, pension, 
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Heritage 

site 
Since Location 

Administrative 

affiliation 
Types of available lodgings 

county accommodation on ships, 

appartments & rooms for rent 

Murighiol 

(includes 

Dunavatul de Sus, 

Dunavatul de Jos, 

and Uzlina 

villages) 

Murighiol 

commune, Tulcea 

county 

hotels, motels, bungalows, 

houselet-type units, camps, 

dwellings in rest areas, rural 

pensions, pension, 

accommodation on ships, 

appartments & rooms for rent 

Nufaru 
Nufaru commune, 

Tulcea county 

holiday villages, rural pensions, 

pension, accommodation on ships 

Pardina 
Pardina commune, 

Tulcea county 
rural pension, pension 

C.A. Rosetti 

(includes Letea 

village) 

C.A. Rosetti 

commune, Tulcea 

county 

lodges, rural pensions, pension, 

appartments & rooms for rent 

Sfantu Gheorghe 

Sfantu Gheorghe 

commune, Tulcea 

county 

villas, bungalows, camps, 

dwellings in rest areas, rural 

pensions, pensions, appartments 

& rooms for rent 
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M

o
ld

av
ia

 

1993 

Arbore 
Arbore commune, 

Suceava county 
No lodgings were identified  

Manastirea Humor 

Manastirea Humor 

commune, Suceava 

county 

lodges, camps, rural pensions, 

pensions, appartments & rooms 

for rent 

Moldovita 

Moldovita 

commune, Suceava 

county 

rural pensions, pensions 

Patrauti 
Patrauti commune, 

Suceava county 
hostels, rural pensions 

Probota 
Dolhasca town, 

Suceava county 
No lodgings were identified 

Sucevita 
Sucevita commune, 

Suceava county 

hotels, hostels, motels, villas, 

bungalows, lodges, camps, 

holiday villages, rural pensions, 

pensions, appartments & rooms 

for rent 
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Heritage 

site 
Since Location 

Administrative 

affiliation 
Types of available lodgings 

Voronet 

Gura Humorului 

town, Suceava 

county 

hotels, hostels, motels, villas, 

bungalows, lodges, rural 

pensions, pensions, appartments 

& rooms for rent 

T
h

e 

M
o

n
as

te
ry

 

o
f 

H
o

re
zu

 

1993 Horezu 
Horezu town, 

Valcea county 

hotels, motels, bungalows, 

houselet-type units, camps, 

lodges, rural pensions, pensions 
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1993 

Calnic 
Calnic commune, 

Alba county 
camp (closed since 2000) 

Prejmer 
Prejmer commune, 

Brasov county 
rural pensions, pensions 

Viscri 
Bunesti commune, 

Brasov county 
villas, rural pensions, pensions 

Darjiu 
Darjiu commune, 

Harghita county 
rural pensions 

Saschiz 
Saschiz commune, 

Mures county 
motels, rural pensions, pensions 

Biertan 
Biertan commune, 

Sibiu county 

rural pensions, appartments & 

rooms for rent 

Valea Viilor 

Valea Viilor 

commune, Sibiu 

county 

No lodgings were identified 

T
h
e 

D
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n
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o
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ss
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f 
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O
ra

st
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1999 

Gradistea de 

Munte Orastioara de Sus 

commune, 

Hunedoara county 

villas, rural pensions, pensions 
Costesti Cetatuie 

Costesti Blidaru 

Luncani – Piatra 

Rosie 

Bosorod commune, 

Hunedoara county 
rural pensions 

Banita 
Banita commune, 

Hunedoara county 
lodges, rural pensions 

Capalna 
Sasciori commune, 

Alba county 

dwellings in rest areas, rural 

pensions 
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Heritage 

site 
Since Location 

Administrative 

affiliation 
Types of available lodgings 

T
h

e 

h
is

to
ri

c 

ce
n

tr
e 

o
f 

S
ig

h
is

o
ar

a 

1999 Sighisoara 

Municipality of 

Sighisoara, Mures 

county 

hotels, hostels, motels, 

bungalows, camps, rural pensions, 

pensions, appartments & rooms 

for rent 

T
h

e 
w

o
o

d
en

 c
h

u
rc

h
es

 o
f 

M
ar

am
u
re

s 

1999 

Barsana 
Barsana commune, 

Maramures county 

villas, lodges, houselet-type units, 

rural pensions, pensions 

Budesti 
Budesti commune, 

Maramures county 

dwellings in rest areas, rural 

pensions, pensions, appartments 

& rooms for rent 

Desesti 
Desesti commune, 

Maramures county 

hotels, lodges, rural pensions, 

pensions 

Ieud Deal 
Ieud commune, 

Maramures county 
rural pensions, pensions 

Plopis Sisesti commune, 

Maramures county 
hotels, rural pensions 

Surdesti 

Poienile Izei 

Poienile Izei 

commune, 

Maramures county 

houselet-type units, rural 

pensions, pensions 

Rogoz 
Tg. Lapus town, 

Maramures county 

hotels, hostels, rural pensions, 

pensions 

Source: Authors' compilation based on geographic data, NIS and NAT databases. 

Note: The church of Sf. Ioan cel Nou Monastery od Suceava was not included in this study 

due to its location within the municipality of Suceava, which is also the respective county 

administrative residence. 

As Table 1 shows, while the majority of the cultural heritage sites 

are located in rural areas (villages and communes), the variety of lodgings is 

relatively high, including almost the entire accomodation spectrum as 

defined by the Romanian regulations. This situation occurs mainly within 

the communes of Sucevita (Suceava county) and Barsana (Maramures 

county). The situation is similar for most of the communes located in the 

Danube Delta (Tulcea county). However, in the case of this natural site, the 

isolation of some locations triggers the need for a diversified 

accommodation supply. 

Due to the limited space, there will be no further discussions 

regardining how appropriate some of these types of lodgings are in relation 
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with their location. Thus, it must be pointed out that the diversity of the 

identified lodgings was higher than expected and this situation raises the 

question related to how much some of these lodgings match the atmosphere 

and preserve the authenticity of the respective (rural) areas. 

Tables 2 to 11 present details regarding the total supply of 

accommodation services, by lodging type and at county level, respectively 

provide details regarding the identified accommodations within the 

communes and towns which includes the UNESCO heritage site. 

In the cases of Alba county (Table 2), Brasov county (Table 3), 

Harghita county (Table 4), Hunedoara county (Table 5) and Sibiu county 

(Table 8) it can be observed that the communes where the UNESCO 

heritage sites are located, represent a neglijible percentage of the 

accommodation supply at county level. While, an upward trend in 

accommodation units can be observed mainly between 2005 and 2015 in 

these counties, for the selected communes there is almost impossible to 

establish a trend. Moreover, in the cases of Calnic (Alba county) and Valea 

Viilor (Sibiu county) no lodging could be identified since 2000, and 

respectively since 1990. This situation can be explained by the proximity of 

these communes to towns or other rural areas that already concentrate an 

important number of lodgings (e.g. Calnic is situated at a short distance 

from the municipality of Sebes; Biertan is close to the municipality of 

Medias; Valea Viilor is near Medias and Copsa Mica; Prejmer is nearby 

Brasov; while Viscri is relatively close to the rural area of Bran-Moeciu). 

The situation of Mures county (Table 7) is different due to the 

inclusion of Sighisoara municipality in the study. If only Saschiz would 

have been considered, the situation would be similar to the one in the 5 

counties mentioned above; the relatively short distance from Saschiz to 

Sighisoara might be one of the reasons why the accommodation supply is 

scarce within this commune. 

Maramures (Table 6) county and Suceava (Table 9) county are in a 

different position due to a higher number of heritage sites located in various 

communes or near towns. Moreover, hosting imporant religious (Orthodox) 

monuments, religion-related tourism and piligrimages represent an 

important component of the demand. Within both of these counties, the 

lodgings in the selected communes are visible and an upward trend can be 

observed mainly in the case of rural pensions. Nevertheless, in the case of 

Suceava county in 2 cases (Arbore and Probota) no lodgings could be 
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identified. In the case of Arbore, the situation can be explained by the 

proximity to Gura Humorului town. In the case of Probota, administratively 

affiliated to Dolhasca town, the only explanation can arise from the 

marginal interest this site generates given the lack of other known tourist 

attractions in the respective area. Valcea county (Table 10) is in a similar 

position with Maramures and Suceava counties. 

Tulcea ounty (Table 11) is at the other extreme. The communes 

located within the Danube Delta concentrate an important number (in fact a 

good majority) of the accommodation units and an upward trend ca be 

identified. This indicates that nature-related tourism with the variety of 

activities it can offer seems to be more attractive and generates a higher 

demand for accommodation services. 

These findings based on offer side only are in line with the findigs 

presented by [8] which shows that the relationship between the natural 

heritage sites and tourist number is stronger than in the case of cultural 

heritage sites. (Observation valid for all tables: the category Villas & others 

includes: villas, bungalows, houselet-type units, lodges, and the category 

Camps & others includes: camps, holiday villages, dwellings in rest areas.) 
Table 2. Alba county (Select includes Calnic and Sasciori communes) 

 1990 1995 2000 2005 2010 2015 

Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 10 - 11 - 10 - 6 - 10 - 19 - 

NAT n/a n/a n/a n/a n/a n/a 6 - 9 - 19 - 
Hostels NIS - - - - - - 1 - 2 - 3 - 

NAT n/a n/a n/a n/a n/a n/a 1 - 3 - 4 - 
Motels & 

inns 

NIS 3 - 3 - 1 - 1 - 1 - 7 - 

NAT n/a n/a n/a n/a n/a n/a 1 - 4 - 7 - 
Villas & 

others 

NIS 6 - 5 - 4 - 2 - 9 - 14 - 

NAT n/a n/a n/a n/a n/a n/a 6 - 8 - 23 - 
Camps & 

others 

NIS 9 1 5 1 - - - - - - 2 1 

NAT n/a n/a n/a n/a n/a n/a - - 1 - 2 1 
Pensions NIS - - - - - - 3 - 6 - 30 - 

NAT n/a n/a n/a n/a n/a n/a 12 - 50 - 31 - 
Rural 

pensions 

NIS - - - - - - 11 - 36 - 81 2 

NAT n/a n/a n/a n/a n/a n/a 123 2 26 1 124 2 

Apt.& 
rooms 

for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a 5 - - - 29 - 

Source: Authors' compilation based on NIS and NAT databases. 
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Table 3. Brasov county (Select includes communes Bunesti and Prejmer) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 38 - 39 - 38 - 42 - 65 - 125 - 

NAT n/a n/a n/a n/a n/a n/a 57 - 90 - 133 - 

Hostels NIS - - - - - - 3 - 5 - 26 - 

NAT n/a n/a n/a n/a n/a n/a 4 - 6 - 28 - 

Motels & 
inns 

NIS 4 - 2 - 2 - 11 - 6 - 9 - 

NAT n/a n/a n/a n/a n/a n/a 12 - 9 - 11 - 

Villas  & 
others 

NIS 183 - 98 - 71 - 80 - 61 - 125 - 

NAT n/a n/a n/a n/a n/a n/a 82 - 73 - 145 1 

Camps & 

others 

NIS 4 - 2 - 2 - 4 - 4 - 3 - 

NAT n/a n/a n/a n/a n/a n/a 7 - 2 - 6 - 

Pensions NIS - - - - - - 107 - 155 - 250 - 

NAT n/a n/a n/a n/a n/a n/a 177 - 348 2 340 2 

Rural 

pensions 

NIS - - - - - - 155 6 177 5 336 8 

NAT n/a n/a n/a n/a n/a n/a 260 16 84 - 384 6 

Apt.& 

rooms 
for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a 23 - 19 - 100 - 

Source: Authors' compilation based on NIS and NAT databases. 

Table 4. Harghita county (Select includes commune Darjiu or Dirjiu) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 15 - 15 - 14 - 18 - 22 - 24 - 

NAT n/a n/a n/a n/a n/a n/a 21 - 20 - 27 - 

Hostels NIS - - - - - - 3 - 4 - 5 - 

NAT n/a n/a n/a n/a n/a n/a 4 - 5 - 11 - 

Motels & 
inns 

NIS 6 - 6 - 6 - 7 - 7 - 5 - 

NAT n/a n/a n/a n/a n/a n/a 9 - 2 - 4 - 

Villas  & 
others 

NIS 203 - 144 - 96 - 28 - 26 - 41 - 

NAT n/a n/a n/a n/a n/a n/a 8 - 12 - 46 - 

Camps & 

others 

NIS 8 - 7 - 4 - 4 - 4 - 3 - 

NAT n/a n/a n/a n/a n/a n/a 3 - 5 - 6 - 

Pensions NIS - - - - - - 44 - 61 - 97 - 

NAT n/a n/a n/a n/a n/a n/a 64 - 162 - 140 - 

Rural 

pensions 

NIS - - - - - - 193 - 156 - 178 - 

NAT n/a n/a n/a n/a n/a n/a 664 1 50 - 207 - 

Apt.& 

rooms 
for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a - - - - 26 - 

Source: Authors' compilation based on NIS and NAT databases. 
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Table 5. Hunedoara county (Select includes communes Bosorod, Banita, and 

Orastioara de Sus) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 17 - 21 - 19 - 15 - 15 - 32 - 

NAT n/a n/a n/a n/a n/a n/a 18 - 16 - 27 - 

Hostels NIS - - - - - - - - 1 - 2 - 

NAT n/a n/a n/a n/a n/a n/a - - 1 - 9 - 

Motels & 

inns 

NIS 7 - 8 - 10 - 10 - 6 - 6 - 

NAT       9 - 6 - 9 - 

Villas & 

others 

NIS 33 1 27 1 19 1 30 - 22 - 24 1 

NAT n/a n/a n/a n/a n/a n/a 47 - 29 - 106 - 

Camps & 

others 

NIS 5 - 2 - - - - - - - 2 - 

NAT n/a n/a n/a n/a n/a n/a 3 - 4 - 4 - 

Pensions NIS - - - - - - 16 - 22 - 25 - 

NAT n/a n/a n/a n/a n/a n/a 39 - 49 1 52 - 

Rural 

pensions 

NIS - - - - - - 11 - 26 2 24 2 

NAT n/a n/a n/a n/a n/a n/a 47 1 25 - 69 7 

Apt.& 
rooms 

for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a 5 - 6 - 31 - 

Source: Authors' compilation based on NIS and NAT databases. 

Table 6. Maramures county (Select includes the communes Barsana, Budesti, 

Desesti, Ieud, Poienile Izei, Sisesti, and Tg. Lapus town) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 15 1 15 1 16 1 16 1 23 1 25 1 

NAT n/a n/a n/a n/a n/a n/a 20 1 22 1 25 1 

Hostels NIS - - - - - - - - 3 - 3 1 

NAT n/a n/a n/a n/a n/a n/a 1 - 3 - 11 2 

Motels & 

inns 

NIS - - 3 - 7 - 5 - 4 - 7 - 

NAT n/a n/a n/a n/a n/a n/a 5 - 6 - 9 - 

Villas & 

others 

NIS 18 - 14 - 10 - 2 - 5 2 3 - 

NAT n/a n/a n/a n/a n/a n/a 4 - 21 2 24 4 

Camps & 

others 

NIS - - 1 - - - - - - - 3 - 

NAT n/a n/a n/a n/a n/a n/a - - 2 - 6 1 

Pensions NIS - - - - - - 19 1 52 2 74 1 

NAT n/a n/a n/a n/a n/a n/a 38 1 105 10 104 6 

Rural 
pensions 

NIS - - - - - - 66 11 95 20 79 25 

NAT n/a n/a n/a n/a n/a n/a 271 58 57 16 155 25 

Apt.& 
rooms 

for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a 1 - 1 - 30 - 

Source: Authors' compilation based on NIS and NAT databases. 
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Table 7. Mures county (Select includes the municipality of Sighisoara and Saschiz 

commune) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 21 1 17 1 17 1 23 5 25 7 53 11 

NAT n/a n/a n/a n/a n/a n/a 25 6 30 6 54 11 

Hostels NIS - - - - - - 3 2 3 2 6 3 

NAT n/a n/a n/a n/a n/a n/a 3 2 1 1 5 2 

Motels & 

inns 

NIS 7 - 5 - 5 1 10 1 5 - 17 1 

NAT n/a n/a n/a n/a n/a n/a 8 - 7 1 21 2 

Villas & 

others 

NIS 74 - 63 1 44 - 29 - 19 - 33 - 

NAT n/a n/a n/a n/a n/a n/a 8 - 9 - 33 - 

Camps & 

others 

NIS 5 1 4 1 5 1 5 - 4 - 5 - 

NAT n/a n/a n/a n/a n/a n/a 5 1 4 2 7 2 

Pensions NIS - - - - - - 21 4 47 25 121 42 

NAT n/a n/a n/a n/a n/a n/a 28 7 73 24 111 44 

Rural 

pensions 

NIS - - - - - - 9 - 17 - 42 2 

NAT n/a n/a n/a n/a n/a n/a 42 - 9 - 64 2 

Apt.& 
rooms 

for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a - - - - 35 5 

Source: Authors' compilation based on NIS and NAT databases. 

Table 8. Sibiu county (Select includes Biertan commune) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 11 - 11 - 14 - 19 - 34 - 43 - 

NAT n/a n/a n/a n/a n/a n/a 22 - 36 - 44 - 

Hostels NIS - - - - - - 2 - 1 - 9 - 

NAT n/a n/a n/a n/a n/a n/a 2 - 9 - 14 - 

Motels & 

inns 

NIS 2 - 3 - 4 - 5 - 7 - 10 - 

NAT n/a n/a n/a n/a n/a n/a 7 - 7 - 14 - 

Villas & 

others 

NIS 56 - 42 - 30 - 18 - 16 - 34 - 

NAT n/a n/a n/a n/a n/a n/a 14 - 17 - 59 - 

Camps & 

others 

NIS 2 - 2 - 2 - 2 - - - 2 - 

NAT n/a n/a n/a n/a n/a n/a 8 - 1 - 3 - 

Pensions NIS - - - - - - 16 - 29 - 90 - 

NAT n/a n/a n/a n/a n/a n/a 45 - 112 - 105 - 

Rural 

pensions 

NIS - - - - - - 41 1 73 3 118 - 

NAT n/a n/a n/a n/a n/a n/a 160 6 54 4 171 4 

Apt.& 

rooms 
for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a 11 - 18 - 44 2 

Source: Authors' compilation based on NIS and NAT databases. 
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Table 9. Suceava county (Select includes the communes of Manastirea Humorului, 

Moldovita, Patrauti, Sucevita, and the town of Gura Humorului) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 20 1 18 1 20 - 24 4 31 6 46 9 

NAT n/a n/a n/a n/a n/a n/a 26 3 33 6 44 10 

Hostels NIS - - - - - - 5 1 8 3 8 2 

NAT n/a n/a n/a n/a n/a n/a 6 1 11 2 15 2 

Motels & 

inns 

NIS 6 1 7 1 7 1 3 1 3 1 6 1 

NAT n/a n/a n/a n/a n/a n/a 3 1 4 1 7 - 

Villas & 

others 

NIS 25 - 16 - 19 3 26 6 28 6 33 8 

NAT n/a n/a n/a n/a n/a n/a 26 7 36 10 47 13 

Camps & 

others 

NIS 8 - 4 - 2 - 6 - 6 - 8 2 

NAT n/a n/a n/a n/a n/a n/a 8 1 5 1 8 3 

Pensions NIS - - - - - - 44 8 62 18 73 25 

NAT n/a n/a n/a n/a n/a n/a 80 16 183 65 153 52 

Rural 

pensions 

NIS - - - - - - 70 27 107 30 129 32 

NAT n/a n/a n/a n/a n/a n/a 158 52 36 7 208 45 

Apt.& 
rooms 

for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a 2 - - - 28 9 

Source: Authors' compilation based on NIS and NAT databases. 

Table 10. Valcea county (Select includes the town of Horezu) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 23 - 23 1 24 - 33 - 40 1 40 1 

NAT n/a n/a n/a n/a n/a n/a 35 - 43 1 47 1 

Hostels NIS - - - - - - - - - - 7 - 

NAT n/a n/a n/a n/a n/a n/a 2 - 5 - 6 - 

Motels & 

inns 

NIS 7 1 5 - 4 1 11 1 7 - 10 - 

NAT n/a n/a n/a n/a n/a n/a 12 1 9 - 14 - 

Villas & 

others 

NIS 100 - 63 - 37 - 45 - 46 - 37 1 

NAT n/a n/a n/a n/a n/a n/a 36 - 41 - 62 1 

Camps & 

others 

NIS 11 1 4 1 6 1 10 1 10 1 13 1 

NAT n/a n/a n/a n/a n/a n/a 5 1 7 1 14 - 

Pensions NIS - - - - - - 23 3 40 4 53 10 

NAT n/a n/a n/a n/a n/a n/a 37 2 93 9 100 16 

Rural 

pensions 

NIS - - - - - - 18 - 32 - 53 1 

NAT n/a n/a n/a n/a n/a n/a 47 2 18 4 66 3 

Apt.& 

rooms 
for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a 26 - 2 - 16 - 

Source: Authors' compilation based on NIS and NAT databases. 
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Table 11. Tulcea county (Select includes the communes Bestepe, Chilia Veche, 

Crisan, Mahmudia, Maliuc, Murighiol, Nufaru, Pardina, C.A.Rosetti, Sf.Gheorghe) 
 1990 1995 2000 2005 2010 2015 

 Total Select Total Select Total Select Total Select Total Select Total Select 

Hotels NIS 16 4 17 4 13 3 16 5 14 7 20 10 

NAT n/a n/a n/a n/a n/a n/a 15 7 18 7 23 7 

Hostels NIS - - - - - - - - 1 - - - 

NAT n/a n/a n/a n/a n/a n/a - - - - - - 

Motels & 

inns 

NIS - - 6 1 7 2 3 2 2 1 1 - 

NAT n/a n/a n/a n/a n/a n/a 3 2 - - 1 - 

Villas & 

others 

NIS 1 - 19 16 19 16 67 49 85 27 82 24 

NAT n/a n/a n/a n/a n/a n/a 30 10 38 14 110 51 

Camps & 

others 

NIS 8 2 3 1 1 1 4 3 4 3 4 2 

NAT n/a n/a n/a n/a n/a n/a 9 6 11 9 12 9 

Pensions NIS - - - - - - 10 - 4 - 9 - 

NAT n/a n/a n/a n/a n/a n/a 13 - 76 44 51 17 

Rural 

pensions 

NIS - - - - - - 20 16 12 11 16 13 

NAT n/a n/a n/a n/a n/a n/a 48 40 13 11 100 81 

Accomm. 
on ships 

NIS - - - - - - 5 - 4 2 7 1 

NAT n/a n/a n/a n/a n/a n/a 36 6 19 10 26 13 

Apt.& 
rooms 

for rent 

NIS - - - - - - - - - - - - 

NAT n/a n/a n/a n/a n/a n/a - - 7 3 24 18 

Source: Authors' compilation based on NIS and NAT databases. 

 

4. Conclusions 

The main finding of this research indicates that the mere presence of 

a UNESCO heritage site is not enough to increase the tourist attractiveness 

of a rural area in Romania. One also must add that most of the Romanian 

heritage sites are of interest mainly for Romanians, and less for international 

tourists. This influences the demand for these heritage sites, as Poria, 

Reichel, and Cohen [5] suggest that in order for a heritage site to be 

perceived as a world heritage it should be considered by visitors as relevant 

to humankind heritage. 

The hypothesis that stated an expected increase in accommodation 

units is only partly confirmed in the cases of 5 of the 10 counties which host 

the heritage sites. In three of these counties (Maramures, Suceava, and 

Valcea), the increase comes mainly related to religious tourism and 

pilgrimages. In the case of Tulcea county it is related to nature-induced 

tourism, while in the case of Mures county the increase comes from the 

inclusion of Sighisoara in the study. Moreover, while the historic city center 

of Sighisoara enjoys a high notoriety, one should not forget that some 
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mentions to Vlad Tepes (alias Dracula) increase the interest for this cultural 

heritage. 

The remaining 5 counties hosting only cultural heritage sites seem to 

be overlooked or ignored. Some of these attractions are included in day trips 

(the number of visitors would be interesting to determine). Thus, this 

situation does not seem to be able to increase the desire to stay overnight or 

to revisit the respective site. It indicates that the respective communes or 

villages does not offer the much needed alternative entertainment activities 

and amenities that can convince tourists to stay longer within a destination. 

It seems that there is a vicious circle: the locals consider that there is 

not enough interest for their destination, therefore do not put any effort to 

develop other tourist attractions (which requires a constant effort and a 

continuous creative process). Nevertheless, some communities might also be 

reluctant to deal with a constant tourist flow and other negative changes that 

might occur, as suggested by [5]. Thus, the circle can be broken only by an 

attractive and adequate supply. Nevertheless, this supply must be an 

integrated part of a comprehensive tourism management and sustainable 

development plan at local community level. 
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IS FLOTILLA SYSTEM ADAPTED TO OFF-ROAD 

TOURS AS A MEANS OF RURAL TOURISM 

DEVELOPMENT ? 
 

Osman Eralp ÇOLAKOĞLU1  

 
Abstract 
"Flotilla" is a system used in the field of yachting. It is an implementation 

preferred by people keen on yachting but not wanting to bear the cost of purchasing and 

hosting yacht; wanting to rent a yacht but being non-assertive for not having enough 

experience to cruise by themselves or wanting to become both independent and socialized 

simultaneously. In yacht industry, renting flotilla is said to be substantially in demand. 

Flotilla Groups are comprised of boats varying between 5 to 10 in number and one of the 

boats in the group keeps the leading position. All the Flotilla participants have to follow the 

orders of the leader and maintain VHF radio links during all the cruise. Flotilla 

implementation gives yacht rental companies the opportunity to reach broad market 

segments and to rent boats out to people easily. 

There are people wanting to sightsee rural areas by off-road vehicles, to have an 

adventure and to go for a vacation getting in touch with nature however not finding an 

opportunity. Such obstacles as not having an Off-Road vehicle, lack of experience, 

refraining from undertaking more risk in an unknown and deserted geography make it more 

difficult to fulfil the request of those people. If a rental system with Off- Road Vehicles by 

inspired from that "flotilla model" is put into practice, it may create a serious demand. 

In the day time, going on guided and group tours with Off-Road vehicles in the 

direction of programs in which alternative solutions have been developed against potential 

mishaps in the routes where natural beauties are dominant; at nights,  staying in 

accommodation units or home hostels in the rural areas and trying local dishes; in the 

evenings, socializing with people by joining the fun and taking part in conversations and 

making new friends will meet the expectations of the Off-Road participants taking part in 

those tours. Adapting Flotilla model to Off-Road Tours in order to popularize tourism in 

the rural settlements may be said to be an applicable project. 

Key words: rural tourism, off-road, flotilla 

JEL: Z30, Z32 

 

1. Introduction 

The necessity and importance of developing the tourism for rural 

areas gain acceptance widely. The academic studies done mostly draw 

attention to the touristic purpose of usage potential of natural and cultural 
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attractions contained by the rural areas and give such classical applications 

as skiing, trekking, tableland tourism as example. It is possible to state that 

There have been also studies centering on gastronomy in recent years.  

When world geography is examined on country basis, it can be 

observed that some countries have the advantage in terms of 3S tourism, 

which is especially the most common type of tourism expressing the sea-

sand-sun trio with the presence and length of sea coasts and suitability of the 

climate of some countries. On the other hand, some countries do not have 

any sea coast. If the term of “Rural Areas” is considered the areas far from 

the sea, it would be possible to say that both the countries have the sea and 

the countries do not have sea have many rural tourism centers and potential 

even some have similar and some have different characteristic. A lot of 

successful examples on the subject of rural tourism development could be 

presented. So, expanding the tourism on most of rural areas is one of most 

important points to be emphasized. Building ski resorts, developing 

infrastructure and accommodation facilities on the regions suitable for 

tableland tourism, opening the villages having authentic features to tourism 

are the applications which are necessary and successful examples to be 

given. It must be accepted that such kinds of projects energizing with the 

attempts of states, local authorities and local community and the interest of 

the private sector do not have any contribution to other rural areas. 

This study presents a project hoping to contribute the extending 

tourism to solitary zones of rural areas with a purely theoretical but a 

concrete proposal. Extending tourism in rural areas with off-road tours in 

different routes and densities is the main objectives of the project. Off-road 

meaning travelling in nature by specifically designed and powered vehicles 

is an activity which most people want to participate, but cannot participate 

because of the concerns about its cost and safety. The question of the 

research can be formulated as “can flotilla model developed for overcoming 

the similar obstacles in the area of yachting be applied in tours to rural areas 

by off-road vehicles and is it possible to develop a model to be applied in 

many different geographies for expanding the rural tourism accordingly ?”. 

 

2. What is flotilla system ? 

Flotilla is an extremely common application developed in yacht 

renting sector. System is the renting application based on the principal of 

cruising of few yachts on the same route under the directorship of a leader 
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yacht named commodore [1, p.670]. By renting yacht inside this system, 

tourists can participate yacht tourism by overcoming the drawbacks arisen 

from inexpertness and without enduring the difficulties to be occurred 

because of being an owner. 

There are some reasons which retain people who are in busy 

schedule and spare only some weeks of the year to yacht tourism 

accordingly or those do not have extensive financial facilities. These reasons 

may be described as the difficulties which a recreational boat owner have to 

endure: 

 Purchase cost of the boat, 

 Annual tax, 

 Finding a place to harbor, 

 Harbor costs, 

 Annual maintenance and repair costs, 

 Insurance expenses, 

 Depreciation expenses or decrease in value. 

There are some people who are afraid of buying yacht or renting and 

sailing alone although they have opportunities in order to overcome above-

mentioned difficulties. Flotilla is also very suitable for those people wanting 

to participate in yacht tourism and gain experience accordingly when 

security is provided. 

Flotilla provides satisfying answers to dozens of questions like: 

 Sailing is safe under which conditions, 

 What to do under bad weather conditions en route, 

 What can be done when facing with a technical problem, 

 How can be the safest route determined? 

 Which places are worth-going, 

 What can be done and seen at the destination place. 

Flotilla is done in a group consisting of 6-12 boats. The program 

takes one or two weeks. There would be at the least one person having the 

captain license in each boat. If there is not a person having the captain 

license among the people having rent the boat, it is also possible to rent a 

captain. Breaking out a sail along the day is possible, however you must 

always be in contact with the leader boat. A briefing is done every morning 

and route of that day is explained, weather forecast is quoted and some 

important information is given about the places to be visited. It is possible to 

get in contact with the leader boat via VHF radio telephone en route. Even 
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the experienced sailors sometimes prefer to join a flotilla because of the 

social benefits and delight of sailing in group provided in it.  

Flotilla application is being realized in many countries that are 

suitable for yacht tourism by the companies operating nationally and 

internationally. There are organized firms at international levels in some 

countries have the natural riches in terms of yacht tourism as Turkey, 

Greece, Italy, Croatia, Caribbean’s as well as the companies working at 

local levels. These companies are renting also the boats of the yachtsmen 

apart from their own yachts and adding the boats into the flotilla system and 

improving their fleet accordingly with some programs they apply under 

some different names as “yacht management system” or “yacht operating 

program”.  

The companies try to introduce the yacht tourism in brochures, press, 

yachting magazines, yacht clubs, on television and in Boat-Show fairs 

having great importance and they also invite the officials of the press and 

television organizations to the country and host them in their travel and 

provide to have the positive articles about the country in foreign press 

accordingly.   

Because of the fact that the yachts are used in such kinds of 

organizations are small and have limited scopes, the ashore spending of the 

customers are in high-level accordingly and this fact contributes reaching of 

tourism until the hind end of creation at shores and provides to open new 

working areas accordingly. 

Transfers from/to the airport and hotel accommodation before and 

after flotilla travel also provide additional contribution to the tourism of the 

country. Overwintering of these yachts used in flotilla in this country creates 

a serious working potential for the marinas. Fulfillment of maintenance and 

repair needs of these yachts also mean additional income and employment. 

Generally, the tourists having traveled in a country with flotilla are 

coming back to this country for different routes.  

Sun sail Company as a successful sample, which is well known in 

yacht renting and flotilla application has a past about 40 years. The 

company is operation in 26 different destinations with more than eight 

hundred yachts in its fleet. Thus, the company can present different 

destination and route options for years to the customers. The programs 

including sailing education is one of the important services of the company 

that attracts attention. Selling the boats and also hiring the boats of 
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yachtsmen creates the possibility to enlarge the fleet for the company with 

minimum investment. The fact that the captains taking in charge in flotilla 

application have the experience in all subjects from local articles to 

mechanics gives confidence to the participants. The application prepares the 

routes in three different difficulty levels and it can present satisfying 

programs to all yachtsmen from most inexperienced ones till old salts. It is 

also developing more colorful and enjoyable tour programs away from the 

monotony by applying special interest routes as wine and food, adults, 

diving [2]. 

 

3. What is off-road ? 

Off-road is to travel by 4x4 land vehicles in nature under difficult 

conditions. There cannot be discussed the off-road in the places which were 

built as a road due to word meaning of it. Off-road can be performed as a 

sport that the professionals race in special circuits as well as the off-road can 

be done as a personal hobby [3].  

Off-road arisen as a result of a desire to reach the places where 

normal vehicles cannot go. The off-road that is shown in the category of 

nature and motor sports; was firstly developed in order to go the places 

which were not reached by the land vehicles for the governments to protect 

their borders. Off Road was used to reach the far working areas later on. 

Suiting the land vehicles used for army and works to the ground and the 

desire to reach the places which cannot be gone became a hobby purpose 

sport today and became widespread gradually [4]. Providing the chance for 

going and seeing the places which cannot be gone or seen with any other 

way and living the beauties of these places by off-road acquires 

qualification of a potentially touristic production to off-road. Off-road is 

choice which can arouse interest especially for the tourists who are bored 

with the classical touristic products and seeking the novelty. 

Off-road can be described as “overcoming the obstacles with land 

vehicles and struggling with the nature inside togetherness and group 

studies”… This sport was done with standard 4×4 vehicles is being done 

with 4x4 vehicles modified and powered by off-road equipment.  [4]. People 

have a desire for this activity have to put up with the costs of making that 

vehicle suitable for the race by modifying and empowering it as well as the 

cost of having a suitable vehicle for the activity. The maintenance and repair 
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expenses of that vehicle used in difficult conditions should be thought in the 

costs.   

Off-road became the common ground of the people are bored with 

plain asphalt lines, nature lovers and the people love the surprises the life 

brings to us. In fact, the features as challenging the nature by people and war 

with it can also be explained inside the off-road … Off-Road is the sport to 

pass the obstacles which are impossible to pass with normal vehicles as deep 

water crossings, mud and marsh circuits, rock climbing, upright rump and 

descending [4]. Exciteful stages bring much risk together as well. A safe 

off-road travel is not realized singly. It should be done together with the 

people have high knowledge, experience and technical installation. There 

should be avoided from the bigger risks by leaving the broken vehicle and 

passing to another vehicle or vehicles while necessary. 

Organizational structures were established under the name of “club” 

in most countries in order to be protected from the risks of Off-road and 

doing this sport in safer conditions. In these clubs, travel programs are 

organized as well as the educational purpose activities frequently. Some 

clubs are applying the programs including also the abroad routes. However, 

in order to participate these programs, some conditions are existing as 

having the own off-road vehicle and being a member of the club. 

Sometimes, clubs are realizing common activities by inviting the other clubs 

to their own region or going to the regions of other clubs. This situation is 

originating of the need to different geographies in other saying desire to 

excitement of the new routes. 

Off-road applications for touristic purpose include the rural routes 

near various tourism centers and easy routes under the name of “jeep safari” 

[5]. It creates opportunity for tourists to use a day in a different condition. 

There are not the long-term applications where all tour programs are 

organized on off-road base in commercial condition. In another saying, the 

off-road programs include a few overnight stays are not considered a 

touristic product yet. 

 

4. Off-road and flotilla combination 

Can off-road and flotilla be combined? More importantly, does 

applying the flotilla supported off-road programs earn success for expanding 

the tourism activities to the rural places which do not have tourism center 

quality? The answer of these questions will arise in feasibility studies.  
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It will be useful to examine the results of a research realized in 2014 

for this purpose in Turkey. The research was realized on the basis of an off-

road route starting from Trabzon in Turkey and continues in mountainy 

sections of Black Sea Region for 4 nights and 5 days. Accommodation, food 

& beverage are inclusive of the tour fee and personal spending and special 

requirements are not inclusive. The climate of the region is suitable for off-

road about 7 months, March, April, May, June, September, October, and 

November. According to the calculations done, an off-road fleet and 

necessary equipment could be procured with the investment about 466.000 

TL (155.000 EU) .934.640 TL (311.500 EU) giro and 227.000 TL (75.000 

EU) net profit of the year could be gained totally in 28 weeks with the 

hypothesis that a tour will be realized every week. The calculations were 

done according to cost plus 40 % profit rates and 100 % occupancy rates 

along 28 weeks. It was predicted that the fleet will be constituted by 

equipping the 2nd hand 4X4 vehicles with off-road gears [6, pp.6-7]. Even 

though the research was realized over a scenario, it shows that satisfying 

profits are possible to be gained while the conditions near the scenario are 

provided from off-road tours.  

The common traits of the flotilla participant tourists to yacht tourism 

and sections are expected to off-road tours are the fact that they are active 

participation sport tourists. Active sport tourism means to join the sports 

realized far from the hometown. The people participate in sport regularly are 

the active participants. According to a research done, % 22 of the answering 

people expressed that they think sport participation opportunities are 

important while making a holiday plan [7] (Argan, 2004). The features of 

active sport tourist [8, p.162] which Gibson reveals have the quality that 

makes the people think the success possibility is high in off-road tours. 

These features are: 

 They are male in a large extent, 

 They are at high income group, 

 They are graduated from university, 

 They are willing to travel long distances in order to participate in 

their favorite sport, 

 They are most likely in tendency to cope with sport tourism in 

retirement, 

 They are making repeated activity and travel plan instead of one-

time holidays. 
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Which things should be taken care of, while off-road tours are being 

realized with flotilla system in order to make this application reach the 

success and contributing the rural places economically? The economic 

benefit obtained how can the fact be provided that the people living at rural 

areas are affected positively from the economic benefits obtained from off-

road and not to remain limited with the company organizing the off-road 

tour? Suggestions about some sensitive subjects can be sorted as follows: 

1) There should be benefited from the house hostels or other 

accommodation facilities also during the tour as well as it is benefited from 

the accommodation facilities before the tour begins and after the end of it. 

2) There should be taken care of creating contact with the local people 

and especially meeting the tourists with local products during the tour. 

3) The routes including authentic, historical and natural beauties should 

be presented firstly. 

4) The routes determined should have a season that is suitable for off-

road tour at the least about 6 months. 

5) Tours should be realized in leadership of a Professional team and 

there should be prepared against all negative scenarios. 

6) The contribution of off-road professionals absolutely should be taken 

in route planning. 

7) There should not be chosen very challenging stages and gone out of 

difficulty levels that are suitable for amateurs. 

8) The opportunity should be created for making a tourist who already 

participated in tour participates in the off-road again by finding alternative 

routes. 

9) The enough free time should be planned for preparing the vehicles 

for the next tour and resting of the staff after the end of each tour. 

10) There should be absolutely benefited from local, regional, national 

and international off-road clubs and federations in order to reach the target 

markets. 

11) There should be absolutely benefited from fairs are about tourism 

and nature sports as well as local television channels which are especially 

including the nature sports and press organs. 

12) The briefing should be given to the participants one day before the 

tour and every morning during the tour. 

13) The size of the fleet for each tour should be limited to 10 vehicles 

and 40 people maximum. 
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14) There should be given place to off-road tours inside the 

encouragements aimed to support the rural development in the scope of 

IPARD and the ear of the investors should be had accordingly. 

15) The first year incomes should not be determined high in budget 

studies. 

16) The enough shares should be left in budget to promotion and 

marketing. 

17) The possibility to rent a car with driver should be provided for the 

individuals who do not have a driving license or who do not want to drive 

under difficult conditions. 

18) There should be looked for the ways in order to cooperate with off-

road clubs for extending the fleet. 

5. Conclusions 

Developing and expanding the tourism in rural areas is centered as a 

target in tourism policies of most countries. Establishing the ski resorts, 

opening the authentic villages to tourism, expanding the tableland tourism 

areas, trekking, climbing, caving, etc. provide the tourism to be developed at 

narrow places in rural areas. The points far from these areas never meet the 

tourism. This main problem could be solved by arranging off-road tours.  

The suitable alternative should be presented for the tourists wanting 

to join the off-road activities, but cannot participate due to financial reasons 

or security concerns. This alternative could be created by flotilla applied for 

years in yachting area where similar problems are included.  

In off-road vehicle renting and arranging tour with flotilla system as 

well as in yachting area, people are satisfying their needs in the leadership 

of an experienced team with the sense of confidence about making sports 

and travelling together, easily and in an economic way without buying a 

vehicle. There are some studies indicating such kinds of attempts will bring 

satisfying benefit to the investor. It could be easily provided with rational 

plans that the rural settlement areas on off-road routes get a serious share in 

tourism, if we could be successful in practice.   

Putting the subject on the agenda by parties responsible for directing 

the local and national level tourism, creating alternative routes, encouraging 

the investors, having active attitudes in promotion extent are necessary 

actions to be realized. Master plans must be created by the national and 

regional base professionals for all the parties of the subject to act 

synchronized towards the same target in concert with each other. The 
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periodic action plans that are determining how to reach the targets in mid 

and long terms should be developed in concert with master plan that will be 

created. 
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Abstract 

Kaman Kalehöyük, Acemhöyük and Kültepe (Kaniš) could be ranked among 

important commercial centers dating back to the Assyrian Trade Colonies Period in 

Anatolia. In the study conducted, firstly, information was given about the process of "land 

trade" and "donkey caravan" journeys between Assyria and Anatolia in Assyrian Trade 

Colonies Period. Then, the settlements of Kaman Kalehöyük, Acemhöyük and Kültepe 

(Kaniš) were handled archaeologically. At the end of the study, a "caravan tour proposal" 

on "donkey back" beginning from Kaman Kalehöyük situated within the boundaries of 

Kırşehir province to Acemhöyük, situated in Aksaray province and from Acemhöyük to 

Kültepe (Kaniš), situated in Kayseri province was put forward. The things making this tour 

proposal different are that all of the three settlements got involved in the proposal are on 

caravan routes dating back to Assyrian Trade Colonies Period and that the tour will be 

carried out on "donkey back". From this point of view, it is possible to evaluate this study 

within the scope of special interest tourism. In addition to this, all the settlements taking 

part in the study are "rural settlements", for this reason, it is also possible to evaluate the 

study in the context of "rural tourism".  

Key words: Assyrian trade colonies period, donkey back riding, rural tourism, 

special interest tourism 

 

1. Introduction 

Asia Minor, witnessed an international commerce network between 

Kultepe (Anatolia) and Assyria (Mesopotamia) in the first quarter of 2000 

B.C. We learn from the written documents that there are a lot of settlements 

defined as Karum and Wabartum meaning "market places" and "commercial 

centers" dating back to that period also known as "Assyrian Trade Colonies 

Period" in Anatolia. Agreements for commercial links between the Assyrian 

Kingdom, the founder of the system, and governors of Anatolian cities were 

compatible with the interests of Assyrian Kingdom and merchants. The 
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system mainly based on importing wool, silver and copper being raw 

material for textile and mining industry from Anatolia and exporting 

products to customers in Anatolia and other territories. With respect to this, 

the texts show that mostly fabrics and tin were sold Anatolia in exchange for 

gold or silver [1, pp.3-4]. Researchers point out that Assyrian merchants 

gained 3 or 4 times more profit from fabrics they sold Anatolia as compared 

with their own internal market [2, pp.58]. According to the texts, % 100 

profit was gained from tin and % 200 profit from some quality fabric. The 

texts also indicate that a loan of money was given up to monthly interest rate 

of 135 percent [3, pp.1]. From this point of view, Anatolia was a charming 

market for Assyrian merchants.   

Logistics of the system was composed of a quadripartite [4, pp.56]. 

The process started with receiving orders of goods to be produced in 

Assyria. Then, purchasing raw materials and other requirements to be met 

from Anatolia followed that ordering process. The most important process 

of the logistics was delivering the order in due time and healthily. 

Merchants sold goods they had carried over from Anatolia and by loading 

caravans, they brought goods ordered from Anatolia, being more expensive 

purchases than they had dispatched, and Anatolian customer together. City 

governors in Anatolia not only granted the right of establishment to 

Assyrian merchants in order to provide commercial loop but they also 

provided security of life and property and exempted them from domestic 

rules of law. It may be said that commercial organization increased 

production-labour force and made cultural progress such as "writing", thus, 

prospered level of socio economic welfare. As for Bayram there were about 

30 market places (karum) and about 10 points of interconnection 

(Wabartum) in North Syria and Anatolia in the period of building trade 

relations between Anatolia and Assyria [5, pp.210; 6, pp.79]. It is possible 

to state that Kültepe [7], Acemhöyük [8] and Kaman Kalehöyük [9, pp. 282; 

10, pp.318; 11, pp.392; 12, pp. 8] being among those settlements dating 

back to that period in Anatolia were centers of competence city states and 

came to the forefront as active Karums with their archaeological remains. 

 In the research conducted, a "caravan tour programme" was made 

including those three settlements dating back to Assyrian Trade Colonies 

Period. In accordance with this purpose, firstly, information was given about 

"land trade" in Assyrian Trade Colonies Period and then Kaman Kalehöyük, 

Acemhöyük and Kültepe were evaluated within this scope. In the end of the 
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research, a tour proposal on "donkey back" beginning from Kaman 

Kalehöyük situated within the boundaries of Kırşehir province to 

Acemhöyük, situated in Aksaray province and from Acemhöyük to Kültepe, 

situated in Kayseri province was put forward. 

 

2. Caravan trade in Assyrian trade colonies period 

The primary reason Assyrian merchants came Anatolia was to create 

a market for their goods [13, pp.64]. Opportunities Anatolia offered were 

available for terms and conditions of commercial transactions [14]. It is not 

known for certain when trade between Assyrians and Anatolians started and 

when merchants settled in Anatolia, however, it is understood from the texts 

that the system completely became organized in Neşa/ Kaniš (Kültepe) 

around 1927 B.C. and that the merchants returned to Assyria after they had 

temporarily stayed at strategically trading cities for having dealings for a 

while at the beginning. Kaniš and other trading centres were settled in 

accordance with agreements made with city governors in Anatolia. Thus, 

time limitation was removed; field of activity was expanded and in this way, 

Anatolian markets were utilized commercially [15, pp.34]. 

It is learned from the texts that city governors granted some rights to 

Assyrian merchants after they had settled in Anatolia. Right of abode in 

Karums and Wabartums and also probably providing security of life there, 

exempting them from domestic rules of law, providing security for caravans 

of Assyrian merchants within the boundaries of kingdom, guaranteeing them 

against losses such as thieving and plundering could be ranked among those 

rights [16, pp.15; 17, pp.108]. 

Özgüç [18, pp.24] states that there are several trading routes in 

question; the first of which leads to Urfa through The Dicle, Habur and 

Balikh Valleys, also known as "The South Route", then leads 

Kahramanmaraş crossing the river Euphrates on the way to Bilecik and from 

there to Kaniš via Göksun-Sarız- Pınarbaşı winding towards the North after 

a hard and difficult journey through the passages in The East Taurus 

Mountains, the second of which, known as "The North Route", leads to 

Malatya by crossing Diyarbakır-Elazığ or  passing Fırat over Samsat. Özgüç 

[19, pp.24] draws our attention that it is easier to approach Malatya from 

Elbistan and by the routes from Darende-Gürün to Kaniš, consequently by 

means of The South Route, it is possible to approach Malatya through 
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Pazarcık- Gölbaşı- Doğanşehir bypassing Kahramanmaraş or to approach 

Kaniš through Gölbaşı-Sürgü-Darende-Gürün bypassing Malatya. 

It is difficult to determine "domestic market network" between 

Anatolian principalities except for Assyria- Kaniš trading route [20, pp.60]. 

The texts indicate that there were alternative trading routes having been in 

use from the east of Lake Tuz either through Kırşehir junction or Nevşehir 

junction, east of Kırşehir, apart from Kültepe route [21, pp.221]. According 

to the cuneiform tablets of Kültepe, there were 11 Karums and about 10 

Wabartums determined in the region extending along Lake Tuz to Urfa and 

Diyarbakır; along Sivas to Çukurova [22, pp.248]. 

Goods dispatched from Assyria to Anatolia in 6 weeks with caravans 

consisting of "black donkeys" resisting long- distance land journeys were 

firstly taken into the palace. It is known that there were such officials as "the 

head of the caravan", "donkey drivers", "people responsible for loading 

goods" and "hired guides" in the caravans [23, pp.106]. There were also 

letters to be delivered in the caravans. After the loads had been controlled, 

taxes were collected in certain extent. Goods could also be protected in the 

stores of domestic kings for a fee [24, pp.249; 25, pp.119-124; 26, pp.213]. 

Thus, the right of pre-emption was given to the palace for the goods stored 

[27, pp.249]. In addition to this, it is also understood from the texts that the 

biggest income sources of the Anatolian Principalities, especially Kaniš 

Kingdom, were the taxes collected from Assyrian merchants. 

Legal rights and responsibilities were determined according to the 

agreements made by related parties (Assyrian and Anatolian kingdoms) [28, 

pp.141]. The first authority to settle legal conflicts was the karum where the 

conflict had arisen and the case would be forwarded to Kaniš Karum 

provided that the problem was not solved [29, pp.148]. On the other hand, 

the tough cases Assyrian merchants came across and having not been solved 

in Anatolia would be resolved in Assyria [30]. Documents about conducting 

trade system contained detailed information, however, data about where and 

how sales made remained limited on account of the fact that the procedures 

were not defined sufficiently. On the other hand, debit notes in the texts 

revealed that most of trade goods were given to travelling sales 

representatives in exchange for commission [31, pp.56]. "Trade loop" 

grounded on dispatching tin, woven fabrics and lapis lazuli to Anatolia in 

exchange for silver and gold to Assyria [32, pp.151]. Per annum, amount of 

tin dispatched to Anatolia was several tons and a shekel of silver was about 
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14-16 shekels of tin except for supply fluctuation. Fabrics were used to be 

sold 3.5 to 10 shekels of silver in Assyria whereas they found buyers 3 to 4 

times shekels of silver in Anatolia [33, pp.57-58]. 

The main factor determining the production diversity was quality of 

fabric. It is understood from the texts that about 40 range of fabrics varying 

from high quality to poor quality were imported from Assyria to Anatolia in 

return for wool export of Anatolia. Raw materials for most of those fabrics 

were Anatolian wool. It is also known that linen was used but not much rich 

in product range. Assyrian women could be said to have played an 

important role in producing fabrics. They produced fabrics in accordance 

with the orders given by their husbands dwelling in Anatolia [34, pp.57; 35, 

pp.213]. In terms of occupied space, value of the rolls of wool fabrics 

prepared for dispatching Anatolia was lower as compared with tin. In 

addition to this, it is possible to state that extra efforts such as taking care for 

protection against moths and ventilating the fabrics at certain intervals 

during their being in the storage spaces were included in both taxes and 

prices. While a great deal of the fabrics dispatched from Assyria were sold 

The Palace, other rolls of fabrics remained were bought by Anatolians and 

Assyrians wanting to sell some other places. Other buyers of tin and fabrics 

were the retailers also called as "tamkarum". They used to buy both the 

packages and donkeys by making debt agreements stating that they would 

have to pay the interest up to 30 percent in the event of delay. 

It is understood that Assyrians made more profit from that commerce 

network based on the basis of "mutual profit"[36, pp.213]. Significant 

differences between export revenues and import costs of Anatolian 

governors show foreign trade deficit. That deficit may have been balanced 

by taxes. Assyria turned market competition on its favour by minimizing 

costs. Anatolia was not able to create added value in that competitive 

environment, thus, income per capita showed decrease and as a result of 

such economic problems as inflation, interest etc. [37, pp.124-125], a civil 

disturbance broke out. Texts and archaeological finds of the period draw 

attention to both civil wars broken out in the middle of the Assyrian trading 

period and conflicts ongoing about 250 years and bringing the period to an 

end in Anatolia [38, pp.479-487]. 
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3. Donkey caravan journey 

Logistical network between Assyria and Anatolia was established by 

"donkey caravans" between the years of 1927-1719 B.C. known as Assyrian 

Trade Colonies Period [39, pp.124]. Assyrian merchants sold tin to 

Anatolia; fabrics, ornaments and perfumes to palaces and native population 

in Anatolia in exchange for gold, silver, copper and precious stones in large 

quantities [40, pp.125]. That logistics was planned in accordance with 

various strategies and carried out within the context of specified rules. 

After having procured the goods ordered from Anatolia, an Assyrian 

merchant prepared donkey/ donkeys and donkey equipments (harness, pack 

saddle etc.) to be used for dispatching those goods to Anatolia. Caravan 

departed for Anatolia after other merchants' goods to be taken part in the 

caravan had been put in order [41]. In the texts, donkey of the caravan was 

stated as "emerum sallamum (black donkey)" or "emerum". Those donkeys 

were preferred by Assyrian merchants owing to the fact that they could be 

able to cover the distance between Assyria and Anatolia by carrying load 

varying from 60 to 90 kg. A donkey could carry about 25-30 pieces of fabric 

or 65 kg. tin. There are written documents stating that those animals were 

raised by Assyrians in pasturelands known as "gi/u-gamlum" in the texts 

and sold from those pasturelands. And it is also indicated that very few of 

the donkeys, raised in Assyria and sent to Anatolia every year, came back to 

Assyria [42, pp.60]. The reason why very few of the donkeys came back 

was because donkey caravan returned from Anatolia "light in weight but 

heavy in value". Textiles were generally carried in leather bags while tin 

was carried in packages called as "shuglum".  

Apart from donkeys and equipments purchased, staff was also 

procured. There were officials entrusted with loading donkey caravan with 

goods, preparing the caravan for travel and managing the donkey caravan 

along the way. "Saridum" and "kassarum" meaning "donkey driver", 

"donkey loader" and "donkey packager" were people charged with that task. 

Number of the porters responsible for loading the caravan were directly 

proportionate to the "size of the caravan". Porters also accompanied the 

caravan during transport. Although porterages differed with regards to 

distances, it is understood from the texts that amount paid to the porters was 

1 shekel of silver or equal copper. 

After export tax of 1/120 of the value of the goods had been 

collected by Assyrian officials, caravan goods were packed by having been 
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sealed and then donkeys were loaded [43, pp.58]. Sealing not only 

guaranteed amount of goods but also determined the owner of goods and it 

was forbidden to break the seals before they had reached their destinations 

[44, pp.25]. In the contrary case, it demonstrated an illegal attempt. In this 

sense, it is possible to accept seals as "security insurances".    

It is known from the texts that merchants kept paid-guides around 

for travel security. It is possible to think those guides, called as "radiu" and 

"muqaribbum", as such soldiers or guides knowing the territory very well, 

escorting donkey caravans through difficult passes or unknown zones [45]. 

The aim of that organization was to send donkey caravans from Assyria to 

Kaniš as they had been loaded. When donkey caravan reached their 

destinations, packages were unpacked, weighed up and counted in order to 

"pass through the customs" of the imported goods. Caravan loads were 

recorded both in Assyria and Kaniš by being weighed up. 

To do this, weighted systems of the parties were taken into 

consideration. In addition to this, sealed packages were opened in the 

presence of witnesses [46, pp.25]. Thus, taxes were paid by providing the 

control of goods. It was necessary to pay taxes equal to 2 kg. of tin and % 5 

of textures to the palace for every donkey load. In addition to this, the palace 

had the right to buy other % 10 of the textures at the price advantage 

according to the agreements made before. Therefore, goods could be able to 

be sold provided that they passed through the customs. Some of those goods 

were purchased normal value by the palace while some were sold in cash or 

on credit by merchants, merchants' sons and other representatives who were 

the owners of the goods.  

After sale of goods in Anatolia, by procuring the received orders 

from Assyria, loopback processed in the way of sending silver and gold 

obtained by means of sales strategies in Anatolian markets to Assyria. When 

enough silver and gold were collected in Kaniš, caravans moved toward 

Assyria as soon as possible. In some texts it is stated that total weight of 

silver sent to Assyria was above 50 kg. [47, pp.61]. 
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4. Archaeological finds of the three chosen settlements dating back to 

Assyrian trade colonies period 

4.1. Kaman-Kalehöyük  

Kaman-Kalehöyük is a settlement situated in 3 km. east of Kaman, a 

district of Kırşehir province and within the Kızılırmak curve next to the road 

between Kaman and Kırşehir. It is possible to state that Kaman Kalehöyük 

had a privileged position owing to the fact that it was close to such 

important settlements of the period as Gordion, Boğazköy, Alacahöyük, 

Kültepe and Acemhöyük. The medium-sized mound with a diameter of 280 

meters and a height of 20 meters is situated in the middle of a fertile land. 

By permission of the Ministry of Culture, Archaeological excavations in the 

mound began by Tsugio MİKAMİ and Sachiro OMURA on behalf of the 

Japan Middle Eastern Culture Center in Japan's Japanese Institute of 

Anatolian Archaeology in 1986 [48, pp.227-228; 49, pp.1; 50]. The mound 

started to be settled in 3rd millennium B.C. and became one of the most 

important settlements in the territory between 2nd millennium and the first 

half of the 1st millennium. Moreover, the mound continued to be settled 

until medieval age [51, pp.229; 52, pp.128]. 

Cultural layers in "D" and "C" phases are the architectural layers of 

Assyrian Trade Colonies Period of Kaman Kalehöyük [53, pp.5]. Not only 

archaeological finds coming to light in Kaman Kalehöyük but also clay 

tablets written in cuneiform script revealed that Kaman Kalehöyük was a 

"trade center" of that period. It is possible to state that wheel-made ceramic 

found in excavations show similarities with the finds coming to light at the 

mound of Kültepe Kaniš Layer IV [54, pp.282]. It is understood that the 

mound was an important center both in the Assyrian Trade Colonies Period 

and Old Hittite Period when ceramic vases and embossed pieces of vases, 

seals and trace metals found in the excavations are taken into consideration. 

It is corroborated by the Assyrian text indicating that the cylinder seals and 

bullas found at layer IIIc I were similar to those found at layer I b of 

Kültepe- Kaniš [55, pp.324; 56, pp.392; 57, pp.8]. In addition to this, the 

mound was also in relation with Syria according to that cylinder seals and 

bullas found at IIIc I layer [58, pp.8]. 

When the excavations are taken into consideration, it is possible to 

indicate that Kaman Kalehöyük is an important settlement establishing 

connection between Late Assyrian Trade Colonies Period and Old Hittite 
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Period and that the mound had an important place in the Assyrian Trade 

Colonies Period [59, pp.208; 60]. 

 

4.2. Acemhöyük /Burušhattum (Assyrian language)/ / Purušhanda 

(Hittite language) 

Acemhöyük is located about 18 km northwest of Aksaray, within the 

territory of Yeşilova District. The settlement situated in the southwest of 

Lake Tuz and in the plain irrigated by Karasu, is 14 kilometres away from 

the junction of east-west and north-south main road [61, pp.1; 62, pp.59]. 

That junction was most probably associated with 3rd and 2nd millenium 

B.C. Especially in the first quarter of the 2nd Millennium, it may have 

established connection with trade centers such as Kaniš and Kaman 

Kalehöyük by means of this road network. 

The mound had an east-west dimension of 700 meters and north-

south dimension of 650 meters. Archaeological finds have indicated that 

settlement on the mound dates back to the Early Bronze Age (3rd Millenium 

B.C.). The excavations began in 1962 and were carried out discontinuously 

between the years of 1962 and 1988 by Prof. Dr. Nimet ÖZGÜÇ. Within 

this period, the excavations were carried out in the middle, in the northwest, 

in the south slope and in the necropolis of the mound dating back to the 

Early Bronze Age. In conclusion, various buildings such as "Sarıkaya" and 

"Hatipler" Palaces were brought to light [63, pp.1-28]. After that process to 

be defined as "the first period excavations", the excavations began in 1989 

again and today the excavations in the mound are carried out by Prof. Dr. 

Aliye ÖZTAN. Apart from those buildings brought to light, a section to be 

defined as "kitchen" situated in the west of Hatipler Palace, necropolis 

dating back to Assyrian Trade Colonies Period, service building, 

fortification dating back to Early Bronze Age have been revealed. That 

fortification wall and other finds brought to light in recent years corroborate 

that Purušhanda had an important place with regards to relationships 

between Anatolia and Mesopotamia in the Early Bronze Age. Texts known 

as "Šartamhari (King of War) texts" could be ranked among those texts [64, 

pp.131]. According to the text, Sargon, the king of Akkad (2334-2193 B.C.), 

crossed Amanos and Taurus Mountains and defeated Nur-Daggal due to the 

complaints of the merchants dwelling in Purušhanda about the attitudes of 

the local king. After that conquest, Sargon spent the next three and a half 

years residing in Purušhanda. Content of the text is important because it 
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shows that trade relationship between Anatolia and Mesopotamia dated back 

to the last quarter of 3rd Millennium B.C. and that foreign merchants carried 

out trade activities in Anatolia. Acemhöyük whose international commercial 

activities dating back to the Early Bronze Age was not only the capital of 

the domestic kingdom in the territory but also one of the karums in Anatolia 

and one of the three cities governed by the "Great King" in the Assyrian 

Trade Colonies Period in Anatolia. The settlement plan in this period 

consisted of two parts: one was the mound which was the living space of 

governors and the other was "the lower town" in which citizens and foreign 

merchants dwelled. The king of the settlement dwelled in Sarıkaya Palace 

situated in the south of the mound. Double storied palace covering an area 

of 3600 meter squares had 53 rooms.  

Economics of the settlement was based on mining and textile [65, 

pp.65; 66]. Being close to the mineral deposits situated at Mount Bolkar and 

Aladağ and being at the junction of itineraries made the settlement 

important in the field of production and marketing and thus, brought 

prosperity to the settlement. Whether that local production competed with 

the foreign goods or not is an important question to be answered. Especially 

bullas obtained from the palaces revealed that there was goods entrance to 

the settlement from abroad intensively [67, pp.362-368]. The bullas bonded 

in three rooms of Sarıkaya identify countries, regions and people from 

Anatolian Inland and Ancient Near East the settlement associated with. The 

texts show the evidence of close relationships with Assyria, Babylonia and 

Syria. 

It is possible to state that the settlement regarded as having reached 

wide boundaries in the Assyrian Trade Colonies Period was abandoned with 

the end of that period and after a long time it was inhabited again including 

only the heights located in the south and west of the mound by the end of 

the 7th century B.C. According to the sources, that small-size settlement 

was inhabited until the 1st Century A.D. [68, pp.59,66; 69, pp.393]. 

 

4.3. Kültepe / Kaniš (Assyrian language) / Neša (Hittite language) 

It is possible to state that Archaeological Site of Kültepe Kaniš is a 

settlement situated 20 km northeast of Kayseri, in the vicinity of a village 

called as "Karahöyük", 320 km southwest of Ankara, 1000 km northwest of 

Assyria, 124 km south of Hattusha, capital of Hittites and 73 km south of 

Alişar [70, pp.6; 71, pp.40-49]. Excavations in the mound began in 1893 
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and 1894 by Ernst Chantre and continued by Hugo Winckler in the later 

years. In 1925, Bedrich Hrozny began to excavate Kültepe and unearthed 

about 1000 cuneiform tablets in the fields situated in the vicinity of the 

mound. Thus, it was understood that the location where cuneiform tablets 

were unearthed was "karum" dwelled both by Assyrian merchants and 

native people. In Kültepe, systematic excavations were started in 1948 by 

Prof. Dr. T. Özgüç and carried out in two places: one was the upper mound 

known as "Old Kaniš Town" and the other lower town known as 

"Karum"[72]. The term Karum meaning "port" in Akkadian, was used as 

"commercial centre, market place" in land trade [73, pp.210]. Therefore, 

karum was characterized as a settlement in which foreign and native 

merchants dwelled together and trading activities were carried out [74, 

pp.6]. It is possible to state that Kültepe was the administrative center of the 

karums established in Anatolia and commercially all the karums were 

dependent on Kaniš and Kaniš directly on Assyria. When considered from 

this point of view, Kaniš may be said to have established communication 

between Anatolian karums and Assyria. Stated in other words, it was Karum 

of Kaniš representing Assyrian Kingdom and king of Assyria in diplomatic 

negotiations [75, pp.69]. 

 18 architectural layers belonging to 5 different cultural periods were 

revealed in Kaniš. The mound, Kaniš started to have been inhabited at the 

beginning of Early Bronze Age and continued to be dwelled until 13th 

century A.D. [76, pp.4-5; 77, pp.208]. The settlement, centre of Kaniš 

Kingdom in the Assyrian Trade Colonies Period and surrounded by an inner 

city wall, was a sheltered city. Buildings defined as “palace” representing 

that period were revealed in the 8th and 7th layers owing to their 

dimensions, plans and finds. In the 8th layer, a building complex composed 

of at least three buildings, was named as “Old palace”. The buildings were 

planned so as to enclose the square and in accordance with the shape of the 

citadel and constructed in accordance with “Anatolian Building Tradition”. 

Only Service department and residence sections of the building were 

revealed [78, pp.66]. We just learn a king of Kaniš called as Labarša from 

the tablets belonging to that layer. At the present time, he is thought to have 

been the only king known who managed Kaniš from the Old Palace. The 

other palace of that layer is the palace defined as “South Terrace Palace”. At 

this point, Özgüç [79, pp.67] states that the building was constructed by 

joining the rooms together and took its final shape in the course of time. The 
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palace was burned down and abandoned at the same time as its 

contemporary palace.  

It is thought that the palace constructed in the 7th layer belongs to 

Warshama, the son of Inar, the king of Kaniš and that the palace became the 

seat of Pithana, king of Kushara and his son Anitta conquering Kaniš. 

Fortification wall and palace were built according to the topography of 

citadel. The plan of the palace is different from the old one. The plan is the 

only one implemented for the first time in Anatolia in which rooms gathered 

around a central court. Small, narrow-long sections of the palace were used 

as the storage places. Goods were used to be classified according to their 

owners. As for Özgüç [80, pp.60], unloading, controlling and carrying about 

3500 kg load of the caravan comprising of 50 donkeys to their spaces in the 

palace may have been organized in a short time. Apart from the palace, two 

sanctuaries and a storage place were brought to light at this layer [81, pp.46-

49, pp.52-53]. The plans of the sanctuaries may also be said to be unique to 

Kaniš. By gaining strength, Kuššar under the tutelage of Pithana and Anitta 

conquered Neša, moved the capital of the state there and rebuilt the city. So, 

this could be shown as the most important feature of this layer. 

Plans of the three palaces unearthed in two layers are different from 

one another. Buildings in Kaniš are said to have exhibited "architectural 

plan richness" in Anatolia. At the same time, they had the characteristics of 

being monumental and large in dimensions just like palaces in Ancient 

Babylonian Period. However, construction techniques and plans were of 

local Anatolian style. Taking inspiration from palace lifestyle of Ancient 

Babylonian kings was inevitable for local kings whose political powers 

increased.  

It is stated in the archives available that Assyrian merchants coming 

to Kaniš, came across an established city being over 2 km in diameter, 

surrounding the mound and lower town and settled in the city. According to 

the archives, Assyrians settled in a limited area collectively [82, pp.8]. The 

archaeological finds indicate that the Assyrian settlement had a length of 

350 m; a width of 250 m.; took up about 87.500 square meters and that it 

was founded in a narrow territory within the "Lower Town". In comparison 

to Assyrians, native people dwelled in neighbourhoods spreading on a large 

area. Although Assyrians bought houses according to the information 

obtained, it is indicated that Assyrians may have got new houses built by 

making deal with native people.  
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Conflicts and wars among Anatolian kingdoms led palace, shrines at 

the hill and Karum to be devastated. After some time, trade relations with 

Assyria came to an end. Between 10th and 8th centuries B.C., Kültepe was 

one of the powerful Tabalian principalities. However, it is stated in the 

hieroglyphics that Kültepe was seized and vandalized by Assyrians in the 

late 8th century B.C. and that stelas covered with hieroglyphics, statues and 

embossed orthostats were broken into pieces. And the settlement was 

abandoned towards the end of the Late Roman Period [83, pp.12; 84, 

pp.208]. 
Table 1. Archaeological tour 

 Accommodation 

1st Day: Arrival at Ankara Esenboğa International Airport  

Transfer from Esenboğa Airport to Kırşehir by bus (191 km: 3 

hours 4 min. by bus3*) 

              Departure for Kaman Kalehöyük from Kırşehir on 

riding donkeys.  

 

 

Camping in  

Kaman- Kalehöyük  

              (Distance Between Kırşehir and Kaman Kalehöyük- 

46,3km: 9 hours and 42 min. on foot*) 

 

2nd Day: Kaman Kalehöyük Museum Visit  

              (Summer Season (April- October) Opens: 09.00 

Closed: 19.00; Winter Season (November- March) Opens: 

08.00 Closed: 17.00),    

             Visit of the Archaeological Site of Kalehöyük 

              After the visit the Archaeological Site of Kaman 

Kalehöyük, guests taking part in the tour will depart for 

Hirfanlı riding on donkeys (29,6 km: 6 hours 12 min. on foot*) 

 

 

 

Camping  

by the side of 

 Hirfanlı Dam Lake 

 

 

3rd Day: Departure from Hirfanlı Dam Lake for Şereflikoçhisar 

               Distance between Hirfanlı Dam Lake and 

Şereflikoçhisar (52.3 km; 10 hours and 42 min. on foot*) 

Şereflikoçhisar 
(Yıldırım Hotel- Three 

Stars Hotel) 

4th Day: Departure from Şereflikoçhisar for Antınkaya 

                Distance between Yıldırım Hotel (Şereflikoçhisar) 

and Altınkaya- 55.4 km; 11 hours and 23 min. on foot*)  

 

Camping by the side of 

Altınkaya 

5th Day:  Departure from Altınkaya for Yeşilova (31.3 km: 6 

hours and 15 min. on foot*) 

                Acemhöyük Visit  

 

Camping by the side of 

Acemhöyük 

6th Day: Departure from Yeşilova for Ağzıkarahan (21 km: 4 

hours and 34 min. on foot*)  

Lunch in the Ihlara Valley of Cappadocia (42.6 km- 40 min. by 

bus*) (The guests will be transferred from Ağzıkarahan to 

Ihlara Valley by bus) 

 

 

 

Camping by the side of 

Tepesi Delik Han 

                                                 
3 * Google Maps is used for measuring the distances between points. 
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In the Afternoon, Departure from Ağzıkarahan for Tepesi Delik 

Han (Distance between Ağzıkarahan and Tepesi Delik Han- 

18.8 km- 3 hours and 46 min. on foot*) 

7th Day: Departure from Tepesi Delik Han for Uçhisar 

(Distance between Tepesi Delik Han and Uçhisar- 58,3 km-:11 

hours and 58 min. on foot*) 

Uçhisar 

Accommodation in CCR 

Cappadocia Cave Resort 

/ Museum Hotel or 

Argos in Cappadocia 

8th Day: Departure from Uçhisar for Göreme National Park 

and Rock Sites of Cappadocia  

(Distance between Uçhisar and Göreme National Park- 8.3 km: 

1 hour and 53 min. on foot*). 

After the visit of Göreme National Park, the guests 

will depart for Örenşehir (Distance between Göreme National 

Park and Örenşehir- 44.7 km: 9 hours and 16 min. on foot*) 

 

 

 

Camping in Örenşehir  

9th Day: Departure from Örenşehir for Kültepe Kaniš    

Distance between Örenşehir and Kaniš- (44.2 km: 8 hours and 

55 min. on foot*). 

                 After the visit of Kaniš, the guests will be transferred 

to the hotel by bus (22.9 km: 34 min. by bus*) 

 Kayseri 

Accommodation in 

İmamoğlu Paşa Butik or 

La Casa Boutique Hotel 

10th Day: After the city tour, the guests will be transferred to 

the Kayseri Erkilet International Airport. 

 

_ 

Figure 1. Archaeological tour route 

 
Source: Google Maps, (2016)"Archaeological Tour Route from Kaman Kalehöyük to 

Kültepe Kaniš" https://www.google.com.tr/maps?source=tldsi&hl=tr. 
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5. Conclusions 

With the progress in the field of civil aviation after World War II, 

long distances started to be covered thanks to the "charter flights" and thus, 

tourism showed a significant development. In the light of the development 

in the tourism products known as "package tours" in the later years, tourism 

activities began to be carried out at cheaper prices and much more people 

started to take part in the tourism activities [85, pp.166; 86, pp. 14-15; 87, 

pp.93]. Therefore, the concept of "mass tourism" emerged. When 

considered from this point of view, it is possible to state that tourism 

activities carried out in our country, Turkey, mostly had "mass" 

characteristics in the 1980s. However, stakeholders in tourism (travel 

agencies, tour operators, hotels etc.) came to realize destructive 

characteristics of mass tourism and started to differentiate their tourism 

activities in 1990s. The will to differentiate into tourism activities led to 

such tourism types as sustainable tourism, farm-based tourism, agro tourism, 

ecotourism, soft tourism, special interest tourism, religious tourism [88; 89]. 

So, it is possible to evaluate this study within this framework. Although 

there are not many studies on the subject of differentiation in rural tourism, 

we could see some studies done in Turkey. According to a study about 

Yedibilgeler Winery in Selçuk, a district of İzmir, a fifteen-days tour 

proposal was put forward. In that study, visitors not only have opportunity 

to take part in the activities about the process of wine production, but also to 

visit such archaeological sites as Magnesia and Şirince, situated in the 

vicinity of Yedibilgeler [90]. According to another study about a small-scale 

enterprise, called as Zeytinseli, contributing actively from the beginning to 

the end of the production process of olive and olive oil, a project was 

developed in order to give the visitors opportunity not only to experience the 

production of olive and olive oil but also to make use of the historical and 

cultural properties to the greatest extent possible [91]. In addition to these, 

the study called as "A Proposal of a Route to Tours to the Ancient Age 

Oracle Centers of West Anatolia" could also be given as an example about 

differentiation in tourism [92]. Acar and Erbay Aslıtürk handled Letoon, 

Patara, Hierapolis, Alabanda, Telmissos, Didyma and Claros in terms of 

their being "oracle centers" and brought forward a tour proposal in this 

direction. In the study done, Kaman-Kalehöyük, Acemhöyük and Kültepe- 

Kaniš dating back to the Assyrian Trade Colonies Period have been handled 

in a similar way. So, it is possible to evaluate this study within the context 
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of "cultural tourism" for making the settlements dating back to both Assyria 

Trade Colonies Period and Seljuq & Ottoman Periods in Anatolia possible 

to be visited; furthermore, it could also be evaluated within the scope of 

"special interest tourism" thanks to its being carried out on "donkey back". 

In the future, it will be useful to: 

 plan similar tour programs including other karums and wabartums 

dating back to Assyrian Trade Colonies Period in Anatolia, 

 determine the profiles of visitors wanting to take part in such tours, 

 calculate the cost of such a caravan tour, 

 put this tour program into practice having the opportunity to be 

carried out theoretically, 

 make caravansaries on the Ancient Trade Routes in Anatolia 

available to be used for touristic purposes. 
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Abstract 

This article examines the issues and the modern methods of cultural directions 

especially in event management industry and tourism directions. This paper applies the 

cases and methods of Western European countries (i.e. The Netherlands, Belgium and The 

United Kingdom of Great Britain). The article deals the issues such as: proper vision of 

events management and importance of cultural relations for the regional development, new 

management models and future prospects of international brands. Also includes an analysis 

about marketing, communication and the role of media in the development of a certain 

field, event or generally for the country. 

Key words: events management, cultural relations, regional promotion, tourism 

management, economic development 

JEL: D 20, M 3, R 11, Z 31, Z 3  

 

1. Introduction 

Cultural management is the mean of urban development and the 

increase of the prospects of art or culture on an international level. General 

analysis of recent events is a clear example that only economic and political 

links between the countries or individuals are not favourably effective. Also, 

generally tensed and critical background in terms of terrorism, infringement 

of the sovereignty of countries and global financial crisis clearly proves the 

necessity of establishment of alternative links. This manifests the necessity 

of improvement and expansion of cultural and tourism links. It is also 

obvious that despite the tensed situation mentioned above, the subconscious 

of a person is more tending to positive thinking than in the past years. It 

shows that this style of thinking is recognised and trendy in terms of present 

globalization. The forms of manifestation are just incorrect and those 

techniques need to be harmonized, which, in my opinion, may be achieved 

by means of cultural events and enhancement of links in the field of tourism. 

The concept of cultural management has become most topical for the past 

decades, which is caused generally by the development of this industry, 
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resulting in the establishment of alternative genres in almost all fields. This 

immediately facilitates the development of the conscious as well as the 

enhancement of the links between the fields of art. However, the topic of 

today’s speech and the main research concerns the economic benefits, which 

accompanies the above stated changes in positive terms. The United States 

of America (Miami, Los Angeles), Europe (Amsterdam, Brussels, Berlin, 

United Kingdom) and Australia (Sydney) – this is a short list of the cities 

which have chosen tourism and cultural sightseeing as the new priorities of 

their development. Nowadays, the festivals and events organised by them 

are franchised by other less developed regions, and thus facilitate the 

financial development of their countries or cities. It refers to the South 

Africa (Johannesburg), India (Goa, Mumbai) and other less developed 

regions. It is a global prospective field, which already represents a huge 

industry with the turnover of hundreds of millions of dollars, which has 

great impact in terms of cultural development and the increase of economic 

stability, as well as deepens links on the national level and thus facilitates 

generation of positive relationships between people. Therefore, strategic 

development of a certain field is quite often determined on the national 

level, which should equally engage the state departments of sustainable 

development, culture and tourism, obviously by clear engagement of the 

private sector and business entities as well.  

 

2. Why do the countries want to be full of activities and memorable 

events 

As stated in the Introduction, main objectives are the economic 

affect, establishment of positive relations and development of the sector of 

culture. All of them depend on the historic past, general development 

strategies and tourism potential of the country.  

 

3. Case 1 – ADE 

‘The Amsterdam Dance Event’ (ADE) may be discussed as an 

example, which is an annual event and gathers the representatives of the 

world’s most successful and demanded fields of art during 5 days for the 

purpose of sharing their experience and summarizing their achievements. 

This is the platform for modern art, where the outcomes are analyzed and 

the future priorities are set. In figures the events is expressed as follows: 450 

events in a week, 2000 artists from the different regions of the world; 365 
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000 visitors; 115 venues, i.e. places where various field-specific events are 

held; 400 press-conferences; 9 live radio or TV programmes; 5 500 experts 

from more than 90 countries2. The events are mainly focused on the analysis 

of the achievements in music, cinema, design, technologies and many other 

fields of art, which is very important for the enhancement of the links 

between those fields and for future inspirations. Eventually, the week is 

finalized with a main concert and awards. Such a global event is obviously 

supported by the state of Netherlands in terms of cooperation in logistic, 

technical and financial issues. On the one hand it positively affects the 

image and prestige of the country, and on the other hand it is related to a big 

financial benefit. 

Other countries are also positioning in this area that desire for the 

significant increase in their tourism potential and further financial effect. 

Obviously it is not necessary that all countries have the same priorities, as it 

would be illogical because it is impossible for all regions of the world to 

have the same advantages. However, development of tourism, cultural 

cooperation and enhancement of the links can be achieved in many ways 

and we will talk about it later on. Although the example, discussed above, 

clearly shows the potential of each country; the Netherlands managed to 

significantly improve its economics and prestige with that specific case, 

considering that the country is not rich in natural resources. However, the 

country achieved it by proper management, appropriate priorities and 

determination. Therefore, it can be said that each country has the potential 

and must always strive for finding proper ways to use that potential. 

 

4. Proper vision of events and importance of programming 

An important part of the general plan of economic development is 

the formation of a tourism strategy. Any event related to art, sport, music or 

other fields, is eventually focused on attracting as many individuals or 

business entities as possible and thus facilitating the development of the 

region. However, it is very difficult because despite the variety of the world, 

many states do not have the landscapes and geographical planning that 

would enable it to be competitive with other states. Although proper vision, 

effective analysis of the existing resources and appropriate infrastructure 

projects are the basic components that should eventually form a common 

vision of development and then ensure the increase of financial benefit. First 

                                                 
2 http://www.amsterdam-dance-event.nl/ 
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of all, cultural and educational events must be considered as a multiple and 

systematic structure. Then the state vision and mission must be clearly 

formulated regarding the preferential area. The third and one of the most 

important steps is to decide on an expert level on the specific strategies to be 

guided with for achieving the goal (whether the first steps should be taken 

on the international level and the global area or the development on the 

regional level should be the goal at the initial stage). It is also important to 

draw up a strong marketing and promotion strategy, determining the 

channels, by which the events will be shared on the international level, and 

the challenges which generally face certain fields in the global area. The 

final stage is the financial analysis, determining the tangible or intangible 

resources which are necessary for launching the initial stage, also 

determining whether it would be long-term or not, and the expected benefits 

for the country and a certain field. Only attractive and wonderful places 

cannot ensure achievement of maximum effect. This opinion has been 

supported in the past decades because the rate of demand of people is 

characterized by constant growth, which requires taking specific steps for 

satisfying it. Marketing, tourist and information portals are created for that 

purpose, which by the social media or directly ensure the increase of 

information of people in the world. Nowadays, an individual needs more 

means of relaxation than centuries ago, which is caused by diversity of 

lifestyle, increase in the information flow and deletion of borders due to 

globalization.  There is a demand and it must be satisfied according to the 

science of economics. It has double importance because it is accompanied 

by the economic benefit, inter-sectoral development and fulfillment of life 

with much more positive energy. Thus, I think that drawing up appropriate 

event management strategies must be important and interesting for any 

government for cultural and economic improvement of its country or city.  

   

5. Marketing, communication and the role of media in the development 

of a certain field, event or generally the region 

When talking about the development of a certain field, cultural or 

social event and generally the country, apart from drawing up the strategy 

one of the main factors is marketing and communication, or the line which 

is gone through by the organizers from the planning stage to its final 

implementation. In this case it is necessary to go beyond the needs, attitude 

and expectations of a potential customer. Considering the world trends, the 
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potentials of the country and the attractions, which would be new and 

interesting for other nations. In this case the combined work has no 

alternatives because, as stated above, the state and the private sector are 

main supporting pillars, although the role of people is also high, whose 

worldview and past history should enhance the motivation of other nations 

to become interested in a certain event. 

 

6.  Case 2 – Scottish events industry 

In the case of Scottish tourist board in 1990 measured the economic 

impact of the festivals. Edinburg international festivals (EIF) Results 

showed that in Edinburgh 44 million pounds of direct expenditure, 9-

million-pound local income and 1300 full-time equivalent jobs would not 

exist if the festivals did not take place. The multiplier effect of tourism 

business in the city is also significant with hotel occupancy rates typically 

soaring to 80-90% in the capital during the festival period. Research in 2002 

shows that the city’s festivals generate more than 120 million pounds, and 

this results is always increasing in their statistics. Nowadays the budget of 

Scottish events industry is more the 1.5 billion pounds3. The international 

contexts show, that the economical phenomena of cultural and cultural-

driven festival and event strategies are global phenomena. In Scotland, 

festivals and events are seen as an important part of the country’s strategy 

for economic development. The Scottish executive’s approach is designed to 

link in to the tourism and cultural strategies and to encourage more people 

to visit Scotland to experience sporting cultural and business events. 

Within the overall brand for Scotland there are five main themes 

which reflect what visitors are looking for. 

 Freedom of Scotland including touring, island hopping and natural 

environment, 

 Active Scotland including winter sports, walking, golf, cycling, 

fishing, adventure activities and indoor and outdoor pursuits, 

 City breaks including shopping, nightlife, food and drink, 

 Culture and Heritage including the performing arts, the visual arts, 

historic attractions, museums, galleries and genealogy, 

 Business tourism including conferences, exhibitions and incentives. 

                                                 
3 http://www.scotsman.com/lifestyle/scottish-events-industry-puts-on-a-good-show-1-

3009761 

http://www.scotsman.com/lifestyle/scottish-events-industry-puts-on-a-good-show-1-3009761
http://www.scotsman.com/lifestyle/scottish-events-industry-puts-on-a-good-show-1-3009761
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The interesting and important realization is how festivals and events 

cut through all five themes and are critical to the reputation, confidence and 

success of a nation. But besides a great potential sometimes we can see a 

few disappointing examples. In case of Georgia in 2014, due to the conflict 

between Russia and the Ukraine, it was decided to hold a popular Ukrainian 

project ‘KAZANTIP’ in Georgia. In that case the organizers had stable 

financial basis and governmental support, although their expectations were 

not fulfilled and the project was not successful. It was caused by cultural, 

historical and religious factors. Thus, there are details which must be taken 

into account by the management group and it cannot be achieved only by 

strong marketing and financial resources. As stated in the first example (‘the 

ADE’ event of Amsterdam), there are many field experts and 

communication with them must be the first step in terms of evaluation of the 

situation. Their conclusion must also be harmonized with the common 

strategies of tourism development of the country and the expectations of 

potential visitors. After that the marketing strategy is engaged, which is one 

of the most important factors and includes effective provision of information 

on the international level. In this area, it is important to share information on 

global portals and TV, as well as to raise awareness and ensure positive 

expectations on the local level. Nowadays, the level of competition is 

increasing in all fields, because the technological development requires 

transformation and constant search for novelty. Thus marketing and 

promotion of a certain activity or event should emphasize its uniqueness (by 

its specific properties or characteristics) and should create the expectation of 

a positive effect. It is unavoidable with proper management, although as 

stated above, the state and the implementing company must appropriately 

communicate its strategy to the individuals, explain the expected benefits 

and future prospects to them. It needs an effective team with a strong 

marketing plan and high level of communication, as well as clear 

engagement of social network and other means of media. 

 

7. Future prospects of a city or a region full of activities and tourist 

priorities (international brands, new management models and future 

prospects) 

The country, which determines its future as tourism prioritized 

country and strives for its development. At the initial stage of evaluation, it 

is necessary to analyze internal and external tendencies. Internal issues 
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include: government and its visions, interested parties (private or business 

entities and relations between them), sources of financing; the external 

tendencies include: social, economic, cultural, political, demographic 

condition, as well as the level of technological development. Working on 

the above-stated factors and tendencies is a part of the complex plan, where 

all interested parties should be equally engaged. In this case, more complex 

approach is preferred, because the inter-sectoral relations are more 

important nowadays for achieving a common goal. With these priorities and 

by appropriately understating the tourism prospects, an actually effective 

plan may be drawn up and a desirable result may be achieved. This will 

facilitate the development of the country not only in terms of progress of 

that specific area, but also in terms of increasing interest of international 

brands. This will make the form of management much easier, and the level 

of inflow of capital will be proportionally increased. Similar approach was 

used by Belgium, which created a strong brand ‘TOMORROWLAND’. In 

that case at the initial stage the authors of the idea formed a conceptually 

different vision of the content of the event; in addition to the fact that the 

project is a festival, its main message is transformed into the effective 

means of peace, enhancement of links and establishment of positive 

relationship between different nations. At present, the festival firmly 

maintains this vision and mission and at the same time it is one of the strong 

guarantees for the economic stability of the country, because they managed 

to offer the world an actual vision in a positive context, which combined 

popular interests for everybody: the synthesis of culture, positive emotions 

and art. 

Therefore, they created a long-term and increasing business project, 

the success of which is now not only in the interests of the management 

group of the event, but also of the government and every citizen of the 

country.  

The facts speak for themselves: 

 The UK business events sector is worth 39 billion pounds to the UK 

economy and the 25,000 businesses involved employ more than half a 

million people. 

 In Australia business events 900,000 international delegates a year 

and they spend A $2.7 billion, or 21 percent of all international visitor spent 

per year. 
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 In the USA the meetings industry contributed $ 115 billion to the 

economy and provided 1.8 million jobs. (Ruth Dowson & David Bassett, 

2015, “Event planning and Management, pg.9). 

 

8. Case 3 – Glastonbury festival (location: Pilton, United Kingdom) 

In 1970, Michael Eavis, a farmer, inspired by a local blues festival, 

put on an event on his own farm in Pilton – then called the Pilton Festival. 

Tickets were only 1 euro and all milk from the farm was free to the 1500 

attendees. Over 40 years later the Glastonbury festival is one of the largest, 

most renowned festivals in the world with bands scrambling for slot on the 

line-up. Attendance at the festival has slowly increased 1500 to nearly 200 

000 in 2014. The impact for the local residents are huge as a financial, also 

in infrastructural and social terms. The local population are given a break 

from the festival usually about every five years. These are known as the 

‘fallow’ years (a farming term) when the farmland, the villagers and the 

organizers are all given a year off the recover. 

So an event or an activity, used in any field in religious, cultural, 

social or just historical and educational terms, has great power for increasing 

the tourism potential of the country, which increases the prestige, level of 

development and economic strength of the country. This may be achieved 

by means of formation of effective strategies based on the analysis of global 

area and optimal use of internal resources. 

 

9. Attraction of financial resources and purposeful financing of 

activities and programmes 

Financial management is an essential and deciding factor for the 

countries whose basic priorities are the development of the field of tourism, 

enhancement of cultural links and development of the related activities. The 

government invites experts and representatives of public sector, a 

sustainable development plan is drawn up based on the analysis of internal 

and external factors, the priorities are determined and certain areas are 

supported. These steps comprise a theoretical part, and financial resources 

are necessary for accomplishing a practical plan, which must be undertaken 

by the business sector together with the state. In this case the world 

experience and foreign capital are very important. Establishment and 

facilitation of franchising, engagement of joint venture companies in terms 

of proper functioning of technological processes, simplification of state 
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regulations and procedures and budgeting. The last issue is very important 

as the budget is adjusted and financial resources are accumulated at the state 

level for organizing an event. This shows the readiness and future priorities 

of the country, which is very important for financial and non-financial 

stimulation of private companies.  For example, in 1966 William Baumol 

and William Bovine published a paper with the title “The Economic 

Dilemma” regarding the importance of art and the related problems. The 

authors described the second half of the 20th century as a significantly 

important period for art and culture and named financing as the main 

problem. They thought that in addition to the financial support of 

technological and agro-cultural fields, the priority of cultural events would 

also increase. Raising this issue by them and others as well resulted in the 

establishment of ECOC in 1985. The purpose of the project was to identify a 

cultural center of Europe and the countries spent great amounts of money 

for that in terms of formation of cultural and social projects, events and 

activities. Capital investments in this field reached dramatically great 

amounts of money in the past decade. This example emphasizes that the 

prioritization of the areas of culture and art is growing throughout the world; 

also cooperation in these areas between the countries and nations is 

becoming closer which enhances the links between them; in addition to the 

private sector, the engagement of the state is also increasing and this 

strategy acquires the state importance. This facilitates not only the 

development of an individual and the area in the global context, but also 

acquires great importance in terms of economic benefit and stability. This 

established practice should be noteworthy and strategically effective in the 

future prospect for developing countries 

 

10. Conclusions 

In conclusion it can be said that problems are diverse and systematic. 

In the modern context there are no boundaries of communication, demands 

are increasing, technological processes are on the high level of development, 

besides the tension and stress is also high, there are problems on religious 

and political poles, which are accompanied by economic shocks and crisis. 

What can be a solution considering the above circumstances? The answer is 

simple and obvious, that the solution is to deepen cultural, social and 

economic cooperation on the international level. As demonstrated in the 

examples given above, this has positive effect on the progress of various 
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areas of art and culture, it positively demonstrates diverse national 

peculiarities and eventually increases the economic benefit. In order to 

achieve progress in these terms, it is necessary to create the platform that 

will facilitate effective demonstration of the management of activities and 

memorable events. Cultural and social development and economic 

improvement can be systematically demonstrated by the following means:  

 Accumulation of assets (financial and non-financial resources; time, 

place and environment; creativity; culture); 

 Planning (evaluation of potential; invitation of experts; formation of 

long-term strategies); 

 Process (leadership and management; establishment of links; proper 

operation of supply and logistics systems); 

 Outcomes (establishment of diverse activities and events; increase of 

individuality and uniqueness; enhancement of economic viability and basis 

of sustainable development; development of individual and worldview 

attitudes of people).  
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WOMEN ENTREPRENEUR, ANOTHER STYLE 
 

Laura GASCÓN HERRERO1 

 
Abstract 

Women are the most disadvantaged sex in matters of employment, but it is striking 

that more females formed them pursue this stigma, even harder than those less educated. It 

is a percentage low the women who once formed are kept in the municipalities of the 

province of Teruel, since more often seek their future in larger towns, however, if they stay 

in the province, the ratio of employability is well complicated, which is why we want to give 

them that impulse by the project Empremter. Some studies evaluated more positively 

solvency companies’ female than male, as companies with better projection, more ability to 

survive the crisis and have continuity in time, but find it more costly to start the company, 

to have that push to get into the entrepreneurial process and embark on the adventure. 

Most of the ideas are focus in the tourism sector, because is a very interesting sector and 

allow them to make compatible with their task of taking care the babies or elderly people 

and the house keeping. 

Key words: entrepreneur, rural, women, Teruel, depopulation, European project, 

tourism, municipalities, municipality, regional data, regional economics measurement, 

spatial, spatially, urban, ag econ, natural resource, labor policy, labour policy 

JEL: J7, Q5, R1 

 

1. Introduction 

The province of Teruel is the second least populated of Spain, with 

140,292 inhabitants (01/01/2014) with a population density of 9.47 

inhabitants per km2, which in some regions down to 3-5 hab./Km2. 

In turn, is one of the most male-dominated territories of Spain and 

the EU. It is the province with the second highest ratio of masculinity Spain 

(104.27; INE 2013 data). It is ranked 11th in aging index, and ranked 8th in 

dependency ratio for over 64 years. In summary, very small population, very 

old, very masculine, and the few women there bear a much of the care for 

dependent people. All this severely hampers the incorporation of women to 

the labor market and or the assumption of a business initiative. 

The demographic situation in Teruel is even more serious when we 

talk about young people: for this we turn to the results of SEMIGRA report, 

produced under the European ESPON program regional foresight. The 

report puts Teruel in the group of provinces (NUTS3 units in the EU 
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terminology) that have "massive" deficit of women in all age groups 

"Young" (between 20 and 34 years). The data show that the province of 

Teruel (cluster 9) has just 80 women per 100 persons in all age groups, 

which places more than 10% below the average of the 30 countries of the 

European Economic Area (EEA). 

 
The demographic situation described is itself a cause and 

consequence of existing employment situation and outlook. 

1) The province of Teruel occupies the penultimate position of the 

Spanish provinces in total amount of active population: 63,100 people. The 

figure is even lower in terms of membership of the Security Social (S.S.): 

48,762 in March 2014, of which only 21,062 are women (43.19%, down 

from 45.93% of the Aragonese average). 
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2) Of these 21,062 women, only 4,704 are discharged as autonomous in 

S.S. (may identified a priori as "entrepreneurs"), which represents 22% of 

the already few affiliates: This figure is above 15% of the Aragonese 

average, which may indicate: first, that exist in elsewhere, especially in 

Zaragoza greater opportunities for being employed by others, but the 

conversely, the self-employment represents one of the few opportunities to 

develop a professional vital project in an area with severe lack of 

infrastructure and services, and where most women are forced to reconcile 

the project with obligations of another type (dependent care, especially). 

3) In turn, there is a situation (at least at the level of Aragón), most 

important: a higher level of training, the gap between men and women is 

expanded in terms of percentage of unemployed. 

So with primary or lower levels of education, women account for 

around 45% of total unemployed, they represent 70% of all unemployed 

university-educated; Teruel university has 587 unemployed women, 74% of 

the unemployed with this level of training. 

4) It is conceivable that there is, therefore, a clear correlation between a 

country with scarce skills generating economic activity for women, the level 

of training of the same, the tendency to migration and consequent 

masculinization (as noted by the SEMIGRA report). 

In this line, the root of these women with high level of training is 

crucial and represents a capital loss human and a unique opportunity for the 

generation of wealth and fixation of the population in the territory. Is must 

articulate measures of integration and fixation of young women with 

university- training, in order to guarantee the survival of the services and 

territory, especially in the smaller municipalities. 

To do this, from a holistic perspective, it is understood that measures 

more traditional like promotion individual enterprise, they must be 

accompanied by measures to promote entrepreneurship and social 

collaborative as well as prior knowledge of cultural factors and the existing 

structures of welfare state, (they have a clear influence on the definition of 

the enterprise), in order to bring order: 

Cultural factors (willingness of women to working outside the home, 

to make jobs traditionally male, living in a small town when it comes from a 

big city, the role of ICT as a way of allowing the adaptation) have a great 

importance to define the role of women in rural areas and their capacity to 

undertake entrepreneurial activities with high added value. 
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The traditional ordination of services that constitute the welfare state 

(schedules, security, proximity, etc) does not always correspond to the needs 

of citizens in rural areas, not always adapted to the schedules of women, 

who often end up replacing the shortcomings of the welfare state, with 

consequent damage to the entrepreneurship spirit. 

 

2. Tailor-made solution 

The province of Teruel is an unpopulated and rurality area, is 

composed by 236 municipalities half of it has a population below 200 

inhabitants, other towns are also sparsely populated. On the top is the 

capital, Teruel, with 35,000 citizens. With this situation, any decrease in the 

ratio of population is a great loss, because Teruel is a province of highs, it 

can be made large percentages statistically since the basis of which we 

speak is usually very small and any small variation becomes very large 

percentages. What elsewhere would be minimal, barely noticeable and can 

easily be corrected in the province variation it is a major change and 

unlikely to be retrieved (as already noted this trend in the past) and is 

therefore needs to be treated as a variation of organization and 

representative. The solutions applied should be adapted to this reality, 

should be made as prepared for an environment that is specific, as stated 

Jaime Izquierdo Vallina in the book "La casa de mi padre”, "was a curious 

literary, halfway between the novel and essay. In it a young French engineer 

Gerard Enterría, son of a Spanish peasant emigrated to Bordeaux in the 

sixties, faces after the death of his father to the commitment made with him 

not to abandon them to their fate the family home, the vital link in his 

lineage, all that, according to his father, "Enterría can keep his feet on the 

ground". 

Therefore, he is caught by a momentous decision: he has to choose 

between continuing their successful career as an engineer at Renault or 

fulfill the commitment with his father to stop the decline in the farming 

community where is originated his family. 

Finally decides to return to the village and get involved in the design 

of a prototype of local development of rural economy to be integrated into 

the village in contemporary society. "As an engineer you will see the village 

as a cell and for that single system must be adapted solutions that are only 

valid for this one. The author also points out, "the farmer neglect results in 

the loss of capital contained in the proprietary information, that is, in 
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memory, in the cultural code local farmer knowledge that explains how it 

develops and how it preserves the territorial area in which run. 

Abandonment causes the deactivation of the farmers working in the village 

and its related territory. And that will cause the territory is not preserved. "2 

For this and other issues seems crucial to maintain the population of 

the villages in the province, much more the female population, further 

restrained by issues of job characteristics is most concerned with manual 

labor and force field, plus it has traditionally been the woman who 

emigrated to go husband’s home.  

 

3. Project structure 

The territory of the province of Teruel is the area where the 

Empremter project, where the goal is to promote entrepreneurship among 

women graduates of the territory, since after a detailed study of the reality of 

the zone has been detected this section of the population unemployment is 

primed with more virulence. This project grant from the Norwegian Fund 

(EEA grant) funded the proceedings to 85% and whose overall budget is € 

205,000 to spend in two years (2014-2015). 

The project is divided into work packages to meet different sectors 

of society and thus encompass the basis of their different interests. The 

project began by involving Agents Employment and Local Development of 

the Province (AEDL), since it would be important part to boost the activities 

of the project and encourage women entrepreneurs to participate in project 

activities. The day was very successful because it not only results, but also 

commitments were taken by the participants. 

The following meetings were workshops to encourage 

entrepreneurship in all communes of Teruel (10 counties). They were made 

by a technical expert in the creation of company that gave the keys to start 

the path to entrepreneurship. On the other hand, a coach who brought the 

point of view of the psychological issues affecting women when 

undertaking. These two views were very timely to generate an 

entrepreneurial spirit and encourage the desire to create new forms of 

business in the regions. 

Our interest was primarily to create a network, making it possible for 

women with similar interests were met and could share similar issues, this is 

why the Provincial de Teruel has developed a database of emails and phone 

                                                 
2 Izquierdo Vallina, J., La Casa de mi Padre, KRK ediciones, Oviedo, 2012 
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numbers of all participants to workshops (over 150) in order to keep in 

touch: both the province and between them, to further exist a forum on the 

project website (www.empremter.com). In some communes even WhatsApp 

groups were made to maintain contact through the representative of the 

association of employers in the region to coordinate the actions creating 

both a physical space as discussion where women could share their needs, 

worries, concerns, doubts ... I mean, has not been a regular appointment, but 

it has continued. 

This person as AEDL for the project have been instrumental in 

encouraging and making the functions of coordination of activities 

developed parts, since they are like antennas in the territory. They also have 

direct contact with entrepreneurs; hoard all the knowledge necessary for the 

implementation of a company or applying for grants, in addition to knowing 

the reality of the territory well and to provide advice in a very timely 

manner to people who want to start one business. The AEDL were essential 

to attracting women to the meetings, since they are the first link in the chain 

of learning. 

Other appointments that have been developed are meeting in the 

high schools, the intention is to capture the entrepreneurial spirit of the 

students in their final years of high school and vocational school to advise 

and train them to encourage them to stay in the province to undertake or at 

least aware of the possibilities of entrepreneurship in the area. It is very 

important to capture the interest of new generations from youth, when they 

are in a very critical time of life is adolescence. For us it is also important to 

let them know the situation before they depart to study abroad and to have a 

database of your emails to keep them informed on developments appear in 

the province. Since the university offer is quite limited in the province. 

There have also been meetings in universities, both Zaragoza 

(campus of Teruel and Zaragoza) and Valencia and Castellón, which are the 

places where traditionally have gone to study people of Teruel. The 

meetings have attracted a moderate number of women who have shown 

interest in returning to their home town and start a business that allows them 

to stay. 

At the provincial level two meetings, one in Teruel and other 

Alcaniz to publicize the project within the field of technical and politicians 

in general were made because all contact is good to reach women with an 
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entrepreneurial spirit, or having initiated a project recently and may need 

help or support at this early stage of release. 

All these meetings are to contact women who were tutored (13) by 

technicians who gave all that support that we talked about in the beginning 

we have observed they need to undertake, and that women need more of that 

push, that hand in back, the friendly voice on the other end of the phone to 

have the strength to move forward in the career of entrepreneurship. As the 

personal support is always limited option we want to show our support 24 

hours a day, 7 days a week through our website www.empremter.com On 

the web can be found suggestive news, job opportunities, market niches, 

grants, courses, meetings, presentations ... 

 

4. Studies 

All this effort would not be complete if there be further explored in the 

reality that surrounds women in society and limits their ability to undertake, 

therefore we made a study of the situation of women at different levels: 

 Economic factors, 

 Administrative-legal factors, 

 Cultural factors. 

These studies aim to understand the situations and circumstances 

that limit women when undertaken, why a woman doesn’t start a business 

and a man yes, what makes family responsibilities fall on women, is a 

limiting entity rurality itself? In this and other questions we will try to 

answer each of these studies since, although the situations of each woman is 

unique, it is true that there are shared circumstances that can be extrapolated 

from case to case. 

 

5. Research findings 

Taking an overview of the three studies, which makes more 

emphasis on the gender issue is cultural. The family opinion, the social 

environment, the conciliation of family and social life, much more emphasis 

on wanting to be a professional and financially independent woman. 

Economic and administrative barriers are similar for men and women. Both 

stress the bureaucratic complexity, excessive fixed costs (with special 

reference to the cost of Social Security), not well structured local markets, 

difficult access to a wider market, when we talk about rural environment. 
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This situation is exacerbated in the case of the woman who feels that 

his job is "a small help in the family economy" therefore his ambition is 

limited and usually low-risk business and less innovative. This is mixed 

with stereotypes and gender roles that are still very present, but on the other 

hand, thanks to high self-esteem of women and see themselves convinced 

that they are doing not only right, but what they have to do. 

Women bear a double cultural barrier: that of a certain social 

incomprehension towards their emancipation will and personal accumulate 

overhead of professional work to housework. And this circumstance affects 

the type of promoted companies, their size, their working hours, their 

capacity for growth and access to wider than his own locality, the level of 

business development achieved markets. 

However, and fortunately, the educational level of our rural women, 

their vocation of permanence and strength of feeling are very valuable basis 

for more detailed support measures in public policy favoring women's 

entrepreneurship and the introduction of innovative management models in 

businesses located in rural areas. 

Our learning after studies and issues that we want to incorporate into 

our activities: 

 Value-added services. We need to improve our systems of support 

for entrepreneurs to avoid falling into a rut. Support should be direct and 

personal, expert, more similar to a coach than a manager. 

 Cooperation and networking. Encourage cooperation entrepreneurs 

to get a critical mass of greater corporate guarantee or collaborative 

competition, how is it possible that, for example, a small manufacturer of 

jams is unable to agree with others producers of fungi or meat in making the 

packaging together to enter the market for distribution or become known in 

grocery stores in large cities? 

 Platform for entrepreneurial and business woman Teruel. 

Construction and promotion of a platform through which information can be 

structured packages helps entrepreneurs and business owners, working tools 

for the entrepreneurial process, useful information, contact point and 

platform for the dissemination of commercial bid province. 

 Training in social values. But all these public policies to promote 

and support entrepreneurship will not have real fruit unless accompanied by 

actions to promote the necessary cultural and social change in all areas, 

especially in rural areas so as to constantly move towards greater 
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assumption of family and domestic responsibilities by men. Increased 

gender equality and a more conciliatory model between personal life and 

work. 

 

6. Objectives 

Make a personalized tutoring to women who are in pre-launch and 

support that have already started and have some needs at specific moments 

in time. In total 13 people are helped on the needs they had. Despite our 

efforts, we can say that we have been asked more training, particularly in 

new technologies for entrepreneurs, as the Internet is the ideal product 

showcase, so the Council of Teruel has requested an employment workshop 

called TERPYME for able to respond to this demand and help in the way of 

entrepreneurship to more people in need. 

Another objective that we are very satisfied is the creation of a 

support network among entrepreneurs own and creating opportunities for 

debate for them as well as a continued contact, which opens the possibility 

of joining forces. Profiles of the entrepreneurs are varied, ranging from 

people who by necessity have to undertake long-term unemployed, women 

who have jobs but dream reorient its race towards what they like, each case 

is unique, just like you are the projects that arise ranging from the 

cultivation of aromatic plants, olive pates developing or applications for 

mobile. 

 

7. Collaboration with other projects 

Empremter focuses its efforts on research into the reality of the 

province of Teruel, as the recipient of the subsidy is the Provincial 

Government of Teruel and aims to improve the employability of women 

who are in the province of Teruel and therefore in each of the meetings have 

made a survey to know the reality of the people involved in the end is a 

representative part of the reality of the territory. 

Through the network of AEDL the province has known about the 

existence of another project being developed with similar characteristics, but 

at European level, and where the University of Zaragoza is who represents 

Spain in the partnership. His name is 100 mirrors that it is trying to make a 

study of the entrepreneurial reality of women in Spain sharing with what 

happens elsewhere in Spain. The province has worked with its research 

project going on surveys of women who have come to the meetings and 
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presenting women entrepreneurs who collaborate in interviews made in the 

web to encourage women to start a business. 
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Abstract 

In the tourism industry, the competition between tourist destinations and products 

has become very intense which has contributed to greater market transparency, price and 

other elements of products and services. Global competition in the tourism industry has 

become a challenge for many countries that are competing to become a desirable tourist 

destination, and understanding the factors that contribute to the competitiveness of 

destinations is essential to maintain the current level of development of tourist destination, 

its growth and vitality. Therefore, measurement of competitiveness can be considered as a 

key factor in ensuring the success of tourist destinations. Rural tourism is one of the 

priorities in tourism development in many European countries. Rural tourism market is on 

the rise, while at the same time the future of many rural areas is uncertain. Given the 

importance of tourism to rural areas, determining the factors that influence the 

improvement of the competitive position of the tourism market is of great importance for 

their further development. Rural tourism in Vojvodina is marked as a tourist product of 

exceptional potential, but insufficiently equipped and reasserted. This shows that the 

natural, cultural and social conditions for the development of rural tourism are not used in 

order to create the appropriate advantages over other bidders in the industry which can be 

especially important condition for survival, and then the progression of an organization. In 

order to determine the factors that affect on the reduction of competitiveness of rural 

tourism of Vojvodina, survey was conducted among 138 tourism experts. 

Key words: competitiveness, rural tourism, destinations, Vojvodina (Serbia) 

JEL: Q13, Z10 

 

1. Introduction 

The importance of tourism for the national economy is confirmed by 

intensifying competition among tourist destinations. Selection of a country, 

city or region as a tourist destination by tourists means more revenue, 
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increased employment and tax revenue for a destination that receives 

tourists. For this reason, the measurement of the intensity of the factors that 

encourage or restrict the development of tourism has become the main 

activity for the strategic planning of destination development. 

In the context of tourism, globalization means an increase in the 

number of destinations, and the conditions on the international tourist 

market are drastically changed, and it is necessary for destinations to 

respond to these challenges in order to remain competitive in the market. 

The development of new tourism products and destinations is one way to 

increase productivity in the tourism sector [1]. Globalization through the 

democratization of information and communication technologies is a major 

challenge, together with the effects of other social and economic changes, 

such as increasing the mobility of individuals, greater economic 

liberalization, a growing proportion of pensioners with high purchasing 

power; increasing importance of environmental issues and other changes. 

These changes resulted in the increase in demands and expectations of 

consumers (tourists) in terms of quality of physical facilities and the skills 

and abilities of those who work in the tourism sector. Competition in the 

tourism industry has thus become sharper with the need of customer 

orientation, while professionalism is becoming a key component in the 

selection of employees [2]. 

Rural tourism is one of the priorities in tourism development in 

many European countries. Rural tourism market is on the rise, while at the 

same time the future of many rural areas is uncertain. Given the importance 

of tourism to rural areas, determining the factors that influence the 

improvement of the competitive position of the tourism market is of great 

importance for their further development [3]. Rural tourism in Vojvodina is 

marked as a tourist product of exceptional potential, but insufficiently 

equipped and reasserted. This shows that the natural, cultural and social 

conditions for the development of rural tourism are not used in order to 

create the appropriate advantages over other bidders in the industry which 

can be especially important condition for survival, and then the progression 

of an organization. In order to determine the factors that affect on the 

reduction of competitiveness of rural tourism of Vojvodina, survey was 

conducted among 138 tourism experts. 
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2. Theoretical framework 

2.1. Competitiveness of tourism destination 

In order to achieve competitive advantage, a tourist destination shall 

ensure that its overall attractiveness and tourism experience offered to 

tourists are superior then experience offered on alternative destinations 

[4,5]. Therefore, the quality of the tourist experience is the basis for 

competitive advantage of destinations. From the perspective of tourists, 

quality tourism experience can be a key factor that has an impact on the 

perception of tourists on the competitiveness of specific destinations, and 

can have a significant impact on the choice of destinations and its image. 

Growth and competitiveness in tourism has forced organizations to 

the use of highly effective marketing and management strategies for tourism 

destinations. In addition, the evaluation of the competitiveness of tourist 

destinations is increasingly recognized as an important tool in the strategic 

positioning and marketing analysis of destinations [6,7]. In tourism, the 

most appropriate type of territory for more detailed research is the 

destination - and intensified competition in tourism is between destinations 

[8].. However, very often, for technical reasons, many researchers [9, 5, 10] 

elected the entire country as a tourist destination, primarily due to the 

clearly defined borders, but also because the fact that most of the statistics 

are available at this level. The generally accepted definition of 

competitiveness of tourist destinations in the literature is from author 

Ritchie and Crouch, according to which “the competitiveness of tourist 

destinations can be considered as its ability to increase tourist spending, to 

attract significantly more tourists by providing them with experiences which 

they will remember, and that coexistence it does this in a profitable manner 

while improving the well-being of inhabitants of the place and keeping the 

natural treasures for future generations” [11, p. 2]. This definition includes 

all aspects of the competitiveness of the destination - the effectiveness and 

efficiency (economy), consumer satisfaction - tourists (marketing approach), 

community participation (capacity building of local communities) and the 

concept of sustainability (protection of natural resources access). This 

definition, with all the concepts of competitiveness, shows why the mass 

tourism (“old tourism”) has been replaced by a new tourism development. 

Competitiveness, in essence, is the capacity to achieve greater 

profitability than the average of the specific sector, which consists of 

companies that sell the same product to the same customer through the same 
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system of commercialization and distribution, as well as using the same 

technological tools. The competitiveness of individual products means their 

capacity and ability of holders to sell their own products and services faster 

than others while achieving better financial results. Competitiveness of the 

destination in terms of supply holders on tourist destinations includes 

economic benefits in the form of income, taxes, employment opportunities 

and sustainable development of destinations and related businesses. From 

the aspect of demand, the perspective of tourist destination competitiveness 

is closely linked with the overall quality of the overall tourist experience. 

 

2.2. Rural tourism in Vojvodina 

The development of tourism activities in the villages of Voivodina 

has a long tradition, as organized tourist traffic in this region began to take 

place from the late 70’s of the last century. In the tourism development strategy 

of Serbia (for the period 2005-2015, adopted in 2006.) rural tourism is recognized 

as one of six key tourism products of Vojvodina. However, it was concluded that 

despite good resource potential of rural tourism is not adequately structured and 

organized, and it should take the necessary actions in order to create a rural 

development process.  

Since 2006, Ministry of Agriculture, Forestry and Water Management of 

Republic of Serbia have financially supported and encouraged the development of 

tourism and the diversification and expansion and improvement of economic 

activities in rural areas. As far as the purposes for which the Ministry granted funds 

are concerned, the majority of funds in Vojvodina have been invested in the 

restoration of traditional rural households in the function of rural tourism 

(renovation, construction, renovation, purchase, etc.) [12]. 

Products in rural tourism in Vojvodina are represented by the offer 

of the farms, tourist villages, ethno-houses, rural architecture and rural 

manifestations, i.e. all services which are offered to tourists, such as room 

and board, sightseeing of the destination, participating in work of a country 

host, organizing creative workshops etc.   

1) Farms are a specific form of traditional agricultural households, and 

it makes a particular segment of rural tourism. Although after the Second 

World War thousands of farms were demolished, several have been turned 

into tourist sites [13]. 

2) Tourist villages. The villages, in addition to their basic residential 

function with agricultural, they gain also recreational tourist function [14]. 

Rural tourism should contribute to the preservation of the rural environment 
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and cultural heritage, but also to provide economic motivation for local 

population to stay there and to get engaged in traditional crafts among 

others. 

3) Country architecture. Old farmhouses represent one of the most 

impressive forms of material folklore creativity of Vojvodina. The original 

houses were built of mud and covered with reeds, according to the colonial 

model. In time they gain a number of other details typical only for these 

parts of the Pannonian Plain [15]. 

4) Ethno houses. Ethno-house is the house with the overall economy, 

which is built in the traditional style of folk architecture of Serbian, 

Slovakian, Romanian, Croatian and other nationalities in Serbia. According 

to [16], ethno-houses contribute to the preservation of material and non-

material traces of local culture, but are also indicator of the struggle of the 

local community and culture with the accelerated process of globalization. 

5) Rural tourism events. The event organizers have different 

professional staff, logistical support and financial opportunities. This 

influences the content, the amount and quality of events, regardless of their 

importance. On the other hand, the organizers insufficiently involved in the 

market research, or they are not involved at all in testing of desires and 

expectations of potential tourists, but they are more concerned with solving 

the problem of acquiring donors and sponsors for the events.  

From one side, the development of rural tourism in Vojvodina can 

play important role in increasing the variety of tourist offer in entire Serbia 

and formation of one richer and picturesque image of the country. From the 

other side, tourism in villages and on farms should not only be the goal, but 

also the means for inducing the economical growth, strengthening 

undeveloped regions and improving the life standards of local population. 

With the development of tourism in those regions there is the occurrence of 

multifunctional agriculture which gives to people on the farms and in 

villages additional possibilities for economical strengthening. 

 

3. Methodology 

Tourism experts from Serbia were asked to assess the current state of 

24 attributes which affect/could affect the competitiveness of rural tourism 

destinations in Vojvodina (Serbia). Likert scale of five scores was used, 

where "1" means very bad condition of the attribute, score "2" bad 

condition, "3" average condition, "4" very well and "5" excellent condition 
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of the attribute. Respondents were not offered to assess the current state of 

the attribute in relation to the set or a competitive destination (which would 

tourism experts identify by themselves) because it would not give a true 

picture of the competitiveness of Vojvodina, because experts would 

compare rural tourism in Vojvodina with several different destinations. 

In this paper, survey research covered all those tourism experts who 

have the knowledge and/or experience relevant to the subject, and whose 

area of research and action is related to rural tourism and competitiveness of 

tourist destinations. In Vojvodina, interviewed tourism experts are as 

follows: teaching staff at higher education institutions, employees of the 

tourist organizations, employees of national and provincial institutions of 

importance for the development of tourism, tourism managers of travel 

agencies, owners of tourism enterprises in rural areas (farms, restaurants, 

ethno-houses, museums, wineries, souvenir shops, event organizers) and 

others (societies, associations, clusters). 

The survey was conducted in two ways - a personal interview 

(technique of "face to face") and by sending a questionnaire via e-mail. 

Research in Vojvodina was conducted in the framework of its three regions 

- Bačka, Banat and Srem. Selected tourism experts in Vojvodina were 

interviewed in the period from September to the first half of December 

2015, while in Hungary from the second half of December 2015 until the 

end of January 2016. The response rate in both countries is about 50%. 

Statistical analysis of the data collected through the survey will be 

done in the software statistical program SPSS 17. 

 

4. Results and discussions 

In Table 1 are presented results (mean, standard deviation) for 

Vojvodina. The values of the mean, or average marks of attributes are 

ranged from 2.4 (the lowest value) - which is the nearest to poor/disagree, to 

4.2 (maximum value) - well/I agree. No items were rated extremely negative 

or extremely positive. 

The highest average ratings have attributes: Favorable weather 

conditions for the development of rural tourism, Attractiveness of a rural 

destination as a multicultural environment, Diversity of local culinary 

products, and The feeling of safety and security in the entire destination and 

the feeling of safety and security in agrotourism facility. 
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Vojvodina is located in the temperate climate zone and because of its 

position, its climatic conditions are favorable and moderate, without any 

temperature extremes. Climatic conditions are important factors to be taken 

into account when taking a decision on a destination for tourists who will 

travel, but also affect the performance of tourism enterprises. Climatic 

conditions may be indirect element that will make tourism activities possible 

and enjoyable. 

Weather conditions which tourists are exposed to during their stay at 

the destination are important for several reasons. First of all, the weather 

allows to organize certain activities, or they can encourage tourists to 

participate in them. For example, a wind speed of over 15 km/h can be 

harmful for fishing. Also, the safety of tourists depends on the weather 

conditions (extreme weather conditions can jeopardize the safety of 

tourists). Tourism experts have estimated that the climate conditions are 

suitable for the development of rural tourism in Vojvodina, and with the 

appropriate tourist offer (activities outdoors or indoors consistent with 

weather conditions) should be used in order to overcome the problem of 

seasonality. 

Mixture kitchen, and therefore a large number of different products 

can be linked to multicultural environment. The importance of gastronomy 

for rural areas of Vojvodina can be twofold - food preparation, ie. local 

specialties respecting the authenticity of hearthstone and hospitality protocol 

can bring tangible asset hosts, while on the other side of gastronomy with its 

activities can greatly contribute to the attractiveness of content during the 

stay and thus enrich the experience of visitors. 

It is extremely important that the factor “Safety and Security” 

received a high rating from tourism experts because this factor is one of the 

primary condition for the successful development of rural tourism 

destination. Competitiveness of Vojvodina as a destination for rural tourism 

can be achieved if the tourists indicate that they will feel safe and secure 

during their stay at the selected destination or and the particular facility. 

Attributes of the determinants “Key Resources and Attractions” that 

received the highest average ratings can be considered as primary 

competitive advantage of Vojvodina, and a multicultural, rich and authentic 

gastronomic offer and a sense of security and safety can be particularly 

attractive factors for foreign visitors. 
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Table 1. Descriptive statistics for individual attributes of the determinant „Key 

resources and attractions” 
Determinant „Key resources and attractions” 

Factor Attributes M SD 

 

The physical and 

geographical 

elements 

of the environment 

Preserved nature and the beauty of the landscape 

of rural environment 
3.5368 .78795 

Suitable climatic conditions for the development 

of rural tourism 
4.2721 .68277 

The use of rivers, lakes and canals in rural tourism 
2.6103 1.05531 

The diversity of flora and fauna 
3.0956 1.00280 

Presence of protected natural areas and natural 

parks in the rural tourism offer 
3.9853 .76966 

 

Cultural heritage 

Tourist offer of local museums and galleries 
3.0882 .99978 

Preservation of rural architecture 
2.9779 .97727 

Cultivating folk traditions (art, music, folklore, 

costumes, customs) 
3.7059 .93585 

The attractiveness of rural destinations as a 

multicultural environment 
4.3309 .75085 

Opportunities for 

sport, 

entertainment and 

recreation 

Opportunities for sports and recreational activities 

in nature 
3.8750 .93045 

The quality and originality of the events and 

festivals 
3.6103 .87070 

Accommodation 

capacities and their 

authenticity 

The quantity of accommodation facilities in rural 

areas 
2.9706 .82499 

The quality of services in accommodation 

facilities in rural areas 
3.2426 .78407 

The attractiveness of properties (eg. the traditional 

building materials, animals, the possibility of 

insight into production) 

3.0662 .92057 

 

Gastronomy 

 

The variety of local culinary products 
4.0221 .89829 

The authenticity of local gastronomic products 
3.9118 .88167 

General 

infrastructure and 

tourism 

superstructure 

The quality of basic infrastructure in rural areas 

(eg. electricity and telephone network, water 

supply) 

3.2941 .94373 

The quality of basic infrastructure in the 

agrotourism object (eg. electricity and telephone 

network, water supply) 

3.3603 .89998 

The quality of the rural road network 
2.6471 .98529 

Cleanliness and tidiness of the place 
2.9338 .95996 

Travel signaling (eg, information boards, 

signposts) 
2.4559 .94960 

Tourist facilities superstructure (eg, restaurants, 

cultural institutions, sports and recreational 

centers) 

2.9044 .79702 
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Safety and security The feeling of safety and security in the entire 

destination  
4.0294 .80683 

The feeling of safety and security in agrotourism 

facility 
4.0662 .79071 

Source: Authors based on analysis of data from the survey research 

The lowest average ratings (from 2.45 to 2.64) are with attributes: 

Use of rivers, lakes and canals in rural tourism, Quality of rural road 

network and Travel signaling (eg, information boards, signposts). 

The results showed that while Vojvodina has significant water 

resources (rivers, lakes and canals), they are for the development of tourism 

in rural areas insufficiently or not at all used. The Danube has the greatest 

significance for the development and completion of the offer in rural 

tourism. The river flow is characterized by a series of characteristics that 

allow the exercise of a number of tourist activities (fishing, excursion and 

other holiday recreational activities). Beside the Danube, Tisa river has a 

significant tourism potential and is characterized by a natural phenomenon 

that can also be used for tourism offer in villages located next to the river. 

From the tourist point of view, the most important lakes are represented by a 

group of lakes in the north of Bačka district. Recreational, aesthetic and 

other values of these lakes form a key component of the offer of activities 

for tourists during their stay in rural tourist destinations. 

Attributes that may pose a major obstacle to the further development 

of rural tourism in Vojvodina were the poor quality of the rural road 

network and lack of tourist signs in rural areas. Transport infrastructure is 

poorly developed in almost all municipalities in Vojvodina. Constructed 

roads of all categories are in poor condition and traffic signs are inadequate 

and insufficient. A significant part of the roads is not yet paved, pavements 

and asphalted roads are dilapidated and damaged. A particular problem may 

be a lack of inadequate approach to agrotourism facilities. In order to 

enhance the value of this attribute, it is necessary to signpost the rural tourist 

destinations which include: mark board, tourist route direction arrow and 

tourist information boards. 

 

5. Conclusions 

Development of Vojvodina's tourism sector in recent years was 

based on the construction of physical infrastructure. Elements such as the 

quality of services, training programs for human resources development, 

fostering creativity and innovation and creating new and interesting tourism 

products, were ignored. The development of tourist destination 
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management, which is one of the most important factors for 

competitiveness, was unsuccessful. It is possible that the rural tourism sector 

does not receive sufficient benefit from government support for the planned 

development of the destination, and that marketing efforts do not go in the 

desired direction. This suggests that a rural development strategy should 

have a special bond with resources and attractions of the destination, that 

priority should be given to maintaining all aspects of safety and security, 

continuous improvement of services, the use of benefits of a multicultural 

environment, diversity of culinary products, as well as the application of the 

principles of sustainability in environmental management. It is increasingly 

recognized and accepted the need to manage destination resources in a 

sustainable way in order to preserve them for future generations. 

Rural tourism sector in Vojvodina has an abundance of natural 

resources and special attractions. However, ancillary services and facilities 

are very limited and this may affect the reduction of attractiveness, and the 

possibilities for the sector to highlight its potential. In the absence of 

supporting infrastructure and resources, the outcome for the destination can 

range from the provision of services under the expectations of visitors to 

major failures, thus preventing long-term development of the destination. 

Three main elements have the potential to increase the length of stay and 

tourist spending, and these are the folk tradition, gastronomy and 

opportunities for sports and recreational activities in nature. Development of 

the key elements can stimulate visitors to stay longer, spend more money 

and participate in a wider range of activities. 

Rural tourism and other forms of tourism involve many business 

entities (entities that provide accommodation services, food, ...) and 

consumption of these services occurs when a visitor is at the destination. 

The more positive perception of tourism services, the stronger the feeling of 

quality. The functional aspect of quality of services is likely to be more 

influential than the technical aspects, which means that there is a need for 

highly skilled labor. Special importance during the development of human 

resources in rural areas of Vojvodina, should be given to the training of 

personnel, ranging from manufacturing to management level. From the 

perspective of holders of supply, quality management services and human 

resource development are co-dependent variables in support of excellence in 

service. Destination marketing is crucial and should focus on new products 

and market development. 
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Abstract 

Rural tourism has been constantly growing in the world. This was certainly 

contributed to some contemporary global trends such as the protection of nature, spending 

time in nature, and the preservation and revival of local traditions, customs, cultural and 

historical monuments, all based on sustainable development. Rural tourism is a complex 

type of tourism, made up of different types of tourism that occur in rural areas, and the 

number of tourists who engage in this form of tourism has grown significantly, while 

tourism is developed in all types of rural landscapes. The aim of this paper is to highlight 

the importance of developing rural tourism in Eastern Serbia, as components of sustainable 

development, which plays an important role in preserving the environment and local 

community development based on cultural and sociological aspects. In order to assess the 

level of development of rural tourism in Eastern Serbia and to identify strong and weak 

points, the survey was carried out among employees in the tourism organization, provincial 

institutions and among tourists. 

Key words: rural tourism, Eastern Serbia, tourism offer, sustainable development  

JEL: Q13, Z10 

 

1. Introduction 

Rural tourism is one of the priorities in tourism development in 

many European countries. Rural tourism market is on the rise, while at the 

same time the future of many rural areas is uncertain, due to changes in 

agricultural production and the attractiveness of urban areas due to higher 

living standards. Rural tourism is considered to be one of the appropriate 

instruments for the revitalization of rural areas and ensuring a sustainable 

                                                 
1 Associate Professor PhD, Department of Geography, Tourism and Hotel Management, 

Faculty of Sciences, University of Novi Sad, Serbia, tinicaus@yahoo.com 
2 MSc, PhD Student, Department of Geography, Tourism and Hotel Management, Faculty 

of Sciences, University of Novi Sad, Serbia, demirovic.dunja2@gmail.com 
3 PhD, Director of Dnevnik-Poljoprivrednik AD Novi Sad, Serbia, 

gordana.radovic09@gmail.com 
4 MSc, Department of Geography, Tourism and Hotel Management, Faculty of Sciences, 

University of Novi Sad, Serbia 

mailto:tinicaus@yahoo.com
mailto:demirovic.dunja2@gmail.com


Kristina KOŠIĆ, Dunja DEMIROVIĆ, Gordana RADOVIĆ, Dunja JOVANOVIĆ 

 148 

future through job retention or job creation, support for farms, nature 

conservation, and the preservation of rural crafts as a tourist attraction. 

Destinations of rural tourism are based on a complex tourist product, which 

consists of several partial products (accommodation, transport, food, shops, 

attractions and other) [1,2,3]. These individual tourism enterprises are 

interdependent and connected, and these are primarily small and medium-

sized enterprises. Problems in rural tourism which contribute to the 

reduction of competitiveness are reflected in the existence of strong 

competition instead of cooperation among providers of tourist products and 

services in rural areas. Rural tourism has become a form of tourism that can 

satisfy the needs of almost all segments of tourists (young people, families 

with children, older people...). Changes in values and attitudes of tourists are 

notable, and traditional forms of vacation like staying in five-star hotels on 

the coast decline in demand, and the forms of "alternative" tourism recorded 

constant growth. 

According to the categorization of the Organization for Economic 

Cooperation and Development (OECD), rural areas account for 85% of the 

territory of the Republic of Serbia, whose total area, according to the authors 

[4], can be divided into three rural regions: 

1) the largest, but also the poorest region spreaded in southern part and 

makes 44% of the total area of the Republic of Serbia. The larger part of the 

area is mountainous, suitable for extensive livestock farming in this region 

is underdeveloped rural economies; 

2) mountainous areas of central Serbia make up to 28% of total surface 

area and are inhabited by 44% of the total population. It is the most 

populous region, a rural economy is diversified and characterized by a 

developed services sector; 

3) the northern, predominantly agricultural region, extends in the region 

of Vojvodina and occupies 28% of the total area. Around 26% of the total 

population lives here, the rural economy has been developed, and only less 

than 10% of municipalities are classified as underdeveloped according to the 

criteria of the United Nations. 

Key products of rural tourism in Serbia are: 

 agro-tourism and rural experience in a rural area in different 

locations, especially in Eastern and Western Serbia; 

 eco-rural tourism; 

 ethno-rural tourism; 



Rural tourism as a tool for sustainable development of Eastern Serbia 

 149 

 combined forms of rural tourism and special interests - cycling tours 

through rural areas, visiting local events, etc.) [5].  

Eastern Serbia has favorable conditions for development of rural 

tourism. First of all, those are particularly favorable conditions like 

preserved nature, with a mild climate, clean air, unpolluted rivers and lakes, 

flora and fauna. Staying in such conserved regions of Eastern Serbia gives 

tourists opportunities for walking, recreation, sports, organized trips to 

caves, springs and waterfalls, hunting and fishing, horseback riding, hiking, 

picking forest fruits and medicinal herbs and more. In this paper, the authors 

analyze the importance of the development of rural tourism in Eastern 

Serbia, its characteristics and trends, from cultural and sociological aspects. 

 

2. Basics of rural toruism in Eastern Serbia 

Eastern Serbia is a typical mountain-depression-valley region, border 

with Romania and Bulgaria. Area of Eastern Serbia covers 7,133 km² and 

about 350,000 residents live in it (3.5% of the total population of the 

Republic of Serbia). 

 

2.1. Geographical basis for the development of rural tourism in 

Eastern Serbia 

Eastern Serbia relies on the busiest route through Serbia - Corridor 

10. The basis of the total mergers and permeation in the area of Serbia is 

road Belgrade-Niš (situated on international Corridor 10), and a wide 

corridor of Velika Morava valey) [6]. Corridor 10 is a significant part of the 

Southeast European tourist route that branches into several pathways 

important for tourism, and for Eastern Serbia is the most important route 

that leads from the Danube region, via Belgrade, and then through the valley 

of Morava and Nišava to Bulgaria, respectively, through the valley of the 

South Morava and Vardar river to Greece and Turkey. Eastern Serbia has 

the character of transit to Romania and Bulgaria. However, roads and all 

traffic in Eastern Serbia, are not highly developed, which downplays the 

importance of this region. 

Eastern Serbia is geographically and morphologically coinciding 

with the Carpatho-Balkan area. Northern part of the Eastern Serbia makes 

Carpathian Serbia, and the southern part makes the Balkans' Serbia) [7]. 

Among the mountains with particular emphasis are Rtanj and Stara Planina. 
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Stara Planina is a great mountain range of the Eastern Serbia, and the 

highest peak is called Midžor (2,169 m). The major roads bypass it, while 

the valley is sparsely populated. Nature Park “Stara Planina” - an area of 

about 142,000 ha, covers almost the entire mountain [6]. Stara Planina is 

rich with geomorphological, hydrological, vegetation values, as well as the 

preserved nature areas, small rural villages and beautiful landscapes. Rtanj 

belongs to the Carpathian Mountains, and the highest peak is called Šiljak 

(1,565 m). North side of the mountain is covered with forests and pastures, 

covered with indigenous plant species and abundant sources of drinking 

water. 

Djerdap gorge is the longest and most representative European 

gorge, where the Danube has cut the Carpathian arc at a distance of about 

100 km. It forms part of the border between Romania and Serbia. On the 

Romanian side, there is the Iron Gate National Park (Parcul Natural Portile 

de Fier), and on the Serbian side, national park Djerdap. National Park 

Djerdap is the largest in Serbia. This protected area covers ten nature 

reserves, ten continent diverse heritages of nature and history. Area of 

Djerdap National Park is rich in various geomorphological, hydrological, 

biogeographical, cultural and historical attractions, but many of them are 

accessible only by pedestrian paths. Activities that are developed here are: 

walking through nature and hiking, bird watching, hunting, fishing, sailing, 

rowing, cycling tours as well as visiting cultural and historical monuments. 

When it comes to climate, this area is complex due to the influence 

of moderate-continental, continental steppe and true continental climate in 

mountainous basin region with a microclimate differences. 

Hydrography of the Eastern Serbia is quite complex and interesting 

and is characterized by many sources, springs and rivers, while the largest is 

the Danube river and Djerdap Lake which is the largest artificial lake in the 

former Yugoslavia. 

Vegetation in the area of Eastern Serbia is diverse and rich in dense 

forests. Forests cover about 300,000 hectares - about 40% of the total 

surface area of the Eastern Serbia, or about 11.3% of the total growing stock 

in Serbia. Some places are with jungle appearance (Kučaj, reserve Vita 

beech-Novača), or are almost impassable (Deli Jovan). They are often 

distant, devastated or suppressed fields and pastures. 
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2.2. Social characteristics of the Eastern Serbia as a basis for the 

development of rural tourism 

Eastern Serbia has been inhabited since prehistoric time based on the 

numerous traces of the former human habitats, such as cave drawing of 

horsemen in Knjaževac, traces of Neanderthal man near Sokobanja, sites of 

the Neolithic man in Lepenski Vir and others. 

Region of Eastern Serbia is sparsely populated. In 1971, 565,000 

people lived in this area, which is about 1.000 people per village, and in 

1991, 524,485 people lived here. The life of people in Eastern Serbia goes 

back to the distant past. Namely, it is considered that the Zlotska and 

Pekonoška caves were the habitat of Paleolithic people. Significant 

discovery of Neolithic people in the Iron Gate, as well as numerous 

excavations of Roman settlements, especially along the Danube, are 

pointing to the continuity and density of this region. At the time of the 

Turkish conquest, this region was almost devastated, and later the 

inhabitants of Kosovo, Macedonia, Montenegro and Vlachs (the Serbs who 

fled from the Turks) settled here. Today this region largely suffers from the 

"white plague", the population is aging, young people are moving out, and 

many have been living abroad. The most numerous inhabitants of this region 

are Serbs, and significant number of the population declare themselves as 

Vlachs. 

Eastern Serbia is economically relatively developed, certainly not 

enough. In addition, it is sparsely populated. The multifunctionality of the 

region is marked by a mining and farming. Mining is the main, but does not 

engage the largest number of employees (most of the people are farmers). 

The traffic is more developed and tourism has good prospects. In Eastern 

Serbia is possible to develop almost all types of tourism: mountain, lake and 

river, rural, caving, city and spa, resort, recreational and sports, hunting and 

fishing, summer and winter tourism, and other forms of tourism. This part of 

Serbia is rich in mountains, caves, gorges, karst springs, and underground 

streams, thermo-mineral springs, forests, many archaeological and historical 

monuments and cultural facilities. 

 

2.3. The most significant cultural and historical values of Eastern 

Serbia 

Lepen Whirl is prehistoric site on the right bank of the Danube in 

Djerdap. It is the center of one of the most important prehistoric culture (the 
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culture of Lepen Whirl), which lasted from about 6700 to 5500 BCE. 

Between 1965 and 1970, here were revealed the unique archaeological and 

artistic monuments of seven large settlements of fishermen and hunters, 

tombs documenting complex funeral rituals, plenty of masterfully crafted 

tools of stone, bone and horn, various jewelry and monumental sculptures 

made of stone) [8]. 

Diana Fortress is one of the largest and best preserved Roman 

military fortifications on upper-Mesian limes. It is located on a rocky, goods 

lofty banks of the Danube, about 2 km away from the hydropower “Djerdap 

I”, beside the road Tekija - Kladovo. At the site, it was discovered an altar 

dedicated to the Egyptian deity Thoth. 

Tabula is the Latin inscription dedicated to the Roman Emperor 

Trajan, carved into the carved wall above the Djerdap Gorge. This table is 

part of the ensemble of Roman monuments in the so-called Roman road and 

also the remains of the bridge built by Trajan across the Danube belong to it. 

It is located in the Djerdap National Park near Kladovo. The Roman road 

was submerged by construction of the Djerdap hydroelectric power plant 

(1963-1972). It was decided that Traiana should be placed 21.5 m higher, so 

it can be visible from the river now. 

The archaeological site Felix Romuliana was raised by Roman 

emperor Gaius Valerius Galleries Maximilian, successor of Emperor 

Diocletian in the second period of the Tetrarchy in the late third and early 

fourth century. Archaeological findings confirm that Romuliana was 

significantly rural village during this period, and maybe even some place of 

living of the person from a palace. In mid of the fifth century, there were 

great destructions and fires, possibly due to the invasion of the Huns. During 

the second half of the V and VI century Romuliana was rebuilt, but never in 

a former beauty. Buildings that were built were more modest in size and 

lower construction techniques) [9].  

Golubac Fortress is one of the best preserved medieval towns in 

Serbia. It is located 4 km east from Golubac, at the entrance to the Djerdap 

gorge. It is not known when it was built, but since IV century, it was 

frequently mentioned as the scene of major battles. In 1337 it was ruled by 

Hungarians, and Turks captured it immediately after the Battle of Kosovo 

and held it until 1402. From then until 1427, it was in the power of Despot 

Stefan Lazarevic. At the end of the XVII century and between 1718 and 

1739 was under Austrian people, and then held by the Turks until 1867) [8]. 
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Eastern Serbia is known for its inhabitants - Serbs and Vlachs nad 

customs are one of the most important national characteristics. For example, 

residents of Homolje, Serbs and Vlachs, foster rich ritual practice dominated 

by the cult of the deceased and ancestors. One of the most foremost of the 

spring ritual cycle is the ignition of ritual fire. Fire is a symbol of fertility, 

the connection between the world of the living and the world of the dead. 

These practices are especially interesting to foreign tourists. 

 

3. State of development of rural toruism in Eastern Serbia 

Villages of Eastern Serbia are real ecological oasis, without pollution 

of modern civilization, with a mild climate, clean air and healthy food. 

Rural tourism is not only a stay of tourists in rural households, but also 

includes excursions to the surrounding areas, visiting natural attractions, 

cultural and historical attractions of the destination, traditional, folkloric and 

tourist events, sports and recreational activities in nature, selling crafts and 

handicrafts and souvenirs, homemade food and drink. Rural households 

equip their guest rooms in accordance with the tradition of the country, in 

the specific sense of a nice, warm, cozy and comfortable. Sleeping on 

feather pillows in wooden beds with quince on the closet and carpet on the 

wall, guarantees a healthy sleep. The hospitality and warmth of the local 

people are the main features of the atmosphere in the villages of Eastern 

Serbia. 

The development of tourist activities in the villages of Eastern Serbia 

does not have a long tradition, as the organized tourist traffic in this area has 

been carried out since the end of the seventies. Today, in spite of some good 

equipment of households in Eastern Serbia, and somewhat thought out 

program of stay, problems in the further development of rural tourism are as 

follows: 

 insufficient education of rural households concerned about the way 

of accepting and hosting tourists; 

 insufficient number of tourist points in villages that practice this type 

of tourism and weak links with tourist organizations of municipalities; 

 insufficient and inadequate infrastructure. 

 Villages and households engaged in rural tourism in Eastern Serbia 

do not have rural tourism development adequate with resources at the 

disposal. Most households offer only accommodation, and overnight 

without food service, where the hosts can earn the most. It is necessary for 
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the development of rural tourism that it is based on numerous cultural and 

historical sights of Eastern Serbia, which along with the natural beauty of 

the area and good quality accommodation and food, pose a rounded rural 

tourism offer. 

For example, staying in one of the villages on the slopes of the 

mountain provide an opportunity to enjoy endless walks through untouched 

nature, hiking, as well as the possibility of harvesting medicinal plants. 

Also, friendly hostess will make sure to offer visitors the local specialty - 

cheese, hot bread and other traditional dishes of local cuisine. The reason 

more to visit this mountain village is the existence of old water mills in 

Balta Berilovac, as well as maintenance of venets like “Prayer under the 

Midžor mountain”, where the sports games and competitions are tender and 

the residents of Stara planina are competing in preparing antique dishes. 

The gastronomic offer is one of the most important segments of the 

rural tourism offer. 

The gastronomic offer is based on the foods and customs that are 

typical for a specific region. The specificity of the region is reflected in 

spices, ingredients, method of preparation and presentation, and the way the 

food is served. Gastronomy of Eastern Serbia was under the influence of the 

Romanian and Bulgarian cuisine - dishes from milk and dairy products, 

whole grains, salads of wild vegetables and grasses, especially the salad of 

dandelion, taste like rocket, as well as venison, mutton and lamb meat. 

Resources for the development of rural tourism in Eastern Serbia are 

numerous ethnographic and culinary events. Events in a fun way, with 

respect for tradition, folklore, customs and old way of doing business, 

represent business products and usually have a selling character) [10]. The 

best known and most visited events in Eastern Serbia are: Ethno Festival in 

Kladovo, “Save the bagpipes and old games from oblivion” and “Lilac fest” 

near Majdanpek, “Ethno meetings of villages in the municipality Bor”, 

Festival of folk creativity, and “Prayer under the Mindžor mountain”. These 

events are organized on the territory of Knjaževac municipality. Events have 

social significance in the preservation of tradition and cultural heritage, but 

they can also have economic significance if they are integrated into the 

tourist offer and adequately promoted on the domestic and international 

tourism market) [11]. 

Eastern Serbia has resources for the development of spa tourism. 

Balneological and spa tourism is one of the leading forms of tourism in 
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Eastern Serbia. The healing properties of thermal mineral water are well 

known. Condition of spa tourism in Serbia is not satisfactory. Although spas 

have medical and tourist function, the spas of Eastern Serbia are dominated 

by health function, so spas should also develop tourism functions. Except 

Soko spa, no spa has significant tourist traffic. Future development of 

tourism in spas must be based on market specialization. Exploitation of the 

water should go towards the development of the wellness and spa tourism, 

or the provision of services of this type. 

Religious tourism is the oldest form of tourism. Religious tourism 

includes visiting religious centers (churches and monasteries), sacred places, 

monuments and buildings, which have historical and architectural value. 

Eastern Serbia has many monasteries and churches, which are certainly of 

great importance for the development of this type of tourism. Because of the 

architecture, frescoes, icons, manuscripts and numerous works of art, the 

monasteries of Eastern Serbia attract attention of tourists and professionals 

for a medieval art. Monasteries and churches in Eastern Serbia have also 

and cultural and historical value. 

 

4. Survey research 

The survey was conducted in Novi Sad in September 2015 and 

contains seventeen issues, while the seventeenth question consists of sixteen 

sub-questions (evaluation of elements in rural areas of Eastern Serbia) 

(Table 1). This research examined 30 persons. The first association for 

Eastern Serbia are very diverse, but respondents wrote: Đerdap's gorge, 

Negotin, Zaječar, costumes and customs, Gornji Milanovac, Niš, Stara 

Planina (Old mountain), Vlach and Vlach magic, Resavska caves, Homolje, 

Danube, Soko spa, underdeveloped but beautiful area, herbs, nature and 

cultural and historical monuments. 

The greatest potential in Eastern Serbia for the respondents is nature, 

then people and customs, traditional dishes and drinks, followed by cultural 

and historical attractions, home made producton, the villages (houses and 

buildings), and at the end, events. 
Table 1. Respodents' marks for rural tourism offer of Eastern Serbia 

Elements of the rural tourism offer Mark (average value) 

Hospitality of local people 4,33 

Hospitality of employees in tourism industry 3,83 

Traffic accessibility 2,8 

Available information before arriving at the destination 3,1 
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Information at the destination 3,3 

Tourist signaling 3,07 

Events 3,27 

Souvenirs 3,5 

Conditions of environment 3,7 

Accommodation facilities 3,1 

Catering facilities 3,17 

Cultural facilities 3,3 

Sport facilities 3,37 

Excursion offer 3,1 

Ration between price and quality 3,33 

Overall assessment of tourism offer of Eastern Serbia as 

a destination of rural tourism 

3,5 

      Source: Authors based on data from survey research 

From Table 1., it is clear that the respondents gave the highest rating 

(4.33) for the hospitality of the local people, and we can conclude that the 

people of this region are very welcoming and ready for reception guests. 

After that, the highest marks were given to the element that relates to the 

hospitality of people working in tourism (3.83). Respondents rated transport 

accessibility with the lowest mark (2.8), and it can be easily concluded that 

the infrastructure of Eastern Serbia is very bad. 

 

5. Conclusions 

Eastern Serbia has very favorable conditions for the development of 

rural tourism, in terms of preserved nature, bio-diversity, diversity of 

landscapes, favorable climate, cultural and historical values and a number of 

hydrological resources. Cultural values and goods include cultural and 

historical monuments, different traditional villages, while ethnographic 

values represent the ancient crafts, handicraft, customs, folk costumes, 

music and dancing. 

In order to develop rural tourism in Eastern Serbia, it is necessary to 

apply the appropriate standardization and classification for services, 

particularly adequate conditions for accommodation facilities. Households 

engaged in rural tourism, must meet prescribed sanitary-technical 

requirements and be sorted into the appropriate category, as stipulated by 

the Regulation on classification, minimum conditions and categorization of 

tourist facilities in the Republic of Serbia. A special aspect of the 

development of rural tourism in Eastern Serbia is expressed in the need for 

educating personnel. In this sense, important role would have the non-
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governmental organizations, tourist organizations of municipalities, as well 

as all interested subjects. 

Without financial help from the state, development of rural tourism 

in Eastern Serbia can not successfully be developed. For the development of 

rural tourism is very important the involvement of various state bodies and 

organizations, which will financially support the development of rural 

tourism. Of particular importance for rural tourism is investment in 

infrastructure, the provision of health care and the preservation and 

protection of the environment in order to prevent uncontrolled and 

unplanned development of rural tourism in Eastern Serbia. 
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TRANSYLVANIAN AGRO-GUESTHOUSES IN THE 

ONLINE ARENA 
 

Ovidiu-Ioan MOISESCU1 

 
Abstract 

The vast majority of travelers who purchased accommodation services in Romania 

during the last years did research online before their buying decision. Online sources of 

information (websites of accommodation providers, social media, booking websites, and 

others) regarding such services can be very influential both because they are involved in 

the information gathering stage, one of the most important stages in the consumer decision 

process, but also because they can convey certain long-term consumer attitudes or levels of 

consumer trust or preference. Despite the increasing role of the online environment in the 

accommodation industry, and its potential to enhance Romanian rural tourism 

attractiveness, little is known about Romanian agro-guesthouses’ practices regarding the 

presence in the online arena. The objective of this paper will be to investigate the extent to 

which Romanian agro-guesthouses, more specifically those from the rural areas of the 

historical region of Transylvania, use own websites, social media such as Facebook, and 

booking websites such as bookings.com in order to promote their services and attract 

guests. 

Key words: agro-guesthouses, online marketing, Transylvania 

JEL: M19, M31, L83 

 

1. Introduction 

The consumer’s buying decision process, and especially the steps 

involving information search and alternatives evaluation, represent time 

consuming and stressful tasks for many travelers looking for 

accommodation providers, due to the intangible nature of the product 

purchased, as well as due to the significant impact the price of 

accommodation services can have on travelers’ budgets [7]. 

Especially during the last decade, online marketing tools have 

become extremely important in the hospitality industry, while, at the same 

time, an increasing number of travelers are using the Internet for travel 

planning [13]. 

For tourists, online sources of information such as search engines, 

social media, online booking websites etc. are extremely important in 

choosing an accommodation services provider, being essential in one of the 
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most important stages of the consumer purchase decision process: the search 

for information [6]. 

Google’s Consumer Barometer, created in collaboration with experts 

from IAB Europe and TNS Infratest, states that Europeans use online 

information sources to a large extent when buying accommodation service 

[16]. Thus, up to 62% of Europeans (depending on the country of residence) 

use accommodation providers’ websites in order to look for information 

regarding alternatives, up to 55% retailers use websites (such as online 

travel agents), while social media is used for the same reason by up to 23% 

of Europeans. 

Considering all the above arguments, it can be stated that in the 

current context of the hospitality industry, a consistent online presence in 

the form of own websites, inclusion in online travel agents’ websites, as 

well as own social media pages, is vital for any accommodation provider. 

This statement is even more applicable in the particular case of small 

accommodation providers such as rural guesthouses, agro-guesthouses, and 

others alike which do not have the necessary resources to advertise their 

offer among a geographically scattered target market. 

 

2. The importance of online marketing in the hospitality industry 

Businesses from the hospitality industry have significantly changed 

due to new information and communication technologies, particularly those 

related to the use of Internet [2].  

Many researchers have come to the conclusion that, alongside with 

word-of-mouth, online instruments represent the most important 

promotional methods in the hospitality industry [12]. Thus, the Internet 

makes information search easier for tourists, while it also helping hospitality 

suppliers in developing, managing, and distributing their products without 

any time or geographical constraints [3]. 

The importance of online marketing in the hospitality industry can 

be emphasized both in the case of large and small and medium sized 

companies, the Internet providing much better ways and means for direct 

email marketing, advertising, providing information, distribution and sales, 

customer service, relationship marketing, and marketing research [5].  

As the accommodation industry is very competitive, it is very 

important, for both large and small and medium sized enterprises in this 

sector to set up coherent and consistent Internet marketing strategies, 
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comprising instruments such as own websites, search engine optimization 

(SEO), inclusion in online travel agents’ websites (such as, for example, 

booking.com), as well as establishing a consistent presence in social media 

[1][8][14]. 

 

3. Technical and legal aspects regarding accommodation providers and 

agro-guesthouses in Romania 

According to Romanian legislation [15] the only types of tourist 

accommodation facilities/structures that can operate in Romania are: hotels, 

motels, hostels, apartment-hotels, villas, camping facilities, holiday villages, 

bungalows, chalets, floating hotels, apartments for rent, and, last but not 

least, gesthouses (boarding houses). 

From both a technical and legal perspective, guesthouses which 

operate in Romania in the rural area can be rated as agro-guesthouses only if 

they comply with certain conditions such as having an accommodation 

capacity of no more than 8 rooms, serving its guests food and beverage 

products preponderantly from local suppliers, as well as being involved in 

traditional rural activities (especially agricultural activities) and offering its 

guests the possibility to watch and/or get involved in these. Thus, it can be 

stated that agro-guesthouses represent the essence of the Romanian rural 

tourism development, being the only type of accommodation facility which 

provides tourists the authenticity of the Romanian rural area. 

Another technical and legal aspect concerning accommodation 

facilities in Romania is that none of these can legally operate unless they are 

licensed (and periodically inspected) by the Romanian Tourist Authority. 

The national compulsory accommodation facilities classification system in 

Romania implies that any of these facilities be rated and ranked by the 

Romanian specialized authorities. The basic classification criteria in this 

case consist of: general building state, organization of spaces and the 

afferent services, installations, minimum room surface, minimum bathroom 

surface, room height, maximum number of beds in a room, sanitary 

equipment, furniture, bedclothes and other objects in rooms, safe, 

alimentation space, bar, conference rooms, massage, fitness, sauna services, 

space with computers and internet etc. Thus, hotels, apartment-hotels, villas, 

regular guesthouses (not agro-guesthouses), and floating hotels are assigned 

a rating from 1 to 5 stars, hostels, chalets, bungalows, and apartments for 
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rent are assigned a rating from 1 to 3 stars, while holiday villages and 

camping facilities are assigned a rating from 1 to 4 stars.  

In what concerns agro-guesthouses, the official classification system 

is different and consists of assigning each agro-guesthouse a rating from 1 to 

5 daisies or flowers, suggesting the different nature of this accommodation 

facility category. 

 

4. Recent evolutions of rural tourism and agro-guesthouses businesses 

in Transylvania 

Transylvania, as one of the largest historical regions of Romania, 

stands out in the European Union for the predominance of rural areas and 

high nature value farming, rural tourism being one of the main drivers of 

change and contributors for a sustainable exploitation of local resources in 

the area [11].  

Pina & Delfa [9] state that the development potential of rural tourism 

in a certain region is given by its intrinsic rural characteristics, as well as by 

the range and quality of attractions and facilities it provides. Thus, 

considering Transylvania’s rural characteristics, as well as its unique 

attractions and facilities, the region can be emphasized as one of the 

Romanian regions with the greatest rural tourism development potential.  

According with the theory of “countryside capital” developed by 

Garrod et al [4], Transylvania possesses a very valuable countryside capital 

comprising natural (wildlife populations), built (rural settlements), and 

social (local cultural traditions) assets which can successfully support rural 

tourism development, as well as attract investments targeted at developing 

tourist attractions, facilities and products. 

Transylvania can offer tourists agricultural practices and landscapes, 

local architecture, folklore, gastronomy, traditions and feasts, all these being 

valuable assets for luring and keeping tourists in the area for a longer period 

of time [10]. 

As already stated, in Romania agro-guesthouses represent the 

essence of rural tourism development. During the last years, the evolution of 

agro-guesthouses businesses in Transylvania has been constantly positive. 

Thus, as it can be seen in Figures 1 and 2, both the accommodation capacity 

and the guest arrivals have increased almost every year, for almost all 

counties from Transylvania. 
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Figure 1. Transylvanian agro-guesthouses’ accommodation capacity by counties 

 
Source: Romanian National Institute of Statistics, http://statistici.insse.ro/shop/ 

Figure 2. Guest arrivals in Transylvanian agro-guesthouses by counties 

 
Source: Romanian National Institute of Statistics, http://statistici.insse.ro/shop/ 

 

5. Methodology 

Despite the increasing role of the online environment in the 

accommodation industry, and its potential to enhance Romanian rural 

tourism attractiveness, little is known about Romanian agro-guesthouses’ 

practices regarding the presence in the online arena. The objective of this 

paper will be to investigate the extent to which Romanian agro-guesthouses, 

more specifically those from the rural areas of the historical region of 

Transylvania, use own websites, social media such as Facebook, and 

booking websites such as bookings.com in order to promote their services 

and attract guests. In order to accomplish this objective a database was 

created, including all agro-guesthouses (as well as rural guesthouses rated 

using daisies) from Transylvanian counties, as reflected by the Romanian 

Tourist Authority (RTA)’s list of licensed accommodation facilities in 2016, 

http://statistici.insse.ro/shop/
http://statistici.insse.ro/shop/


Ovidiu-Ioan MOISESCU 

 164 

list which is publicly available on RTA’s website [17]. Thus, the database 

included 387 agro-guesthouses, structured as it can be seen in Table 1. 
Table 1. Structure of the investigated Transylvanian agro-guesthouses 

Comfort 

category 

% 

One daisy 2.8 

Two daisies 50.6 

Three daisies 44.2 

Four daisies 2.3 

Total 100.0 
 

County % 

Alba 7.8 

Arad 1.8 

Bihor 5.7 

Bistrița-Năsăud 4.7 

Brașov 13.4 

Cluj 16.0 

Covasna 2.6 

Harghita 9.6 

Hunedoara 5.2 

Maramureș 19.4 

Mureș 2.8 

Sălaj 3.4 

Satu Mare 1.6 

Sibiu 4.7 

Timiș 1.6 

Total 100.0 
 

Number of 

rooms 

% 

1 .8 

2 9.3 

3 14.0 

4 25.8 

5 16.0 

6 10.1 

7 5.9 

8 or more 18.1 

Total 100.0 
 

Further on, each agro-guesthouse was analyzed in order to identify 

whether it has own websites, if it is present on booking.com, and whether it 

has a Facebook page (only official pages were taken into consideration). 

 

6. Results 

The investigation of the extent to which agro-guesthouses from 

Transylvania use own websites, Facebook, and booking.com in order to 

promote their services and attract guests, was done through issuing and 

testing three main research hypotheses. 

H1: The extent to which Transylvanian agro-guesthouses use own 

websites, Facebook, and booking.com in order to promote their services and 

attract guests differs among counties. 
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Table 2. The extent to which Transylvanian agro-guesthouses from each county 

use online promotion tools  
Counties Have  

own websites 

Are present on 

Booking.com 

Are present on 

Facebook 

No Yes No Yes No Yes 

Alba 76.7% 23.3% 70.0% 30.0% 66.7% 33.3% 

Arad 57.1% 42.9% 85.7% 14.3% 71.4% 28.6% 

Bihor 68.2% 31.8% 90.9% 9.1% 77.3% 22.7% 

Bistrița-Năsăud 88.9% 11.1% 100.0% 0.0% 72.2% 27.8% 

Brașov 75.0% 25.0% 86.5% 13.5% 63.5% 36.5% 

Cluj 87.1% 12.9% 85.5% 14.5% 88.7% 11.3% 

Covasna 90.0% 10.0% 90.0% 10.0% 90.0% 10.0% 

Harghita 81.1% 18.9% 86.5% 13.5% 86.5% 13.5% 

Hunedoara 70.0% 30.0% 80.0% 20.0% 70.0% 30.0% 

Maramureș 60.0% 40.0% 65.3% 34.7% 60.0% 40.0% 

Mureș 90.9% 9.1% 90.9% 9.1% 72.7% 27.3% 

Sălaj 84.6% 15.4% 69.2% 30.8% 76.9% 23.1% 

Satu Mare 66.7% 33.3% 50.0% 50.0% 33.3% 66.7% 

Sibiu 66.7% 33.3% 77.8% 22.2% 44.4% 55.6% 

Timiș 66.7% 33.3% 100.0% 0.0% 50.0% 50.0% 

TOTAL 74.9% 25.1% 80.4% 19.6% 70.8% 29.2% 

Chi-Square 

Test Results 

Chi-Square = 22.864 

p=.063 

Chi-Square = 29.452 

p=.009 

Chi-Square = 33.745 

p = .002 

As it can be seen in Table 2, Chi-Square tests results confirm 

hypothesis H1 for online promotion tools such as the presence on 

booking.com or Facebook (p<.05). The counties that can be emphasized as 

being the “champions” considering their agro-guesthouses’ usage of this 

kind of instruments are Maramureș and Satu Mare. This statement is also 

applicable for the analysis regarding guesthouses having own websites, even 

though in this case the difference is relevant only for a significance level of 

p<.1 (instead of p<.05). 

H2: The extent to which Transylvanian agro-guesthouses use own 

websites, Facebook, and booking.com in order to promote their services and 

attract guests depends on their comfort category. 
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Table 3. The extent to which Transylvanian agro-guesthouses from each comfort 

category use online promotion tools 
Comfort 

category 

Have  

own websites 

Are present on 

Booking.com 

Are present on 

Facebook 

No Yes No Yes No Yes 

One daisy 72.7% 27.3% 90.9% 9.1% 81.8% 18.2% 

Two daisies 82.7% 17.3% 86.7% 13.3% 81.1% 18.9% 

Three daisies 67.8% 32.2% 73.7% 26.3% 59.6% 40.4% 

Four daisies 44.4% 55.6% 55.6% 44.4% 44.4% 55.6% 

TOTAL 74.9% 25.1% 80.4% 19.6% 70.8% 29.2% 

Chi-Square 

Test Results 

Chi-Square = 15.287 

p = .002 

Chi-Square = 14.160 

p = .003 

Chi-Square = 24.057 

p = .000 

As it can be seen in Table 3, Chi-Square tests results show that 

hypothesis H2 should be accepted in the case of all three online promotion 

tools (p<.05). As results reveal, agro-guesthouses classified in a higher 

comfort category are generally more active in the online arena, using to a 

larger extent own websites, booking.com or Facebook. 

H3: The extent to which Transylvanian agro-guesthouses use own 

websites, Facebook, and booking.com in order to promote their services and 

attract guests depends on their number of rooms. 
Table 4. Average number of rooms for agro-guesthouses which use versus those 

which don’t use online promotion tools 
 Have  

own websites 

Are present on 

Booking.com 

Are present on 

Facebook 

No Yes No Yes No Yes 

Average number of 

rooms 

4.76 6.08 4.99 5.50 4.77 5.85 

Independent 

sample t-test results 

t = -4.971 

p = .000 

t = -1.713 

p = .087 

t = -4.190 

p = .000 

Independent sample t-test results presented in Table 4 emphasize the 

fact that hypothesis H3 should be accepted for two of the analyzed online 

promotional tools: own websites and Facebook (p<.05). Thus, it can be 

stated that agro-guesthouses with a larger accommodation capacity (more 

rooms) are generally more active in the online arena when it comes to 

developing and maintaining own websites or Facebook pages. However, the 

average number of rooms does not significantly differ between agro-

guesthouses which are present on booking.com and, respectively, those who 

are not.  
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7. Conclusions 

Overall, the research results reveal the fact that Transylvanian agro-

guesthouses use to a very small extent important online promotion tool such 

as having own websites (only 25%), being on booking.com (under 20%), or 

being on Facebook (almost 30%).  

It can be also noted that Facebook is the most used online promotion 

instrument, as compared to the other two, fact which can be explained 

through the low cost of creating and managing a Facebook page. 

Last, but not least, the usage of such important online marketing 

tools differs among Transylvanian counties (with Maramureș and Satu Mare 

counties being the “champions”), and is more intensive in the case of larger 

agro-guesthouses and in the case of those from higher comfort categories. 
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Abstract 

The touristic fund, also known as “primary touristic offer", consists of all natural 

and social-cultural-historical (anthropogenic) resources of tourism exploitation, 

underlying the potential supply of a given territory. The touristic fund comprises two 

categories: the natural touristic fund and the social-cultural-historical (anthropogenic) 

touristic fund. The natural touristic fund is the main factor of attraction for tourists, Dorna 

Basin presenting a particularly favorable brand image for the development of tourism and 

agro-tourism, as a result of the soil and subsoil riches, such as forests, minerals, mineral 

waters, natural pastures, natural hayfields, etc. Rural tourism is based on three elements: 

space, people and products. Space is the symbol of freedom, clean air, pure water, 

greenery, flowers, colors, perfumes and songs etc. People in rural areas are the main 

actors of rural tourism and, at the same time, the main beneficiaries.  

The products must represent the rural areas and the residents (people) in the rural 

settlements.In the future, the development strategy of the Romanian rural tourism and agro-

tourism is based on a series of measures and actions to be taken in the short and medium 

term, among which we mention: the development of legislative and organizational 

assumptions; identifying Romanian rural potential; cooperation with national and 

international organizations in the fields of rural tourism and agro-tourism (EUROGITES); 

arranging farms for the provision of tourism services and their attestation in accordance 

with standards established by the Ministry of Tourism for the provision of tourism services; 

launching and promoting domestic tourism supply on national and international markets; 

improving the national database on farms involved in rural tourism and agro-tourism; 
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training and reinforcement of managers, service providers and people working in rural 

tourism and agro-tourism; creating the premises and encouraging cooperation between 

organisms and organizations involved in the development of domestic rural tourism and 

agro-tourism and similar bodies in countries with a long tradition and experience in rural 

tourism and agro-tourism; creating advantages for supporting the development of rural 

tourism and agro-tourism (Popa, 2005; Ruge and all., 2007; Rey, 1999; Ungureanu, 2005, 

2006; Ungureanu, 2008). 

In the paper, the authors insisted on the potential of the main touristic and agro-

touristic activities, specific to the Dorna Basin, Suceava County. 

Key words: tourism, agro-tourism; touristic and agro-touristic resources, 

development potential in tourism and agro-tourism 

JEL: Z 

 

1. Introduction 

Dorna Basin is located in Suceava County and is surrounded to the 

west and east by 25º5' and 25º30', intersected by 47º22' parallel of north 

latitude (Figure 1): 
Figure 1. Dorna Basin administrative location 

Dorna Basin is surrounded by mountains as follows: North - Suhard 

Mountains, North East – Giumalau, East-Southeast - Bistrita, South - 

Căliman and West - Bârgău. 

Dorna Basin has an asymmetrical profile, which was aggravated due 

to the considerable development of the terraces on the right side of Bistrita. 

The line delineating Dorna Basin of the mountains starts from Cucureasa 

valley and passes north of the village of Tesnei, then climbs the Cosna 
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valley to the Coşna village, after passing north of Ciocăneşti, forming a field 

separating Suhard mountains from Giumalău mountains. 

 

2. The administrative structure of Dorna Basin 

Size of the basinary area is over 1,000 km2, with basic development 

along the rivers Dorna and Neagra Şarului. Depending on the density and 

depth of fragmentation, two major subunits are delimited: 

 Dorna Basin; 

 Neagra Şarului Basin. 

Dorna Basin binds to nearby lower regions through passes. 

Therefore, the connection with Transylvania is by Tihuţa step (1201 m) with 

Maramures through Prislop (1416 m) and with Moldova by Mestecăniş 

(1099 m). 

 

2.1. Main administrative units 

Dorna Basin includes 12 administrative units: 10 communes (Dorna 

Arini Dorna Candrenilor, Iacobeni, Panaci, Poiana Stampa, Saru Dornei, 

Crucea, Cârlibaba, Ciocăneşti, Coşna), Broşteni town and Vatra Dornei, 

totally 61 human settlements (Tab. 1). 

Tourist and agro-tourist guesthouses 

Vatra Dornei is a polarizing center of the guesthouses that appeared 

in the perimeter of Dorna Basin (Fig. 2). 

Many localities have formed where arable land (occupying only 

1.1% of the basin) and mineral water springs appeared (such as Vatra 

dornei, Saru Dornei, Poiana Negri, Neagra Şarului, Negrisoara, Dorna 

Candrenilor, Poiana Stampa, Coşna) or Dealul Rusului, Iacobeni, 

Mestecăniş, Dornisoara. 
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Figure 2. Map of the main guesthouses in Dorna Basin (after Ungureanu D., 2008) 

 

3. Relief 

Dorna Basin relief includes an average altitude of 800-900 m, 

framed by mountains. The genesis of Dorna Basin is mixed origin, tectonic 

and erosion.  

In the northern part of Dorna Basin, Suhardului Mountains come 

down throught Ousoru massif, that resembles a cone, by its regular shape. In 

the north-east there is Barnarel (1321 m), as an extension of the Giumalău. 
Table 1. The administrative structure of Dorna Basin 

Town / 
Commune 

Localities Town / Commune Localities 

1. Vatra Dornei  Vatra Dornei 7. Şaru Dornei Neagra Şarului 
Argestru Gura Haitii 
Roşu Plaiu Şarului 
Todireni Sărişor 

2. Dorna Arini Cozăneşti Sărişoru Mare 
Dorna Arini Şaru Bucovinei 
Gheorghiţeni Şaru Dornei 
Ortoaia 8. Iacobeni Iacobeni 
Rusca Mestecăniş 

9. Ciocăneşti Ciocăneşti 
Sunători Botoş 

3. Dorna- Dorna Candrenilor 10. Cîrlibaba Iedu 

Dealu Floreni Ţibău 
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Candrenilor Poiana Negrii Cîrlibaba 

4. Coşna Coşna Cîrlibaba Nouă 
Podu Coşnei Valea Stînei 
Româneşti 11. Crucea  Chiril 
Teşna Cojoci 
Valea Bancului Crucea 

5. Panaci Panaci Satu Mare 
Catrinari 12. Broşteni Holda 
Coverca Holdiţa 
Drăgoiasa Broşteni 
Glodu Neagra 
Păltiniş Dîrmoxa 

6. Poiana Stampei Poiana Stampei Frasin 

Căsoi Pietroasa 
Dornişoara Cotîrgaşi 
Pilugani Lungani 
Prăleni   
Tătaru   
Teşna   

Source: According to the records kept by the mayor offices in Suceava County as well as 

those kept by CEFIDEC Vatra Dornei. 

Another outstanding view is given by Pietrosul Bistrita (1791 m), 

finished on top of the rocks that have given the name. Towards the south of 

Dorna Basin rises the wall of Căliman mountains. On clear days, from the 

Diecilor top (1301 m) you can see the plateau formed by Negoiu Unguresc 

(2081 m), Pietrosu (2100 m) and Calimanul Cerbului (2013 m). 

 

4. Climate 

From a climate perspective, Dorna Basin is a mountainous area with 

cool climate, with long periods of thermic inversions, especially in winter, 

when average temperatures of January fall below -6 C, and summer 

temperatures of July do not exceed 14 C. The climate, influenced by the 

natural setting of relief from 500 to 2500 m, is one of the contributory 

factors or inhibitors of tourism activities. 

 

4.1. Air temperature 

In Vatra Dornei, the average annual temperature is 5,2 ºC, average 

temperatures of the warmest and the coldest months ranging from 15 ºC in 

July and August to - 6,1ºC in January. This phenomenon of thermal 

inversion has implications for the economical activity, manifested especially 

during the cold season, especially in closed basins that favor the 

accumulation of cold air. The number of frost days per year is between 170 

and 195. 
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4.2. Relative air humidity, cloudiness and sunshine duration 

The humidity of the air is 80%, influencing cloudiness. Maximum 

cloudiness occurs in winter (from 6.3 to 6.6 tenths), while the minimum is in 

summer (from 4.9 to 5.3 tenths), therefore, the optimal season for the 

practice of mountain tourism and agrotourism will range from August to 

September. Solar radiation regime has direct implications in the evolution of 

the main climatic elements that directly influence tourism activity. In this 

sense, important changes occur, which ranges from 105.7 kcal / cm² / year 

to 110 kcal / cm² / year (low altitudes) and 90 kcal / cm² / year (1,800 m). 

 

4.3. Atmospheric precipitations 

The annual average of rainfall has values up to 600 mm, with a quite 

high variation from year to year (in Vatra Dornei, 672 mm), having an 

irregular distribution with a substantial increase in altitude from east to west. 

However, there are differences between the eastern part of the basin, where 

precipitations have values close to the annual average and the west, where 

they reach 700-750 mm / year. Solid precipitations have a special 

importance for tourism activity. At altitudes of 800-1200 m, where most 

mountain resorts are located, the average thickness of snow is 40-50 cm, 

with a duration of 100 days (December-March), meeting favorable 

conditions and sufficiently long period for winter sports. 

 

4.4. Winds 

Dorna Basin is dominated by winds blowing from SW, W and E, NE 

sectors, whose speed is generally low (rarely equals or exceeds 20 m / s). 

Physical and geographical conditions give the area a shelter character. 

 

5. Hydrology and hydrographic network 

Hydrography, with its specific forms (surface water, springs, 

groundwater, lakes), by quantitative and qualitative particularities, gives the 

possibility of their recovery and arrangement for rural tourism and 

agrotourism (Ruge, 2008). 

In the Dorna Basin, river longitudinal profile has a different slant, 

with riverbeds often deepened, frequent falls (cataracts, waterfalls - in the 

mountains) of variable widths and flows. These elements are attraction 

factors that are capitalized, especially in the town of Vatra Dornei, enabling 

weekend tourism and recreation (Dorna river rafting). 
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Dorna river is the largest tributary of the entire course of Bistrita and 

follows a 50 km route. Its main tributary, Coşna, 22 km long, takes many 

affluents from the Suhard mountains, such as Runcu, Dieciu, Zimbru 

Pietrosu, Diaca, Băncuşoru, Fagetel and Ciotina. 

Neagra Şarului river runs through the eastern part of Dorna Basin, 

over a distance of 35 km. 

Bistrita river flows over a length of 70 km, after crossing Dorna Basin until 

it reaches Cheile Zugrenilor, where it forms a spectacular clought. 

 

6. Natural reservations 

In the Dorna Basin we can find many natural reservations, among 

which we mention: flora, landscape and flora, fauna, flora and fauna etc. 

 

6.1. Flora 

Dorna Basin is located in the spruce forest floor. In the municipality 

of Vatra Dornei, green areas, particularly tree plantations, cause variety and 

picturesque in the architecture of buildings and streets, creates particular 

spatial effects and also effects of light and color, which increases the power 

of attraction for tourists. 

The City Park of Vatra Dornei (50 ha) is a major focus, 

concentrating resort hotels, a club, an Orthodox cathedral, villas, guest 

houses, etc., also representing a dendrologic reserve. Of the surface area of 

365.4 ha plot, green areas are 70 ha. Vegetation is mostly made up of dwarf 

juniper, mountain alder and rhododendron, to which are added blueberries 

and cranberries mountain. Subalpine meadows consist of grasses, among 

which: păruşca, paiusul, iarba vantului, firuta, pieptanarita, etc. 

Quite common are mountain side meadows, where we find 

herbaceous associations such as the Association Agrosti - Festucetum 

montanum. 

 

6.2. Fauna 

The fauna of Dorna Basin is structured according to the climate and 

vegetation. In mountain areas there are three main floors: the floor of alpine 

meadows and bushes, floor of coniferous forests and fauna floor of beech 

forests. 

Fauna floor of the alpine meadows and bushes appears on the 

heights of Suhard, Calimani and Bistrita mountains, where we find: snow 
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mouse, mountain chiţcar, and on inaccessible cliffs, the mountain eagle. In 

the mountain pine we meet the grouse and mountain lizard. 

In the floor fauna of coniferous forests, large mammals can be 

found, such as bear, deer, roe deer, wild boar, lynx, wolf, fox, marten and 

typical mammals for the pine forests we mention the striped mouse and 

scratch mouse. 

Among birds, the most representative ones are mountain rooster, 

black rooster, mountain woodpecker, buzzard and owl. 

Among reptiles, we mention: common viper and mountain lizard and 

of amphibians: the brown frogs and mountain newts. 

Within beech forests, the fauna of mammal rodents is represented by 

the collared mouse, squirrel, parsers, etc. 

Also, the badger has a high frequency in the beech forests and, also, 

large mammals: brown bear, wolf, marten, deer, wild boar, deer, lynx, etc. 

The bird fauna of beech is larger, the most important species being: 

hazel grouse, mountain titmouse, white-backed woodpecker, wood pigeon 

and small flycatcher 

Fish fauna is represented by the trout, grayling, lostriţa, barbell, 

sheepshead, zglăvoc and broad snout. 

 

7. The agricultural, forestry, crafts and cultural potential 

7.1. Agricultural potential 

Dorna Basin has a total area of 222 194 km2, representing 0.63% of 

the Eastern Carpathians and 0.093% of Romania. Favorable conditions for 

field crop production (cereals, crops, food, etc.) cannot be found, except the 

potato. Instead, there are good conditions for animal husbandry, especially 

milk cows and sheep breeding. Out of 222,194 hectares, the largest share is 

held by natural grassland 32,298 ha (14.53%) and natural meadows (26198 

ha, 11.79%), while arable land occupies only 1,096% (2436 ha). 

In order to assess the agricultural potential of the Dorna Basin, we 

need to consider, among other factors, the size of farm. In the Dorna Basin 

the structure of agricultural production is improper due to the large share of 

small farms, about 97% achieving an annual income lower than 8,000 

EURO (Table 2): 
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Table 2. The farm structure by size class in Dorna Basin 

No Commune 
Total 

agricultural 
area (ha) 

Total 
exploitations 

Size class – units of economical dimension 
(UDE = 1000 EURO) 

< 1 1-2 2-4 4-8 8-16 16-40 
> 40 

 

1. Broşteni 2818 1200 9 14 48 27 2 - - 

2. Cârlibaba 
4866 763 7 13 51 25 2 2 - 

3. Ciocăneşti 
2350 532 3 5 20 13 1 - - 

4. Crucea 
1417 620 8 14 53 23 2 - - 

5. Coşna 
2803 732 - 3 19 9 - - - 

6. Dorna Arini 
3629 1322 7 11 55 24 3 - - 

7. Dorna 
Candrenilor 5677 1037 9 7 32 17 1 1 1 

8. Iacobeni 
2172 568 5 4 31 15 2 2 - 

9. Panaci 
5106 835 6 10 55 27 1 1 - 

10. Poiana 
Stampei 3741 963 7 8 52 28 3 1 1 

11. Şaru Dornei 
8330 1652 7 9 51 29 2 1 1 

12. Vatra Dornei 
3135 1761 14 12 49 23 2 - - 

Dorna Basin 46044 11985 8,1 10,8 52 25,4 2,1 1,2 0,4 

      Source: Department for Agriculture and Rural Development Suceava 

Analyzing the agricultural potential of Dorna Basin reveals that the 

average per agricultural exploatation is 3.84 hectares per farm, which 

demonstrates a low capacity needed to ensure agricultural product 

consumption, as well as consumption needs for tourists visiting agricultural 

units or tourist guesthouses and / or agritourism in the area. 

 

7.2. Forestry potential 

Forests have a significant economic importance, due to the fact that 

they are an important source of wood for construction (houses, cottages, 

enclosures, fences, culverts etc.) and fuel. At an altitude below 1700 m, the 

highest part of the mountain is covered with spruce forests and, rarely, other 

species, such as rowan, maple and even larch. Also, we can meet clumps of 

beech, birch and willow. In addition, coal is another essential element that 



C. R. VÎNTU, A. CHIRAN, E. GÎNDU, A. F. JITĂREANU, G. UNGUREANU 

 178 

comes from forests, within several semipermanent places in the Dorna 

Basin, where coal is obtained by traditional methods [Akeroyd 2006]. The 

forest basin of Vatra Dornei was based on two major operating units and 

transport of wood: Iacobeni and Vatra Dornei, which were disbanded after 

1989. 

The forest is owned mostly by the state, church and individual 

owners, who regained forests through restitution under Law 18/1991. 

 

7.3. Industrial, handicraft and cultural potential 

Intensification of animal breeding, traditional occupation and the 

need for rapid milk processing imposed the need for building the milk 

industrialization factory in Vatra Dornei. Together with its 8 sections (Podu 

Cosnei, Dorna Candrenilor, Sarul Dorna, Neagra Şarului, Panaci, Ortoaia, 

Poiana Stampei, Broşteni), the factory produces many kinds of cheese and 

butter, of which, as a specialty, Swiss cheese stands out.  

Wood industry has developed a lot, due to the existence of private 

companies, which operate with saws and circulars. 

Also, there are other workshops (joinery, furrier, sewing), and 

women's concerns include towels and carpets tissage, products that are 

greatly appreciated by foreign tourists. 

Domestic industry (interior fabrics, carpets, costumes, embroidery, 

stitching) currently occupies a significant share. In addition to fabrics of 

wool and hemp, also linen, silk and cotton production has extended. In 

addition, the share of rural population employed in service industry also 

increased, driven by the requirements of Romanian and foreign tourists who 

visit this area. 

Dorna Basin prevails as one of the most important mining areas of 

the country, manganese being subject to exploitation at Saru Dornei, Dealul 

Rusului and Dealul Boambei. One area that targeted local traditional 

occupations was popular architecture (fig. 3, fig. 4, fig. 5, fig. 6).  

The art of painting eggs was still kept in Suceava, in the village of 

Ciocăneşti, where the annual National Festival of painted eggs being carried 

out, now in its eighth edition. 

For their quality, mineral springs in Vatra Dornei, Coşna and Poiana 

Negrii are appreciated both in the country and abroad, brands like Dorna, 

Poiana Negrii, Bucovina enjoying appreciation and national and 

international recognition. 
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Figure 3. Traditional house with egg in the village of Ciocăneşti 

 
 

Figure 4. Aspects of egg decoration and the National Museum of painted eggs 

from Ciocăneşti, Suceava county 

 



C. R. VÎNTU, A. CHIRAN, E. GÎNDU, A. F. JITĂREANU, G. UNGUREANU 

 180 

For their quality, mineral springs in Vatra Dornei, Coşna and Poiana 

Negrii are appreciated both in the country and abroad, brands like Dorna, 

Poiana Negrii, Bucovina enjoying appreciation and national and 

international recognition. 

 

8. Conclusions 

1) The agrotouristic offer presents a high diversification level, as a 

result of natural potential and because of the wealth of the anthropogenic 

component, hence the possibility of creating a wide range of natural and 

anthropic attractions. Organizational and institutional framework is 

constantly growing, adapting to contemporary changes over the European 

market. 

2) The housing and agrotouristic offer is reflected in the peasant 

household, which promotes host motivation to prepare and arrange inside 

and outside of the household to obtain income, to invest and develop 

complementary activities beside the initial concerns; 
Figure 5. General view of the "Aqua Carpatica" factory of mineral water bottling 

from Panaci, Suceava 
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Figure 6. New Year’s Eve traditions (goat dance) 

 
3) The agrotouristic area, which combines all local attractions, awakes 

the interest in supporting the village, improving infrastructure, strengthening 

the spiritual life of the Romanian village. 

4) The natural potential of Dorna Basin (relief, climate, hydrographic 

network, forests, subalpine and mountain side meadows, herbaceous 

vegetation, acid bogs, fauna, etc.) is an essential factor of attraction, their 

presence determining whether or not tourism and agrotourism activities 

exist. 

5) Dorna Basin presents particular characteristics in all of the natural 

departments, which gives complex possibilities of recovery in terms of 

tourism and agrotourism. 

6) Mountain and pre-mountain areas possess great natural and 

anthropic tourism resources. The recommended types of tourism and 

agrotourism in these areas are recreational tourism, weekend tourism, 

therefore, in order to attract a large number of tourists, various modalities of 

leisure and animation are necessary, because they can positively influence 

and reduce seasonality. 
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