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Abstract 

 
Romania's integration into the EU has 

contributed positively to the development of 
tourism in the country because there are 

European money funds that will be directed 

to infrastructure, accommodations, food, 

recreation, treatment units and last but not 
least the promotion. 

Romania can become a competitive player 

on the European market for business tourism, 
which marks important increasing and in this 

time, but must move from promoting tourism 

to implement an appropriate marketing 
policy by creating events and participation in 

international touristic fairs. Romania will 

receive up to 2013, the European funds of 

150 million Euros for tourism promotion and 
information programs, the Regional 

Operational Programme. O.M.T. anticipates 

that in 2020 to an estimated 1.6 billion 
arrivals in international tourism. 
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EU's regional policy is a policy whose 

stated goal is to remove the economic and 

social disparities between different regions of 

Europe, acting on significant areas for 

development, growth and SME sector, 
transport, agriculture, urban development, 

environmental protection, employment and 

vocational training, education, etc.. 
Conceived as a policy of European solidarity, 

regional policy is mainly based on financial 

solidarity, i.e. the redistribution of part of the 
Community budget contribution made by 

Member States to regions and poorer social 

groups, about one third of the EU budget is 

allocated to this segment. 
           For 2007-2013, EU cohesion policy 

has been reformed to better meet the 

objectives set in Lisbon and Goteborg 
(competitive economy based on knowledge, 

research and technological development, 

sustainable development, employment).  

Following this reform, the policy will have 
three instruments: the European Regional 

Development, Cohesion  Fund and European 

Social Fund. 
Cohesion policy in its new form, has three 

objectives: 

1. Convergence: supporting growth and 
job creation in the least developed countries 

and regions. 

2. Regional Competitiveness and 

Employment (supporting regions, other than 
those left behind as development level, to 

achieve the Lisbon targets)..  

3. European Territorial Collaboration 
(promoting a balanced development of the 

whole EU area, by encouraging cooperation 

and exchange of best practices among all EU 

regions). The last objective will have three 
axes of action, namely: cross-border 

cooperation, transnational and inter-regional 

cooperation. 
Romania's integration into the EU has 

contributed positively to the development of 

tourism in the country because there are 
European money funds which will be 

directed to infrastructure, the restoration of 

historical and cultural heritage, to train the 

personnel in the hospitality industry, to 
improve the quality of accommodation and 

entertainment. 

Thanks to a very tough competitive 
environment in many European markets, the 

Romanian tourism will have to adapt quickly 

to the human resources to create skilled 
manpower and necessary investments for its 

retention. 

The main brands to be developed in future to 

represent Romania as a tourist destination 
both externally and internally as business as 
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tourism, health, cultural, as well as the 

adventure. 

In the last years business travel is 

increasing by about 15-20% per year. This 
increase would have more clout, but lack 

large conference center that allows the 

organization of events with thousands of 
participants, transport infrastructure and lack 

of heavy promotion in the international 

profile of this growth is expected to leave. 
Romania can become a competitive player 

on the European market for business tourism, 

which is registering important growths in this 

time, but must move from promoting tourism 
to implement an appropriate marketing 

policy by creating events and participation in 

international fairs of tourism. Thus, the 
priority markets for Romania are Germany, 

Austria, Italy, France, USA, Germany, 

Russia, Hungary, Great Britain and Ireland, 
while the Scandinavian countries, Benelux 

and the Iberian Peninsula are secondary 

targets. 

Arrivals from Europe increased by 21.0% 
over the previous year, while the European 

Union grew at a rate of 20%.  In the countries 

of origin, significant increases were recorded 
in Bulgaria (48%), Hungary (15% ), Italy 

(14%), Germany (15%), United Kingdom 

(13%). There were important increases in 

arrivals from the Republic of Moldova 
(43%), Turkey (9%), while arrivals from 

Ukraine are at the same level as in the 

previous year 

 
                                  Source: INS 
A decisive role in the marketing policy it 

has to identify the consumer. Our country 

would benefit if the consumer – the target 
would be the young European. 

Romania offers an appropriate range of 

outdoor activities both summer and winter, 
and has a growing program of musical 

events, sporting and other events in 

Bucharest and elsewhere in the country and 

offer relatively low cost. Carpathians and the 
Danube Delta are the main areas in which to 

develop ecotourism in the small to medium 

scale. The growing tourism segment will be 

recorded on tourism events, due to 

accelerated market growth businesses in the 

country. 

World Tourism Organization, together 
with Romanian specialists has developed the 

Romanian Tourism Master Plan, a program 

to identify shortcomings and propose 
solutions. The document focuses on the 

exploitation of tourism in areas such as 

Bucharest, Transylvania, Black Sea, 
Bucovina, Maramures and Danube Delta. 

Implementation of the Master Plan is 

scheduled for the next 20 years. 

 Objective of the Master Plan is to identify 
vulnerabilities of the tourism industry of 

Romania and to draw strategic directions on 

how it can be restructured and the resources 
can be provided, and how it can be 

regenerated in order to compete effectively 

on the world market 
 

Table 1 Percentage of visitors from the 

main regions of origin in 2006 and 2026 

 

Region of 

Origin 

2006 

% 

2026 

% 

UE 47 56 

Rest of Europe 47 34 

Rest of the 
world 6 10 

Source: Estimates based on the Master 

Plan arrivals 

       
Master Plan includes several directions 

including market research, providing 

functional institutional structures, a 

marketing strategy that targets potential 
markets and professional training of 

employees. 

Objective of the Master Plan is that by 
2013 to transform Romania into a quality 

tourism destination based on its natural and 

cultural heritage that meets European Union 

standards regarding the provision of goods 
and services and achieve sustainable 

development, in terms of environmental , the 

tourism sector into a growth rate superior to 
other destinations in Europe. 

 The document says that the tourism 

development program should be directed in 
the following directions: 

- weekend travel, culture, recreation, tourism 

circuit in Bucharest; 

-cultural tourism, nature tourism, ecotourism, 

TOURIST ORIGIN COUNTRIES 
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ski and spa tourism in Transylvania 

- the beach, recreation, spa on the Black Sea; 

- cultural tourism, ecotourism, nature, ski in 

Bukovina; 
- cultural tourism, nature tourism, ecotourism 

in Maramures; 

- nature, ecotourism and recreational tourism 
in Danube Delta 

The funds which can be made of the 

strategy for tourism plans are the 150 million 
revival for the brand in Romania, promoting 

tourist destinations, as well as funds to 700 

million Euros for projects by the National 

Authority for Tourism. 
 

Table 2 Estimates of domestic and 

international visitor expenditure 

Year 

Costs 
International 

visitors 

(mil Euro) 

Costs 

Internal 

visitors 

 Total 

costs 

 visitors 

2005 877 1.878 2.755 

2011 1.726 2.385 4.561 

2016 2.947 4.058 7.005 

2021 4.798 5.914 

10.71

2 

2026 7.740 8.329 
16.06

9 

Source: Estimates based on the Master 

Plan arrivals 

 
Master Plan identifies five key areas 

which should receive attention. It is about 

research, institutional structures, training of 

employees in industry, tourism planning and 
marketing investments. 

National strategy that will result will be 

established and priorities in general are 
known to specialists and are the cultural 

tours, business travel, the Danube Delta, 

cities like Sibiu and Brasov, spa tourism and 
agro-tourism. 

 Romania's tourist brand, the program that 

will be invested 20-30 million Euros, began 

in April 2008. 
World Tourism Organization has criticized 

the current slogan of the Romanian tourism, 

because it does not communicate the essence 
of Romania for potential visitors. They were 

surprised by the fact that their expectations 

about the country have been greatly 
exceeded. The challenge faced by Romanian 

tourism is to show the whole world before 

they get into the country, how many beautiful 

things and experiences can offer. Romania 

will receive up to 2013, the European funds 

of 150 million Euros for tourism promotion 

and information programs, the Regional 
Operational Program. 

Climate change increases the hopes that 

tourism operators will be able extend the 
summer season, so it is expected that 160 

million Euros will be obtained annually from 

the proceeds of the season. An approximate 
amount will be obtained and the spas in 

conditions where there is clear indication that 

shows that they have gained ground in the 

last year. According to NBR data, from 
January to May 2009, foreigners spent 308 

million Euros in Romania, with two million 

Euros more than the same period last year, 
but 176 million less than the money left by 

tourists in Romanian abroad. 

Adjacent to the accommodation services, 
namely the organization of conferences or 

entertainment, contribute to increased 

revenue from tourism. Basically, these 

services generate no less than 25% of total 
revenues from tourism. Increasingly, many 

hotels are turning to so-called segment, 

arranged the facilities for organizing 
seminars, conferences and business meetings. 

As a conference destination, the most 

requested areas are Bucharest, the Prahova 

Valley, and more recently, and the coastline. 
About three quarters of segment revenues are 

generated by the Bucharest conference, and 

hoteliers want to take advantage of rising 
demand for such events. It became obvious 

that hotels that have conference facilities to 

manage properly developed to insure a higher 
occupancy rate and grossed more consistent. 

According to tourism officials, the capital 

contribution this year will be less than 180 

million Euros, one of the 'engines' main 
business is tourism, which predicts a 87% 

contribution. According to calculations 

NATA in Bucharest, the business tourism 
receipts contributing 60%, while the share is 

15% Cluj, Timisoara - 10%, Constanta - 7%, 

Brasov - Iasi 5% - 3%. 
Taking into account the actions taken by 

the countries competing in foreign markets, 

countries with annual budgets greater than 

the promotion of Romania (Bulgaria - 10 
million, Poland - 11 million, Hungary - 28 

million, Turkey - 76 million), it requires 

amplification of pan-European advertising 
and national television channels, installation 
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of street billboards (out-door type), the 

exposure of the Romanian tourism offer 

transportation. 

Channels may be present for promoting 
our message with the video broadcast 

advertising "Romania - always surprising, " 

30 seconds, which is the national mark of 
Romanian tourism are: 

- Pan-European television channels like 

Euronews, Eurosport; 
-national channels from countries considered 

in this critical period to promote Romanian 

tourism to Germany, Scandinavia, Czech 

Republic, Russia, Slovakia, Hungary, Poland. 
The promotion of Romanian tourism 

product in the offer coast, are under 

consideration that are of interest for 
Romania, countries like Germany, Austria, 

Netherlands, Spain, Czech Republic. 

 

Efficient management of Romanian 

tourism 
 

    Creating a competitive interest offerings 

on domestic and foreign tourism product 

development involves the following 
directions: 

Modernization and development of the 

national tourist product, so that Romania 
should be distinguished from other countries 

as tourist destinations; 

- modernization and development of the 

national tourist product, so that Romania 
should be distinguished from other countries 

as tourist destinations; 

- diversifying the tourism product 
specialization and deepening of religious and 

promote higher quality development offering 

new deals as market trends; 
- creation of centers / areas / tourist areas and 

areas selected model, with financial support 

from central government and local 

investment as well as international capital 
markets; 

- optimization to maximize the business and 

cultural component of the product to attract 
profitable customer structure changes; 

- improve the quality of tourist facilities and 

development of tourist capacity in areas 
where tourism demand is greater than supply 

obligations; 

- setting priorities in the overall infrastructure 

proposals to overcome existing difficulties 
for tourism; 

- raising the standard of basic and 

complementary tourist services according to 

category of comfort and pricing; 

- approval of the bid; 
-stimulating the development of forms of 

tourism and tourism products complementary 

/ parallel need to ensure a response to certain 
segments of domestic demand (tourism, 

youth, rural tourism, social tourism, health 

tourism, business travel, safari); 
Development of tourism in the context of 

sustainability, even in all the objectives, 

programs and development actions: 

* environmental protection and 
improvement in tourist areas; 

* programs and plans to expand the built 

environment to comply with environmental 
legislation, relating to urban and regional 

planning and the tourism, which has the 

effect of harmonizing and improving the 
environment; 

 

Tourism in 2020 
 

 World tourism in 2020 will be 

characterized by the use of equipment, more 

advanced technological equipment and 
extending computing, automating many 

travel services, exploitation of new tourist 

destinations, now considered less accessible, 
increasing desire for knowledge, adventure 

and travel . 

O.M.T. anticipates that in 2020 to an 
estimated 1.6 billion in international tourism 

arrivals, these tourists will spend more than 

1500 billion dollars. 

Projections show that in 2020, Europe will 
continue to be the largest tourist area 

receivers, but it is anticipated that this 

position will be seriously threatened. If in 
2006 the share of Europe in terms of arrivals 

is 57.7%, projections for 2020 indicate a rate 

of 45.9%. 
Tourism is not only a school about others, 

but considering how we live with others, how 

will we behave. Our world, one created by 

the producers of tourism, is a global one 
ethnic group: the human race. Any mistake 

can lead to incurable trauma. And this on a 

mass of people called "tourists". 
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