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INTRODUCTION 

 At the 100th session of the OECD Tourism Committee on October 2nd and 3rd, 2017, the ministers 
and the representatives of member and partner countries proposed to support the future action program in 
this important economic sector and to attract attention to the multiple progress made in the implementation 
of its policies and programs. Within the framework of this jubilee meeting, open discussions were facilitated 
on long-term objectives for sustainable and inclusive growth and development of tourism, seen as an 
important engine for achieving such a desideratum in the global economy. The main conclusions of the 
meeting were clear, interesting and practical for all Member States and Partner States in their approach for 
strategic development of tourism. 

A first important point to remember is that tourism represents one of the most important sectors of 
the world economy, namely of those recording the fastest increase. Tourism plays a vital role in global 
economic activity, in job creation, in revenue generation from exports and in creating local value added, given 
that, on average, in the OECD area, it contributed directly by 4.1% in the gross domestic product (GDP), up 
to 5.9% in employment and up to 21.3% in exports of services (year 2016).   

Despite the multiple opportunities that accompany its expected increase, the sector faces a number 
of challenges, including: 

a) the complexity of elaboration of tourism policies, which is explained by means of the transversal 
and fragmented nature of tourism, the multiplicity of levels that characterize it, by means of the conflicts in 
establishment of strategic priorities and by means of budget constraints; 

b) the influence of external factors on tourism, especially macroeconomic situation, exchange rates, 
safety and security issues and the occurrence of natural disasters; 

c) global transition to an economy temperate in resources; 
d) permanent transformation of tourist services related to new technologies and digitization of the 

economy. 
When based on broad stakeholder involvement and sustainable development principles, tourism can 

encourage an increase which is more favourable to inclusion, providing job opportunities and economic 
development in urban and rural areas, and stimulating social integration. Tourism can also arouse interest in 
culture and environment and it contributes to financing the protection and management of protected areas 
as well as to biodiversity conservation. As a recognition of tourism's potential to support the sustainable 
development program by 2030, the year 2017 was proclaimed the International Year of Sustainable Tourism 
for Development. 

Adopting a coherent and global (comprehensive) approach to public action in the field of tourism will 
help countries to encourage a balanced growth in this sector, which will allow a better division of its fruitage, 
the control of inequalities and improvement of the resistance of national economies. The adoption of long-
term strategies and policies focusing on quality promotion and job creation, skills development, 
entrepreneurship, innovation, investment efficiency and the integration of regional development is 
indispensable for the establishment of sustainable and inclusive growth in the tourism sector, in other words, 
an increase that takes into account the present and future social and economic aspects and meets the needs 
of visitors, tourism professionals, of the environment and of the host population. 

Governments should strive to develop integrated and coherent public measures in the field of tourism 
in line with the situation of each country and the local population in order to achieve the following common 
objectives:   
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 1) to allow consumers to practice quality, reliable and safe tourism; 

2) to increase the productivity in the tourism sector, especially in small and medium-sized enterprises 
(SMEs);  

3) to protect, manage and leverage the natural and cultural resources; 
4) to improve competitiveness; 
5) to promote inclusive growth and development at a national and international level. 
The OECD Tourism Committee has agreed and recognized that the effectiveness of integrated 

governmental public measures must start from: 
● recognizing that tourism is not just the responsibility of the government, and that it concerns all 

levels of administration that do not have the same mandate or the same level of autonomy in the field, from 
one country to another; 

● supporting and empowering decision-makers at the highest level and adopting a medium and long-
term perspective; 

● a precise framework for the roles, functions and interactions between the main actors in the public 
and private sectors and the adoption of effective approaches to make them collaborate; 

● awareness of the value of a solid dialogue between public authorities, the tourism sector and civil 
society (including social partners and university institutions) in the design, implementation and follow-up 
stages of the measures; 

● global review of arbitrations to be made and the complementarities with areas related to public 
action such as transport, the environment, culture, security, education, agriculture, new technologies, digital 
transformation and the economy as a whole;  

● finding mutually beneficial solutions that bring stability to the tourism sector and increase economic 
growth, the emergence of quality jobs and prosperity at national and regional level; 

● promoting sustainable ecological growth and supporting countries' efforts to meet their national 
and international commitments; 

● involvement in the development of tourism and the creation of added value based on specific 
strengths, the diversification of high quality tourism offers and the sustainable management of natural and 
cultural resources; 

● making tourism more efficient as an engine of inclusive growth to create quality jobs, business 
opportunities and regional development opportunities to mitigate the negative impact on the local population 
and to better distribute the benefits of tourism among all inhabitants and territories. 

The same governing body of the OECD stresses that an in-depth analysis of the megatrends should 
allow the public decision makers to reveal new issues that were not initially anticipated at the strategic 
priorities level, in order to take into account management scenarios and interventions from their part to better 
help public and private actors exploit the opportunities they have at their disposal and draw lessons from the 
difficulties they face, if any. 

The Committee claims that the elaboration, if it is necessary, of some comprehensive long-term plans 
would facilitate, at all administrative levels, the formulation of solid objectives for the future of the tourism 
sector. In this way, governments would ensure coherence and predictability in the tourism sector and would 
create a framework for sustainable and inclusive development. 

Equally important is the mobilization approach for investments in order to stimulate the development 
and maximize the environmental, economic and social benefits of tourism. Attracting investment in tourism 
is a highly competitive process in many countries, taking into account the capacity of tourism to contribute to 
the economic development and its needs for a quality infrastructure, combined with the decline in public 
budgets and the lack of capital for investments. The nature of the investments, the necessary infrastructure 
and the resulting tourist flows open up opportunities and pose problems in the economic, environmental and 
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social fields. Active policies and programs can increase the quality and effectiveness of tourism investments, 
generating added value, increasing attractiveness and competitiveness, supporting the SMEs and local 
development and managing increasing demand in a sustainable and inclusive way.  
 With significant support from the World Tourism Organization (WTO) and the European Union, with 
economies that have grown and continue to grow, reaching important economic and social indicators in their 
development process, Romania and Bulgaria consider tourism to be an important vector of their efforts to 
recover the gap compared to Western European countries. The two countries make visible efforts to develop 
sustainable tourism, efforts involving the governments, the line ministries and other ministries implicated, 
public and private local bodies, economic agents, and so on. 

Initially lacking an expertise at European level, itself being challenged by the emerging economic, 
social and environmental developments, both countries have sought for and seek for the best formulas to 
ensure a continuous and harmonious development of tourism, considering the fact that nature was 
particularly generous with them, offering them beauties that can attract tourists from all around the world.  

The path is difficult, but the experience of other countries and their own will may be the factors that 
will reduce the gap and turn them into top European destinations. 

The search for the best governance and financing structures and the identification of modern ways 
to commercialize a dynamic range of products and services seem to offer the two countries the solutions to 
develop sustainable tourism to the extent of their natural and cultural potential. Imposed by necessity, these 
solutions can provide an adequate response to the state of discontinuity that still characterizes the 
development of tourism in the two countries, the "atomization" specific to its actions and projects, the lack of 
correlation between them.  

In the cross-border area specific to Mehedinţi County of Romania and to the Vidin and Montana 
regions of Bulgaria, tourism development is still far from an adequate exploitation of its tourism potential. The 
low supply of products and services, very poor communication, together with an old infrastructure waiting to 
enter the agenda of the government, line ministry, and public administration at a regional, county and local 
level are the main causes of tourism underdevelopment. The involvement of these bodies is more necessary, 
since a large part of the funds dedicated to the development of sustainable tourism come from the European 
Union, and responsibility for their distribution and use lies with them. 

One of these financed programs, Interreg V-A Romania - Bulgaria, the Priority Axis number 2, "A 
Green Region", Specific Objective 2.1, " To improve the sustainable use of natural and cultural heritage and 
of resources", was accessed by the Romanian Association for Electronic Industry and Software, Oltenia 
Branch, for the achievement of the project "Joint Adventure on Mountain Roads", Code e-MS 384, as a lead 
beneficiary, in partnership with The Agency for Regional Development and Business Centre - Vidin (ARDBC 
Vidin), the second beneficiary and Regional Development Agency and Business Center 2000 - Montana, the 
third beneficiary. 

Given the fact that the development of bicycle touring has achieved record results in most of the 
European Union countries over the last years due to the development of attractive routes and itineraries, 
diversification of the offer and communication, the European fora, aware of the role of this new product in the 
sustainable development of tourism, have been involved in the “EuroVelo” project of the European Cyclists' 
Federation, by creating a network currently consisting of 15 long roads that cross the entire continent. Thus, 
EuroVelo 6 starts from the Atlantic Ocean (Nantes) and ends at the Black Sea (Constanta), with a length of 
4,448 km. Starting from France, the road passes through Switzerland, Germany, Austria, Slovakia, Hungary, 
Bulgaria and Romania.  

Both the economic results and the vector status of the sustainable development of European tourism 
have led ARIES to realize a project to revitalize bicycle touring in the Romania-Bulgaria border area. Being 
aware of the fact that this tourism product cannot have enough followers in a formula that demands a certain 
physical condition for the public, the ARIES Association proposes, following the model of other European 
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countries, the use of an electric bikes, a variant that can attract a wider public and which increases the 
chances of success for launching the bicycle touring in the cross-border area mentioned above. This launch 
should provide an impulse both to the public in the two countries involved, and especially to attracting the 
European tourists on this beautiful portion of the EuroVelo 6 road.  

In the first instance, the project identified potential routes that, after more or less important 
arrangements, can be improved by bicycle touring, in order to subsequently propose to the partners 
concerned a strategic marketing variant for a successful launch of this product and capable of revitalize the 
overall tourist offer of the cross-border area.  

The structure of this study respects the classical order of any research approach, in our case of 
identifying a viable way to develop sustainable tourism in the Mehedinţi-Vidin-Montana cross-border area. 
Firstly, the main objective and the specific objectives were identified and a research methodology was 
selected to process the data and information gathered from potential customers and stakeholders and to 
facilitate the interpretation of the results. 

For simple reasons to position the study, secondly, it has been approached the analysis of the current 
situation of world and European tourism and the megatrends that will mark its future, representing a 
necessary initiative to identify the evolution of the external environment and to guide the tourism management 
at national, regional, local and cross-border level. 

Our approach continued with the analysis of the evolution of a new tourism product with a recent 
positive global trend, which is considered one of the vectors of the development of sustainable tourism and 
the economy as a whole, namely the bicycle touring. This product was originally launched with great success 
in mountain resorts mostly used in winter to ensure a balance of demand throughout the year. 

For the same reasons of establishing a precise context of the development of tourism issue, the 
study continued with the analysis of the existing situation and the potential of the cross-border area included 
in the project. Much of the information has already been obtained through the identification of mountain trails 
in the three large locations. 

Once established the objectives, the research methodology and the European and regional tourism 
context, a strategic approach with an important commercial dimension has been set up to provide a viable 
development option by launching a new ecological product, namely the bicycle touring in its mountain variant 
with improvements in respect of the physical effort, respectively with electrical assistance. 

 
Study Coordinator, 
Prof. Mihai Vărzaru Ph.D. 
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I. OBJECTIVES OF THE STUDY  

 Tourism has become a massive economic activity of primary importance. In all countries located in 
the top of world tourist destinations, as elsewhere in the world, new forms of tourism are emerging. Such a 
situation cannot yet be a turbulence in the tourism industry, but in the future there may be many unexpected 
transformations in this important sector of the economic and social life. 

The name "responsible tourism" is a very topical and interesting one as it transcends all these new 
forms, but it refers to many practices that are not quite synonymous in terms of its evolution. This suggests 
that the critical frequency of tourists in July-August 2013 in the leading European countries, which saw a 
3.5% drop in the accommodation market, had something to do with the collaborative tourism. The desire not 
to spend unpleasant vacations gains an increasingly important part of the public, and the desire to respect 
the values they aspire to throughout the year in choosing a holiday is becoming stronger. 

The current tourist market is characterized by an emphasized segmentation between increasingly 
divided activities. Some specialists even suggest that it is a hypersegmentation, to emphasize the need to 
develop offers, visits and activities as specific as possible. For them, it is the question of adapting to the 
evolution of society and the aspirations of consumers. 

When discussing the classification of different forms of tourism, it is a question of presenting their 
main characteristics and their economic incidences: related to heritage (cultural, religious, urban, of 
economic, gastronomic discovery) related to nature and sports (balneary, mountain, fluvial and so on.), 
related to health and well-being (thermalism, thalassotherapy, spa, an so on.), ludic (parks and casinos), 
events (cultural, sporting or commercial events, business congresses, fairs and salons). 

The division of these forms records more variations from one author to another, from one country to 
another. Thus, a widely agreed formula takes into account balneary tourism, rural tourism or agritourism, 
health tourism, cultural tourism and sport related tourism. 

Another interesting classification of tourism activities takes into account the variety of demand and 
tastes of the public and identifies several segments: blue (seaside) tourism, green (rural) tourism, mountain 
(or white, winter) tourism, health tourism, religious tourism, business tourism, sustainable tourism, economic 
discovery tourism. 

The conclusions of researchers, specialists and managers converge on the fact that tourism 
expectations and practices do not evolve only on the basis of external economic, social and environmental 
variables, even if they are fundamental. The evolution of tourism activity itself works on tourists' expectations 
and practices, generating a deeper and more complex culture of the journey, and the renewal of the proposed 
offers also stimulates new expectations. Urbanization and development of new technologies applied in 
tourism (information, distribution, sports, accommodation, orientation, and so on.) accelerates this progress. 
These combined elements determine the discouragement of any attempt of global segmentation of markets. 

The revenue factor will remain essential in the budget dedicated to travel, but its decline will not 
represent the swan song of holiday practices, at most their postponement or the use of non-commercial 
formulas. On the other hand, the growth of rich class revenues will globally develop a consistent growth in 
demand for high-end products, able to drive creativity and refinement across the tourism industry. 
 Global tourism markets are developing fast, and their diversity goes hand in hand with constant 
evolutions in one of the most developed countries (France). These will, therefore, require similar efforts in 
terms of quality / price, but with an extra effort to opening and to the way of receiving customers. 

In such a context, Romanian tourism is in a continuous search for its older performances and for 
overcoming them in all its forms of manifestation, in a free and intensely competitive world market. As 
recognized by the OECD Report of 2018, tourism faces many challenges in Romania, such as "the need to 
develop tourist infrastructure and improve promotion, lack of financial resources, lack of collective vision, and 
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passive attitude of travel professionals . Many problems are structural, especially the need to create a legal 
framework for tourism activities, frequent changes in tax policy, inadequate cooperation of stakeholders and 
lack of professional officials capable of managing tourist destinations effectively. " 

The same report mentions the progress that our country has made in the field of ecotourism, human 
resource development programs, and international cooperation programs. A special place is reserved for the 
coordination that the Romanian line ministry is doing with the Bulgarian ministry within the European Union 
Strategy for the Danube Region. These collaborations between the two neighboring countries aim to reduce 
the gap between their natural and cultural potential and the results recorded up to date from tourism activities. 

Although Bulgaria received 8.3 million foreign visitors per year in 2016 compared to the 10.2 million 
registered by Romania during the same year, most of the relative indicators that reveal the results of tourism 
are superior in the neighboring country. Thus, the economic contribution of tourism to GDP was in Bulgaria 
in the mentioned year, of 3.4%, while in Romania it did not exceed 1.5%. In 2017, Romania reached a 
contribution of 2.6%, according to the statement of the Minister of Tourism at that time. In fact, the OECD 
Report of 2018 recognizes Bulgaria's efforts and success in the field of tourism, how this important sector of 
the national economy is coordinated at all levels. 

The presence of multiple and complementary attractions, subject to smart investments and 
appropriate communication programs, can attract new, but mostly international, domestic tourists who have 
adopted new behaviors and have increasingly sophisticated requirements. Their needs for adventure, 
knowledge of new territories and new cultures can receive from the Mehedinti-Vidin-Montana area the best 
responses with acceptable investment and human efforts, provided they are well coordinated in time and 
space. 

The global evolution of bicycle touring is particularly interesting through the first of many indicators 
that highlight its development in recent years. Secondly, this phenomenon means, on the one hand, an 
increase in demand and a shift of consumers towards this new tourist product and, on the other hand, the 
possibility, proven so far, that it shall become one of the main development vectors of the tourism and of the 
economy in general. 

Although the indicators that are specific to bicycle touring in all developed countries and especially 
in those with a tradition in the field attest its development without doubt, statistics at European and world 
level are largely missing, and the few ones that exist are totally comparable. Some information that provided 
some global guidance has also disappeared, as bicycle touring has been excluded from the community 
statistics of the transport since the year 2000.   

The main objective of this study overlaps in part the specific project of the Romanian Association for 
Electronic Industry and Software, Oltenia Branch, entitled "Joint Adventure on Mountain Roads", Code e-MS 
384, as a lead beneficiary, in partnership with The Agency for Regional Development and Business Centre - 
Vidin (ARDBC Vidin), the second beneficiary and Regional Development Agency and Business Center 2000 
- Montana, the third beneficiary. The main objective of the project is to "support the sustainable development 
of cross-border tourism in Romania and Bulgaria and enhance the promotion of the mountain area in 
Mehedinti county and the counties of Vidin and Montana, by creating new products and services and by 
directly involving all stakeholders in the development of tourism, which will increase the number of tourists in 
the region ".   
 The assumption of this main objective by promoting the bicycle touring, namely electric mountain 
bike touring, will require the unfolding of clear and continuous activities within a long-term approach that will 
involve a wide range of stakeholders and public bodies with responsibilities in the field, able to ensure 
effective governance of the tourist phenomenon in the cross-border area and an example to be followed by 
other areas in our country and in the neighboring country.  

As derived objectives can be quoted the most important, namely: 
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- the identification of mountain trails in the area to support the development of electric mountain bike 
touring; 

- the analysis of the level of improvement / development of these routes and proposals for the 
amelioration of their condition and of the existing signaling system according to the European standards; 

- the identification of all infrastructure and heritage elements that can be used to develop bicycle 
touring;  

- the knowledge of all relevant and interested partners in the development of tourism and their 
attraction, together with public bodies with responsibilities in the field, in an efficient and long-lasting 
governance process that goes beyond a political cycle and ensures the actual implementation of the 
undertaken strategies ; 

- the elaboration of a strategy and the assurance of a governance that should be common in the 
cross-border area; 

- the emphasis of the attraction of potential customers for the practice of bicycle touring in the area, 
of the internal customers, but especially of the external customers, who are insufficiently informed and 
determined to use EuroVelo 6;    

- a change in the behavior of public bodies and stakeholders in terms of prioritizing the strategic 
approach and implementation of the provisions of the main national and regional strategic documents; 

- the involvement and coordination of all ministries which, through their actions, influence the 
development of tourism in the two countries, namely the Ministry of Tourism, the Ministry of Development, 
the Ministry of Transport, the Ministry of Environment, the Ministry of Health, the Ministry of Sports, the 
Ministry of Culture, Ministry of Foreign Affair and so on.  
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II. RESEARCH METHODOLOGY 
 
 The analysis of the concerns of researchers in our country and abroad (in the latter case, many 
problems such as mountain tourism and bicycle touring are rare and have a particular character), the results 
and the current position of mountain tourism in Romania points out that a lot must be recovered in this field 
and it should be reached a well-deserved top position in the current European and world context. Such a 
desideratum is realistic if we take into consideration the natural potential necessary for the support of a high 
quality mountain tourism and especially the quality of the human factor existent and possibly attracted and 
developed here. From this point of view, we consider that the concerns of the specialists and those of the 
researchers were quite rare and did not represent a strategic decision, able to provide long-term solutions to 
the development of the mountain tourism performance. 

Starting from this reality, our work aims at contributing to the revitalization and intensification of the 
mountain tourism activity in the Mehedinţi-Vidin-Montana cross-border area by practicing bicycle touring and 
the use of electric bikes in this respect, especially with regard to the changes needed to be produced in its 
administration and management at regional level. In this way new manners of supporting this important vector 
of tourism development in our country are identified. 

To achieve this, our approach has focused on the derived objectives mentioned in the previous 
paragraph, which contribute to a better understanding of the tourism phenomenon and which regulates and 
clarifies the potential difficulties inherent in the research process. 

A first step in the methodological approach of research was reserved for a careful analysis of the 
latest developments that characterize the global tourism phenomenon (especially USA, Canada, China, 
Australia, Japan, Russia, New Zealand, South Africa) of the two countries involved in the project, namely 
Romania and Bulgaria. In this respect, there have been studied specialized papers of some well-known 
authors in the field, recent reports and statistics (most of them from 2017 but emerging in 2018 as well) of 
the OECD, the European Union, the UN and some important countries touristically speaking, such as France, 
Germany, Canada and Switzerland. 

A similar action aimed at analyzing the bicycle touring phenomenon at European and world level in 
specialized papers and reports and statistics from the same sources, with the indication that the information 
was smaller in volume and did not have the same level of aggregation. A lot of interesting information comes 
from the statistics of countries such as France, Germany, Switzerland and Italy, where bicycle touring and its 
variant with electrical assistance are widely practiced. The development of mountain bike touring occurred 
on the one hand from the desire of these countries to ensure a high summer tourist frequency for winter 
sports resorts as well as from the demands of consumers exposed to the consequences of our activities 
nowadays (mental and nervous exhaustion) to make another kind of mountain tourism.  

This study also includes the information and results of the three mountain routes identification studies 
on which mountain bike touring in the cross-border area covered by the project can be practiced, in turn being 
obtained from a specific research methodology, which included a method of ranking in depending on the 
difficulty of the roads and the use of the GPS technique for identification, mapping and subsequent use by 
tourists.  

As a first conclusion regarding the methodology used in the paper, it is necessary to mention the 
analysis and synthesis of the latest knowledge presented in the foreign and Romanian literature and the 
research-action method that allows permanent reorientation of the study according to the elements that can 
change its direction according to real conditions in the field. 
 A marketing strategy cannot be dissociated by an enterprise or a set of enterprises (partners) that 
need to put it into practice. It is a study and reflection approach that seeks to bring the call to tender as close 
as possible. Such an approach is included in a larger one, which has the role of defining an enterprise 
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strategy. Marketing strategy is confused with enterprise strategy only when it comes to a single field of activity 
(profession), in which case it directly negotiates the optimization of the organization's synergies and the 
expected profitability of management. Usually, such a strategy is limited to the development of a marketing 
mix, namely a certain form of the product offered, of an attractive price (tariff), of a distribution that facilitates 
the proximity of the customers to the product and of an appropriate communication for the chosen customers. 

In order to select a strategic marketing option in the study, SWOT analysis, segmentation technique 
and the desired customer choice are used, for which reports or surveys are required based on a 
questionnaire. One of the questionnaires is designed to identify the requirements and profile of consumers 
interested in bicycle touring, and the second on to assess the current cross-border offer and the possibility 
of introducing the new product mentioned above. 

The data gathered through the two online questionnaires were processed using the statistical 
methods of the indices and by means of appropriate graphs. They provided sufficient information to 
successfully pursue the strategic management approach, finalized by choosing an agreed variation through 
the recommendations required by the contract. 

The methodological and theoretical-scientific support of the research uses the concepts, 
fundamental principles and works of some distinguished authors such as Boyer, Urbain, Goeldner, Ritchie, 
McIntosh, Trib, Janor, Ernst, Martin, Frost, Messadié, Knafou, Stock, Duhamel, Jafari, Kadri, Bédard, 
Stafford, Echtner, Tazim, Hoemer, Martinet, David, Le Moine, Barethje, Tribe, Leiper, David, Hatchuel, 
Laufer, Kuhn, Dewaily, Langevin, Wiliams, Lewellyn, Kopachevscky, Liburd,  Moore, Brritton, Mathieson, 
Wall, Mill, Morrison, Pearce, McKercher, Moore, Cushman, Simmons, Butler, Wheeler, Diamantis, Reynolds, 
Sawhney, Brooks, Tarondeau, Huttin, Forlani, Parthasarathy, Kalfiotis, Schermerhorn, Osborn, De Billy, 
Hunt, Besseyre des Horts, Barney, and so on. 

The investigative methodology includes general and specific approaches to tourism concepts and 
tools and to its segment of bicycle touring. For the practical part, the emphasis was put on the research-
action method, statistical survey based on questionnaire, benchmarking.  

The informational support of the paper is represented, besides the studied bibliography, by the 
regulations of the WTO and other international bodies, the legislative and normative acts in the field of tourism 
in Romania and the European Union, other data presented by the National Institute of Statistics (NIS) and by 
Eurostat.  
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III 1.  Tourism in recent years 
 
 Tourism is an important economic sector that makes a substantial contribution to the economies of 
the OECD member states and partner countries. Recent developments clearly show that it continues to grow 
and expand. The high-level tourism policy meeting for inclusive and sustainable growth in 2017 has been an 
opportunity to recognize the potential for sustainable development in OECD member countries and partner 
countries when building on observant policies and on an effective management. While governments are well 
positioned to guide and support the process, there is a growing need for an integrated framework based on 
structures involving the private sector and many bodies and authorities at all levels whose activities can affect 
the performance and impact of tourism . 
  Tourism occupies a central place in world economic activity and job creation and plays a key role in 
export revenue and domestic value added. On average, it is the direct source of 4.2% of GDP, 6.9% of 
employment and 21.7% of exports to OECD countries (figure 1), these figures being equivalent or slightly 
higher than those in 2014. 
 

 

Turism ca % din PIB = Tourism as% of GDP 
Turism ca % din PIB, media OCDE = Tourism as% of GDP, OECD average 
Turism ca % din totalul locurilor de munca = Tourism as% of total jobs 
Turism ca % din totalul locurilor de munca, media OCDE = Tourism as% of total jobs, OECD average 
Media OCDE = OECD average 

Figure  1. The direct contribution of tourism to OECD countries 
  

Note: Data regarding the GDP for France corresponds to domestic tourist consumption. Data regarding the GDP for Germany 
corresponds to BVA. The GDP of Greece corresponds to the tourist gross added value (GVA) of industries 55-56 from NACE Rev. 
2. Data regarding the GDP for Spain includes indirect effects. Source: OECD tourism statistics (database)  
  

 At international level, international travel arrivals (overnight stays) totaled over 1.2 billion in 2016, up 
46 million (3.9%) over the previous year. This figure should reach 1.8 billion by 2030, as the growth rate of 
international travel arrivals in emerging countries should be twice as high as in advanced countries. As a 
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result, it is estimated that the market share of developing countries in tourism will increase from 45% in 2016 
to 57% over the same period. France, the United States, Spain and China remain at the forefront of the 
international arrival plan in 2016, while China, the United States and Germany are the main emitting markets, 
each in its region (WTO, 2017a). OECD member countries, which accounted for more than half (55%) of total 
arrivals worldwide in 2016 (compared with 54% in 2014), retained an important place in international tourism.  

After progressing faster than global arrivals in 2014 (6.4% instead of 4.2% globally), international 
arrivals in OECD countries declined, with their average growth rate standing at 3.9 % in 2016 (compared with 
3.9% globally and 4.7% in the EU28). Although the average annual growth rate of the OECD has been 
decreasing for four years (4.9%), it is slightly above the global average, the figure for 2016 reflects a 
downward trend in arrivals in the area relative to the long-term global figure, which has led to a reduction in 
its market share. More specifically, 14 OECD countries registered a two-figure annual increase in 2016; this 
was more than 20% in four of them - Chile (26%), Korea (30.3%), Iceland (39%), Japan (21.8%), but it also 
decreased by more than 10% in Belgium, Latvia and Turkey. 
International arrivals have increased by at least 10% in eight OECD partner countries (Bulgaria, Colombia, 
Costa Rica, Lithuania, Malta, Philippines, Romania and South Africa). Table 1 shows a breakdown of 
international tourist arrivals in OECD countries and in a sample of partner countries.   

                          
 

            Table 1  
                            International tourist arrivals between 2012-2016 

 

Indicator type 
2016 

Average annual 
growth rate 
2012 - 2016 

Growth rate 
2015 - 2016 

  Thousands % 

Germany Tourists  35.555 4,0 1,7 

Australia Vizitatori 8.269 7,6 11,0 

Austria Tourists  28.121 3,9 5,2 

Belgium Tourists  5.557 -2,5 -13,7 

Canada Tourists  19.818 5,0 10,3 

Chile Tourists  5.641 12,2 26,0 

Korea Visitors 17.242 11,5 30,3 

Denmark Tourists  10.781 6,0 3,4 

Spain Tourists  75.315 7,0 10,5 

Estonia Tourists  3.147 3,5 5,3 

USA Tourists  75.868 3,3 -2,1 

Finland Tourists  4.599 2,1 -5,3 

France Tourists  82.570 0,2 -2,2 

Greece Visitors 28.071 13,4 7,5 

Hungary Tourists  13.474 11,9 8,6 

Ireland Tourists  8.425 8,7 8,8 

Iceland Tourists  1.792 27,8 39,0 

Israel Tourists  2.900 0,1 3,6 

Italy Tourists  32.552 2,1 7,3 

Japan Visitors 24.040 30,2 21,8 

Latvia Tourists  1.793 5,7 -11,4 

Luxembourg Tourists  1.054 2,6 -3,5 

Mexico Tourists  35.079 10,6 9,3 

Norway1 Tourists  5.960 6,5 12,4 
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New Zealand Tourists  3.370 8,0 10,9 

Netherlands Tourists  15.829 6,7 5,5 

Poland Tourists  17.471 4,2 4,4 

Portugal Tourists  10.622 8,4 12,4 

Slovakia Tourists  2.027 7,3 17,8 

Czech Republic Tourists  12.808 6,1 10,2 

UK Tourists  35.814 5,2 4,0 

Slovenia Tourists  3.032 8,9 12,0 

Sweden2 Tourists  10.750 -6,8 -3,5 

Switzerland3 Tourists  10.402 5,0 11,8 

Turkey Tourists  30.289 -4,0 -23,3 

South Africa Tourists  10.044 2,3 12,8 

Brazil Tourists  6.578 3,8 4,3 

Bulgaria Tourists  8.252 6,0 16,2 

Colombia Visitors 5.092 9,9 14,5 

Costa Rica Tourists  2.925 5,7 10,0 

Croatia Tourists  13.809 7,4 8,9 

Egypt Tourists  5.168 -17,5 -42,5 

Lithuania Tourists  2.296 4,9 10,8 

Malta Tourists  1.966 8,0 10,2 

Morocco Tourists  10.332 2,5 1,5 

Peru Tourists  3.744 7,1 8,4 

Philippines Tourists  5.967 8,7 11,3 

Romania Tourists  2.471 10,6 10,6 

Russia4 Tourists 24.571 -1,7 -8,5 

UE28     4,5 4,7 

OECD     4,9 3,9 

Worldwide5   1.235.000 4,4 3,9 

     

Tourists: international tourist arrivals (except for day visitors). Visitors: international tourist arrivals (day tourists and visitors). 
1. The average annual growth rate shall cover the period 2013 to 2016. 

2. The data correspond to the year 2014. Following a change in the border survey methodology, data for 2015 and 2016 are 
not available. The average annual growth rate is for the 2012-2014 period. The growth rate covers the period 2013-2014. 

3. Up to the year 2015, only data on hotels and similar units is available. From 2016, data are compiled with other types of 
accommodation. 

4. The average annual growth rate refers to the period 2014-2016 

5. Data from WTO (2017b). 

Source: OECD tourism statistics (database). 

   

 Between January and August 2017, destinations around the world received just over 900 million 
international tourists, an increase of more than 50 million (7%) over the previous year. As a result, 2017 is 
expected to be the eighth consecutive year of strong international tourism growth (WTO 2017a). Worldwide, 
international travel revenues reached $ 1,226 billion in 2016, slightly increasing from $ 1,202 billion in 2015, 
but decreasing compared to 2014 ($ 1260 billion). This corresponds to an increase of 2.6% in real terms, 
taking into account exchange rate fluctuations and inflation, following the general evolution of international 
travel arrivals, although slightly slower. Global travel costs doubled between 2000 and 2016 and account for 
7% of total exports of goods and services (WTO, 2017b).   
 OECD countries accounted for 60.4% of revenues (exports) and 51% of international travel expenses 
(imports) in 2016 (compared to 60.6% and, respectively, 49.8% in 2015). Only a little under two-thirds of the 



16 
 

OECD countries have recorded a positive balance in 2016. Table 1.2 offers an overview of revenue, 
expenses and balance of international travel in OECD countries and in a sample of partner countries. 
                Table 2  
                                 Revenues and expenses for international travels in the years 2015-2016  

 
Revenues Expenses Balance 

  2015 2016 2015 2016 2015 2016 

Germany 36.853 37.408 77.481 81.063 -40.627 -43.655 

Australia 28.872 32.423 23.760 24.915 5.112 7.508 

Austria 18.212 19.287 9.100 9.500 9.112 9.787 

Belgium 11.965 11.830 18.927 19.567 -6.963 -7.736 

Canada 16.541 18.022 30.119 28.743 -13.578 -10.721 

Chile 2.482 2.737 1.963 2.137 518 600 

Korea 15.214 17.210 25.270 26.642 -10.056 -9.432 

Denmark 6.684 6.903 8.916 9.200 -2.232 -2.298 

Spain 56.444 60.303 17.361 20.184 39.082 40.119 

Estonia 1.427 1.530 982 1.099 446 431 

US 205.418 205.940 114.723 123.618 90.695 82.322 

Finland 2.558 2.715 4.774 5.168 -2.216 -2.454 

France 45.901 42.367 38.405 40.335 7.496 2.032 

Greece 15.667 14.609 2.260 2.219 13.407 12.390 

Hungary 5.344 5.653 1.831 2.162 3.512 3.491 

Ireland 4.791 5.182 5.680 6.108 -888 -926 

Iceland 1.617 2.424 996 1.277 621 1.147 

Israel 5.794 5.722 6.012 6.844 -218 -1.122 

Italy 39.434 40.614 24.413 24.706 15.021 15.908 

Japan 24.983 30.679 15.973 18.485 9.010 12.194 

Latvia 895 866 614 695 281 171 

Luxembourg 4.294 4.290 3.313 3.348 982 941 

Mexico 17.734 19.571 10.098 10.227 7.636 9.344 

Norway 4.873 5.204 15.292 15.412 -10.419 -10.208 

New Zealand 9.049 9.638 3.735 3.990 5.314 5.648 

Netherlands 11.587 14.110 17.552 17.909 -5.965 -3.799 

Poland 10.467 10.977 7.936 7.984 2.531 2.993 

Portugal 12.700 14.026 4.006 4.258 8.694 9.768 

Slovakia 2.362 2.746 2.126 2.237 236 509 

Czech Republic 6.048 6.309 4.866 4.919 1.182 1.390 

UK 45.464 39.440 63.273 63.426 -17.809 -23.986 

Slovenia 2.327 2.423 912 944 1.415 1.479 

Sweden 11.317 12.510 14.416 14.133 -3.099 -1.623 

Switzerland 16.410 16.259 16.288 16.515 122 -255 

Turkey 26.616 18.743 5.368 4.783 21.248 13.960 

South Africa 8.259 7.919 2.998 2.858 5.260 5.061 

Brazil 5.844 6.024 17.357 14.497 -11.513 -8.473 

Bulgaria 3.146 3.653 1.116 1.361 2.031 2.292 

Colombia 4.245 4.694 4.322 4.209 -77 485 

Costa Rica 3.267 3.879 690 809 2.576 3.070 

Croatia 8.797 9.593 756 945 8.041 8.649 
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Egypt 6.065 2.645 3.442 4.110 2.623 -1.466 

Lithuania 1.154 1.184 951 974 204 210 

Malta 1.369 1.437 359 398 1.009 1.039 

Peru 3.320 3.512 1.691 1.838 1.629 1.675 

Morocco 6.260 6.556 1.402 1.457 4.857 5.099 

Philippines 5.272 5.139 11.343 11.275 -6.070 -6.136 

Romania 1.711 1.723 2.058 2.137 -347 -414 

Russia 8.420 7.788 34.932 23.951 -26.512 -16.163 

UE28 371.391 843.125 659.528 683.054     

OECD 728.341 740.668 598.740 624.750     

Worldwide5\ 1.202.000 1.226.000 1.202.000 1.226.000     
 

Source: OECD tourism statistics (database) and IMF (International Monetary Fund) (2017) 
 

 The share of tourism in trade in services is both substantial and increasing in many OECD countries. 
In 2016, international tourism revenue accounted for an average of 21.7% of OECD exports of services. This 
percentage varies from one country to another and, in terms of G7 economies, it ranges from 11.9% in the 
United Kingdom to 40.1% in Italy (Figure 2). One notable fact is that between 2010 and 2016 the share of 
tourism in service exports increased by 3.1 percentage in the United States and decreased by 5.3 percentage 
in France. Tourism exports play an important role in the economy, as they contribute to value added. If 
tourism receipts do not all result in an increase in domestic value added, the first results of the project Value 
Added Exchanges of OECD (Trade in Value-Added - TiVA) show that they generate over-average value 
added in recipient economies and have a significant impact on upstream in the beneficiary countries as in 
the other ones. According to TiVA calculations, about 80% of tourism exports add value to OECD countries, 
with the remaining 20% in other countries (imports). It is thus estimated that an added-value euro in tourism 
creates 56 cents of value added in the upstream sectors.   

 
  

  Figure 2. Tourism contribution to export of services, sample of OECD countries 
         Source: International trade in services statistics (database), extracted in November 2017 
 

  Internal tourism occupies a very variable place depending on the country. Its share is 
particularly important in Germany, Australia, Canada, the United States, Italy, Japan, Mexico, Norway, the 
Netherlands and the United Kingdom, where it represents more than 70% of internal tourism consumption. 
In contrast to this situation, receiving tourism, as a percentage of this consumption, is higher in Estonia, 
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Hungary, Iceland, Poland, the Czech Republic and Slovenia. Table 3 shows the distribution of domestic 
tourism consumption (domestic and receiving) in a sample of OECD countries. 
                    Table 3  
                            Domestic tourism consumption in the year 2016 or in the last available year 

  
  Reference 

year 

Expenses of the 
domestic tourism  

Expenses of the 
internal tourism 

Expenses of the 
receiving tourism 

millions $, current 
prices 

share in% 

Germany 2015 293.020 85 15 

Australia 2015 97.582 74 26 

Austria 2015 36.692 46 54 

Belgium .. .. .. .. 

Canada 2016 69.125 78 22 

Chile 2013 6.579 66 34 

Korea .. .. .. .. 

Denmark 2015 14.490 60 40 

Spain 2013 151.675 52 48 

Estonia 2012 1.675 14 86 

USA 2015 935.464 79 21 

Finland 2014 15.105 65 35 

France 2015 147.236 63 37 

Greece .. .. .. .. 

Hungary 2013 6.480 39 61 

Ireland 2007 8.978 46 54 

Iceland 2015 2.838 30 70 

Israel 2014 11.406 52 48 

Italy 2010 149.103 74 26 

Japan 2015 206.864 87 13 

Latvia .. .. .. .. 

Luxembourg .. .. .. .. 

Mexico 2016 140.366 82 18 

Norway 2015 19.716 71 29 

New Zealand 2016 22.185 58 42 

Netherlands 2016 83.785 72 28 

Poland 2013 17.033 34 66 

Portugal 2008 21.933 41 59 

Slovakia 2014 4.705 42 58 

Czech Republic 2015 9.904 39 61 

UK 2014 214.929 80 20 

Slovenia 2014 4.663 31 69 

Sweden 2016 34.572 60 40 

Switzerland 2011 39.724 53 47 

Turkey .. .. .. .. 

OCDE average     76 24 

           Note: The conversion of the national currencies into US dollars was based on the annual average exchange rate published 
by the OECD for that year. Tourism consumption is composed of travel expenses (monetary transactions) as well as other 
transactions. 
 
 

Consumption of
the domestic 

tourism 
76%

Consumption of 
the receiving 
tourism 24%
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      Servicii de masa = Meal services 

Cazare= Accommodation 
Transport de pasageri = Passenger transport 
Agentii de voiaj si alte servicii = Travel agencies and other services 
Servicii culturale sportive si recreative = Culture, sport and recreation services 
Alte servicii = Other services 

 Figure 3. Consumption by type of tourism and product, 2016 or the last available year 
Source: OECD tourism statistics (database). 

 
 

 Overall, domestic tourism and receiving tourism accounted for 76% and 24% respectively of 
domestic consumption in selected OECD countries (Figure 1.3). A product analysis shows that passenger 
transport (24%), accommodation (19%) and public catering (16%) account for more than half of total 
consumption.Global tourism has steadily grown for over 60 years, favoured by globalization and technical 
advances that have reduced the price of airline tickets and allowed individuals to organize and reserve their 
own travels. Throughout this period of sustainable growth, it has demonstrated an indisputable resilience to 
several challenges, including the persistent effects of the global economic crisis, geopolitical uncertainty, 
numerous terrorist attacks, natural disasters and other external shocks in the last decade. 

Tourism demand has always been closely linked to economic developments, and since the 
slowdown in 2009, world tourism has grown more slowly from one year to the next. This trend should 
continue, and international arrivals will rise by 3.3% per year on average by 2030 (4.4% in emerging and 
2.2% in developed countries) (WTO 2017A). However, after many years of precarious recovery and, in 2016, 
the world's lowest overall economic growth rate since 2009, there are signs of improvement. 

Growth in trade and industrial output, from a very low level, has taken place as a result of strong 
domestic demand growth in Asia and Europe, and the confidence of the private sector has strengthened. 
The uncertainty about public actions remains high, however, confidence in the government has eroded, wage 
growth remains low, inequalities persist, and imbalances and vulnerabilities persist in financial markets. 
Against this background, a moderate increase in global GDP is expected: 3.5% in 2017 and 3.7% in 2018, 
before a slight slowdown in 2019. However, compared with the average for 20 years before the crisis, GDP 
per capita growth remains below 0.5% in the OECD area, and global growth remains deliberate  (OECD, 
2017c, OECD, 2017d).  

In a moderate growth context, slow recovery in employment and unemployment rates is expected to 
continue in most OECD countries. The average unemployment rate in the area was expected to shrink from 
6.2% in the fourth quarter of 2016 to 5.7% in the last quarter of 2018. If a growing majority of member states 
recovered eventually the substantial job shortage caused by the great recession of 2008-2009, the population 
is growing discontent in many countries with economic policies that promote international trade and 
investment. The rejection of globalization and international trade highlights areas that require strengthening 
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employment, skills and social protection policies and their adaptation to a moving economic environment 
(OECD, 2017e). 
 A sector with high intensity labor force and an important source of employment in OECD countries, 
tourism can make a major contribution to an economic growth which may be able to generate new jobs. It 
creates jobs for older people and different levels of qualification and offers the opportunity to enter the labor 
market, gain experience and professional skills and progress towards higher and better paid jobs. Between 
1995 and 2015, the proportion of semi-skilled occupations in total employment declined in almost all sectors 
of the economy in a sample of OECD countries. During this period, the "hotels and restaurants" sector 
displayed the second highest growth rate, with a total employment growth of more than 45%, and was 
overtaken by 70% by the " Real estate, renting and business activities"(OECD, 2017e).  
 

III.2. Consolidation of the strategic approach, governance and the modernization of 
tourism funding 

 
 The challenges and opportunities presented by the recent developments in tourism prepare the 
context for the development, review and implementation of tourism policies and the strategic development of 
the sector. These actions require, as far as they are concerned, effective governance structures that allow 
key actors to plan and coordinate their interventions and to provide them with sufficient funding for 
implementation. The authorities continued to participate constructively in this process, aware of the 
importance of the sector and its interest in a large-scale economic, social and environmental agenda. Their 
relatively constant support has focused on the following elements: 

● Formulation and implementation of policies 
● Access to the market and facilitation of travels 
● Marketing and promotion of the destination 
● Provision of the necessary infrastructure 
● Encouragement and support measures for product development and security 
● Establishment and regulation of rules, including in terms of quality and security 
● Measures that can lead to sustainable and inclusive growth 
● Help to highlight and train human resources 
● Solutions for environmental problems and the management of natural and cultural resources 
● Reaction to crises and disasters affecting the sector. 

 

III.2.1. Enhancement and coordination at national level 
 The authorities of all countries are fully aware of the importance of the tourism sector and have 
created ministries or administrations clearly identified and dedicated to its development, promotion and 
management. In some countries there is a stand-alone ministry of tourism (Brazil, Costa Rica, Bulgaria, 
Croatia, Egypt, Greece, Israel, Malta, Mexico, South Africa, Morocco and the Philippines), reflecting the 
importance the government gives to the sector . Cases in which tourism is under the responsibility of an 
administration within a ministry, the ministry of the economy, or an equivalent ministry responsible for trade 
and business, there is a formula adopted by a vast majority of countries (Canada, the United States, Chile, 
Colombia, Denmark, Estonia , Finland, Germany, Iceland, Latvia, Lithuania, Luxembourg, New Zealand, 
Norway, Netherlands, Peru, Portugal, Slovenia, Spain, Sweden and Switzerland). In some countries, it is 
integrated into the Ministry of Foreign Affairs (Australia, France, Hungary); in others, it is associated with 
thematic areas such as sustainability, innovation or technology (Austria, Spain, Iceland). In Spain, for 
example, the responsible ministry is now known as the Ministry of Energy, Tourism and Digital Agenda, and 
in Austria, the creation of the Federal Ministry of Sustainability and Tourism was recently announced. In a 
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small number of countries, tourism is linked to culture (Korea, the Russian Federation, Italy, Romania, UK 
and Turkey), while in other it is linked to transport (Ireland, Slovak Republic) and to sports (Korea, Poland) . 

Ministries and public administrations incorporating tourism are primarily responsible for formulating 
tourism policies, guiding their implementation and overseeing the legislative and regulatory framework for the 
sector. The national tourism authorities, which are mostly linked to the ministry, are responsible for marketing 
and promotion, a large number of them also intervening in some aspects of product development. In the last 
two years there has been a restructuring movement of national tourist offices - in the Slovak Republic, for 
example, this function has been absorbed by the ministry, and in Finland it merged with the financing body 
to form the Business Finland body.  

In some countries, there are distinct tourism development bodies that are responsible for promoting 
investment in this sector. For example, in Mexico, the National Trust Fund for Tourism Development 
(FONATUR), set up by the Ministry of Finance and coordinated by the Ministry of Tourism, has the functions 
of, inter alia, carrying out feasibility studies, drawing up directories for destinations, managing projects , 
implementing infrastructure projects and participating in different funding mechanisms. In Spain, SEGITTUR 
is a public body responsible for research, technology and innovation in tourism development; in Denmark 
there are three separate development organizations for coast tourism and ecotourism, business and 
congress tourism and urban tourism.  

Considering its transversality and complexity, tourism covers many areas of government action and 
policy. It therefore claims an approach to the scale of the whole administrative device, calling on the ministries 
and departments responsible for transport, the environment, education and training, natural and cultural 
heritage and those responsible for the economy, enterprise development, security and foreign affairs. Most 
countries have become aware of this imperative and have now set up inter-ministerial committees or bodies 
covering this sector. In South Africa, bilateral agreements between the Ministry of Tourism and other 
ministries allow tourism officials to work within the main strategic fora to ensure that the impact of public 
action on their sector is taken into account. 

The need for an integrated approach has been highlighted again at the OECD High Level Meeting 
on Tourism Policies in 2017, where countries have adopted the "Policy Conclusions - Tourism Policies for 
Sustainable and Inclusive Growth". It underlines the importance of tourism as a driving force for sustainable 
and inclusive growth and underlines that moving towards a coherent and comprehensive approach of the 
public action will help countries reorient the growth of tourism in a better way in respect of distributing their 
results, fighting inequalities and strengthening the resilience of economies. In addition, a concentration and 
coordination action of tourism policies and measures is required between public authorities and other 
stakeholders, especially the private sector and civil society.   

The structures needed for this purpose are now largely established. In some countries, 
representatives of tourism and other sectors participate in inter-ministerial groups; in others there are 
consultative bodies specific to tourism or a general tourism council. Coordination has also been achieved by 
setting up working or action groups with the precise responsibility to implement specific tourism strategies or 
to address some key issues (Australia, Austria, the Russian Federation and Iceland). Chambers of commerce 
and professional associations often play a decisive role as representatives of the various branches of the 
sector, such as accommodation, tourism operators and business tourism actors, sometimes within the sector 
confederations. 
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III.2.2. Consolidation of regional and local structures 
 Coordination of governance and provision of tourism services should not only be done horizontally 
at national level but also vertically between the central government and the regions and local destinations 
that receive visitors and contribute to the creation of the concrete offer. Global strategies to promote 
sustainable tourism increasingly emphasize the importance of effective destination management in the 
marketing and development of new products. This implies the existence of regional and local bodies able to 
define and implement targeted measures. At this level, a partnership approach is essential to bring local 
authorities and private sector businesses closer together and to give local authorities and other local 
stakeholders a power of representation. 

In some countries with a federal administrative structure, each state or province may have a ministry, 
department or other governmental entity in charge of tourism (such as Germany, Australia, Brazil and the 
United States). In most countries, regional, provincial or communal authorities are involved in various degrees 
in the development, management and marketing of tourism, depending on their means and priorities, even if 
the approaches vary. Interventions at regional and local level can have substantial and decisive results in 
terms of the well-functioning of the tourism sector. Recently, it has been observed a local movement for 
reorganization of the local administrations, which has reduced the number and extended the perimeter 
(Brazil, Finland, Norway), which could reduce the fragmentation of tourism activity. 

A particularly important development has been the foundation of Destination Management 
Organizations (OMDs), officially established to enable local communities to benefit from the positive effects 
of tourism, with the participation of the private sector. OMDs can be set up at different territorial echelons and 
can be organized in the network, as it is shown by the recent adoption of a law on the creation and 
implementation of destination management organizations in Romania.  

The Canadian government, which is already coordinating an approach that associates the federal 
administration, is also actively cooperating with its provincial and territorial counterparts. In 2016 the 
Canadian Council of Tourism Ministers formulated the Nunavut Declaration, which states the commitment of 
federal, provincial and territorial authorities to work together to develop tourism. In France, the tourism 
promotion mission is delegated to several levels of regional and local government. A regional development 
device, the Regional Development Plan for Tourism and Recreation (SRDTL), sets medium-term objectives 
for regional tourism development and defines the conditions for policy implementation. Each region has a 
Regional Tourism Committee (CRT). The regions are responsible for their own tourism data and coordinate 
public and private projects related to tourism development, promotion and information. Departments 
elaborate, where appropriate, tourism development plans that reflect the priorities set out in the SRDTL. Each 
of them is required to set up a Departmental Committee of Tourism (CDT). Municipalities and any inter-
community organization to which this responsibility has been delegated may create a tourism office 
responsible for receiving and informing tourists and promoting tourism in the territory under its jurisdiction. 
This committee can also engage in other activities, such as the marketing in tourism services.  

In Switzerland, in 2017, the Federal Council adopted a new tourism strategy developed by the State 
Secretariat for Economic Affairs (SECO), on behalf of the Federal Department for Economic Affairs, 
Education and Research. Coordination and cooperation are among the eight main areas of intervention of 
the new strategy. It strengthens the coordination of tourism policy within the confederation and its main 
objective is to turn the Tourism Forum Switzerland (FTS) into a dialogue and coordination platform. The aim 
is to set up temporary working groups composed of representatives of the tourism sector, cantons, 
municipalities and federal administration. It is about creating, on a temporary basis, wider working groups, 
composed of representatives of the tourism sector, cantons, municipalities and the federal administration. 
Within these working groups, cooperation on specific topics and projects seeks to identify challenges in a 
targeted manner and to propose different measures and possible solutions. 
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 The links between national legislation, policies and programs and the functions and activities of local 
governments and OGDs are of particular importance. In many countries, tourism expertise has been 
delegated to regions or states, while functions such as quality audit and control and the application of 
regulations is often the responsibility of the regional or local offices of the ministry of tourism or the National 
Tourist Office. However, some of these functions, as well as various development, management and 
marketing activities may be conducted by local bodies in liaison and in agreement with the NTO and other 
national bodies.  

In Morocco, the Ministry of Tourism has a network of seven regional bodies and 18 provincial bodies 
that support it in its mission. In Colombia, the ministry coordinates tourism planning with regional and local 
authorities in the framework of the competitiveness agreements that define the priority activities to be 
undertaken together for a period of three years. In France, "destination contracts" aim to bring together public 
and private actors in a particular region around inspiring themes to create and promote an attractive offer, 
high national and international readability. Many countries provide regional and local tourism organizations 
with advice, assistance and often funding to enable them to carry out their functions. In Belgium, a new 
tourism code facilitates the restructuring and clarification of the functions of the various stakeholders and the 
reduction of the number of tourism houses. There is also a need for effective bottom-up integration, which 
gives local and regional bodies a voice in the development of national policies and programs. Most countries 
include regional representatives in national tourism coordination structures. Bodies that do not belong to the 
tourism sector can also coordinate and provide support - in Sweden, for example, the Swedish Association 
of Local Authorities and Regions (SALAR) is increasingly involved in this field and supports the work of its 
members by means of some platforms, networks and conferences.  

In order to achieve better coordination and compatibility of efforts undertaken through European, 
national, regional or local development programs, many countries have realized that the current governance 
is deficient and have taken steps to improve it. On this line of efforts lies the Romanian law on destination 
management organizations. 

Romania has realized that the establishment of a destination management organization to mobilize 
optimal participation of all operational structures is the only way to ensure the development and management 
of an integrated and homogeneous tourism sector. It therefore adopted a law on the establishment and 
development of destination management organizations that will establish a partnership between public and 
private sectors and NGOs and will raise awareness among all stakeholders about their role in the overall 
promotion of tourism . The law establishes a three-level structure for OMDs and states that at least 50% of 
their members must come from the private sector: 
 ● A central or national OMD. This body will be primarily responsible for the operation and 
management of the entire tourism sector and for its intersectoral coordination. Its responsibilities will include 
the following areas: policies and strategies, administration, governance, management, legislation, regulation, 
human resource development, marketing and promotion, sustainable development and quality control. It will 
bring together relevant ministries (such as the Ministry of Tourism, Transport, Culture, Education and 
Research, Water and Forests, Regional Development, Public Administration and European Funds and the 
Ministry of Environment) and other key stakeholders (professional associations, NGOs, protected areas, 
educational and training institutions in tourism, employers' associations, regional OMDs and other relevant 
entities). This high-level organization will have a Board of Directors.  

● Regional OMDs. They will maintain close ties with the OMD at national level and will be entrusted 
with the management of certain regions. They can take the form of a group of several local OMDs. They will 
include among their members local authorities, the private sector, professional organizations, universities, 
and so on. Driven by a Board of Directors, they will enjoy full autonomy in the development and marketing of 
products and destinations, human resources, events organization, regional / local legislation and sectoral 
regulations. 
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● Local OMDs. They will be responsible for one destination - a city, a township, or a thematic 
destination. Local authorities will be the main promoters but in partnership with the private sector. 
Administered by a local executive committee, they will operate under the guidance and support of the 
Regional OMD and will coordinate with other local organizations in the region. 
 Numerous categories of public expenditures - such as infrastructure, heritage conservation, essential 
services, security, business, education and training, marketing and promotion - affect the quality of tourism 
destinations and results. The sector is therefore sensitive to the global economic environment, revenue 
generation for the public treasury and available resources. In many countries, the state of public finances has 
remained difficult. Regarding budgets specifically allocated to tourism, the panorama is quite contrasting. 

In some countries, the annual budget for the sector decreased between 2015 and 2016/2017 
(Croatia, Flanders / Belgium, Greece, Czech Republic), while in others it increased (Germany, Canada, Chile, 
Spain, Finland, Hungary, Luxembourg , Malta, Switzerland). Different forces involve opposite forces: a 
reduction in public resources and austerity policies, on the one hand, an increase in the awareness of the 
economic importance of tourism, on the other hand. An extreme example is Hungary, where the tourism 
package has increased fourfold in 2017, as the Hungarian authorities have turned the sector into a strategic 
priority. In general, most of the travel budget is intended for marketing and promotion - including the operation 
of national tourist offices - and often serves as a lever to encourage the private sector to develop its marketing 
activities. 

In some countries, important amounts are allocated to projects and programs aimed at improving the 
infrastructure and valorisation of the tourist product. Most often in regions which are in difficulty or in regions 
with tourism potential. The New Zealand Tourism Infrastructure Fund is an eloquent example. 

In most countries, most of the funding for tourism comes from the government budget. The European 
Union's Structural Funds also make a substantial contribution to the countries where they are available. Other 
sources of funding are taxes, charges and fees for accommodation, travel, airplane travel and the use of 
certain resources. 

Companies sometimes contribute financially to the services provided, as well. In Colombia, for 
example, other sources of funding include mandatory contributions from tourism services providers to 
promote national destinations, revenues from the use of public tourist brands, and fines imposed on tourism 
services providers when committing offences. In some countries, taxes and charges are the main source of 
tourism funding - in Portugal, gambling taxes represent more than half of the sector's budget, while in Costa 
Rica the budget is financed by more than half with a flat rate for entering the territory, the rest being largely 
complemented by taxes on travel tickets issued or purchased in the country. The rules on a possible 
allocation of funds from one source to another to beneficiaries and predefined projects are generally variable. 
 
 

III.2.3. National tourism policies, strategies, and programs 

 

 The attention and support that a country attaches to tourism depends on how the sector is perceived 
within general national policies, especially in the wider context of the economy and development. In Mexico, 
for example, the National Development Plan 2013-18 recognized the importance of tourism for job creation 
and heritage conservation. In Japan, the sector was considered one of the six pillars of Japan's revitalization 
strategy in 2016, in the Slovak Republic it was included in the government program and in Switzerland 
occupied a strategic place in the new regional policy. 

A large majority of countries have published medium and long-term tourism policies and / or 
strategies. Most are five years, but some countries have established frameworks for a decade or more that 
serve as a basis for short-term strategies and plans (for example, Ireland). Action Plans and Strategic 
Documents generally lay douwn a set of principles, policies and objectives that then form the basis of specific 
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interventions. The development and implementation of new policies and strategies can galvanize the sector 
and foster new engagements and agreements; this is especially the case 
The orientation of tourism policies and priority areas has many similarities in different countries. Here are the 
recurring themes: 

● Increasing competitiveness in an attempt to ensure the sustainability of the sector 
● Improving the quality of infrastructure, facilities / improvements and of services 
● Strengthening the international position and the specificities of the country as a tourist destination 
● Developing the right conditions for investment, growth and innovation 
● Actions regardin the seasonality of demand – the development of “out of season” tourism  
● Extend the territorial coverage of tourism, encourage development and expenditures in regions 

with high potential 
● Addressing labor shortages and increasing skills and training 
● Attracting new markets and meeting their needs 
● Improving transport and its connections  
● Enhance tourist information and data. 
In the last two years we have seen a number of strategic developments that have given new or 

greater importance to the following issues: 
● The decreasing importance for the growth of tourism volume in terms of expenditures and tourism 

value, as well as other social benefits. In Korea, for example, the new government has defined a strategic 
direction that focuses on "tourism welfare" and promotes tourism as a means of improving the quality of life 
and stimulating the national economy. Policies increasingly integrate the general principles of inclusive 
growth, with the involvement of local communities, creating quality jobs and ensuring universal access. 

● Familiarity with the pressures resulting from fast and often chaotic growth of tourism in some places 
associated with the risk of "overtourism" and the need to focus on how to manage and remedy reception 
capacity issues. Iceland analyzes or implements various provisions to manage tourism growth and improve 
visitor taking over (Box 1.6).  

● The urgent need to introduce digital tools in many areas of development, tourism management / 
administration and marketing. 

● Raising awareness of safety and security issues affecting visitors’ decisions and well-being and 
the need to ensure that these issues are taken into account when traveling and visiting. 

 
 

  



26 
 

III.2.4. Local and Regional Planning of the Destinations 

 

 
 Many national tourism policies have as a notable feature the reorientation of planned and integrated 
interventions on regional and local destinations. Various countries have implemented programs based on a 
choice of local destinations, selected because of their tourism potential or economic needs. They see this 
approach as an effective means of concentrating resources and involving stakeholders. 

Destinations must, in turn, implement their own policies and programs to achieve fruitful, well-
received and integrated tourism development. The Government can provide them with reference frameworks 
and guidance for this purpose. The Icelandic Destination Management Plans provide an example of this: 
there are statements of common principles guiding growth and development, clarifying the roles of different 
stakeholders and defining the necessary measures and resources. Also, destinations have benefited from 
various forms of funding and assistance to carry out their programs and to carry out their development 
projects and other initiatives. This is especially true for the New Zealand Tourism Infrastructure Fund and for 
the Portuguese program of valorisation. In the United Kingdom, the Discover England Fund has financed and 
shall finance projects in amount of £ 40 million between 2016-2017 and 2019-2020 to encourage foreign 
tourists to visit different destinations in England.  
 

III.3. Renewed products and services offers, original destinations 

 
 The good functioning of tourism is based on an offer of products and tourist destinations providing 
attractive, stimulating and satisfying services, in line with market trends and visitors' expectations. It also 
presupposes their efficient and effective promotion. Countries are aware of these imperatives. They take 
many steps to identify the requirements of new and traditional emitters to define and develop tourism offers 
based on original themes and routes, as well as for effective and creative marketing campaigns. These 
measures must also contribute to the achievement of strategic objectives and priorities. Many countries have 
highlighted the need to improve competitiveness through a specific tourism offer, to give more interest to 
less-known regions and to afford them and accept more expenses for them and, in particular, to address the 
problem of seasonality and job development at different times of the year. The strategic location of digital 
transformation also plays a major role in the implemented policies. 
 

III.3.1. Emphasis on strategic and thematic approaches for products and destinations 

 
 Many countries see the substance of their tourist attraction in their cultural and natural heritage. 
Current policies call for the preservation of these valuable properties as such and for the interest of tourism. 
Various measures are also taken to achieve greater trade benefits, in particular for a better distribution of 
visitors’ expenditures at national level and during the entire year. Developing visiting offers based more on 
ecotourism, wild regions and outdoor activities is often a matter of course. Several countries, including 
Canada and Chile, have set up volunteer programs to strengthen the image of their destination in relation to 
their national parks. 

Other countries, with a wide variety of lands and various landscapes, see hiking and bicycle touring 
as a market of prime importance. Among their projects, there is the new extension of the Nga Haerenga 
bicycle touring circuit, plus routes to the Great Walks national pedestrian network in New Zealand, the 
development of the award winners mountain routes in Luxembourg, the setting up of bicycle touring routes 
in Israel and the further expansion of the European Eurovelo bicycle touring routes.  
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Ecotourism has proven to be a useful tool for sustainable development in rural areas in Romania 
and other Central and Eastern European countries, which offers strong support to their policies. In general, 
various destinations have encouraged rural and native tourism, partly to provide visitors with new, typical 
experiences, but also to support local livelihoods. 

In Germany, an ongoing project called Destination Scenography: How is cultural tourism able to 
ensure the  success in rural areas?, has given rise to considerable interest and has been extended to six 
regions that are supported to serve as models for others. By bringing together cultural and artistic actors and 
destination management professionals, the project aims at establishing original and sustainable cultural 
brands, creating elastic networks of competent interveners, and defining sustainable funding programs.  

In Peru, a project focused on the development of product use and local artisans in the tourism supply 
chain, and in South Africa the Tourism Department is currently developing a reference framework for "tourism 
complex development", focusing on sustainable tourism in the rural localities. Other countries have sought 
to diversify their tourism offer by targeting new and alternative markets to improve employment during the 
low season and to attract visitors with greater purchasing power. For these reasons, health and wellness 
tourism has been launched or developed in several countries, including Latvia, Lithuania, Mexico and Turkey, 
where the Ministry of Culture and Tourism selected three regions for the development of thermal tourism to 
carry out pilot projects.   
 The Luxembourg Government has highlighted the importance of congress / conferences and 
business tourism for the Grand Duchy, as well as the need to improve coordination on this segment and 
increase its international visibility. From this perspective, the Ministry of Economy created the Cluster MICE 
in Luxembourg in 2015. Based on a SWOT analysis, a joint strategy MICE (motivational and corporate 
travelling) has been developed defining the major axes of sectoral development, market identification and 
customer segmentation and describes the promotional tools to be used. In addition to the cluster technical 
committees, authorities are working with the sector to implement various development projects, including a 
MICE event calendar, a quality charter, and a project to organize ecological meetings to promote and highlight 
events ecoresponsabile. Its flagship promotional project is the prestigious biennial event Meet Luxemburg, 
launched in 2016 to invite potential MICE customers on the markets concerned, to present the advantages 
of the Luxembourg destination and to make contact with the demand and supply. The ultimate goal is to 
create a National Bureau of Congresses for the MICE sector. In addition to its one stop office function, it will 
play a key role in promoting the Luxembourg economy associated with the priority economic sectors, which 
are considered particularly promising for congresses and events.  
 

III.3.2. Marketing and effective promotion campaigns 

 
 Tourism marketing is an essential function of national tourist offices. Generally, it is guided by general 
tourism policies and strategies, although discrete sales strategies are sometimes developed separately. In 
this field, recent developments have been drafted, but have different forms depending on the country: 

● Awareness of the fast growth and future potential of several emerging markets, particularly in 
China, but also in other countries, especially the Asian ones. Almost every country, on all continents, has 
identified sales opportunities on these markets and has integrated them into their strategies. 

● Taking into account the need to maintain more emitting markets in order to avoid excessive 
reliance on some of them and the risks of a sudden slowdown in their activity. This aspect is specifically 
mentioned in the marketing policies of Turkey and the State of the Philippines, but is also widely taken into 
account elsewhere. 

● Increased efforts to identify and attract high-scale (quality) independent markets. Spain, for 
example, focuses on the "sophisticated" segment, which can be described as consisting of people interested 
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in culture, arts, original visits, gastronomy and shopping. Korea is targeting new independent Chinese 
travelers, who offer simplified visa formalities. 

● Increased attention to numerical strategies, as digital platforms open new opportunities for 
partnerships and new market access at lower costs than traditional trading methods. 

Although there is a downward pressure on public funding for commercialization, global budgets have 
remained stable, partly due to the highly competitive nature of the global tourism market. Most countries, 
however, recognize that they need to find ways and means of mobilizing and stimulating private sector 
funding to promote their destinations and get involved in this. Among the challenges they face, it may be the 
need to identify business partnership opportunities, provide concrete evidence on the impact, results and 
effectiveness of contributions in kind, and to accept in particular the benefits in kind as an appropriate return 
on investment (OECD , 2017b).  

Some countries have been receptive and increased the resources to be marketed in the face of fast 
developments in the situation; For example, France has created an emergency fund to promote tourism in 
order to cope with the market crisis as a result of the 2016 terrorist attacks. A particularly creative aspect of 
tourism marketing was the definition and promotion of new destination brands. Russia has made efforts to 
mobilize the interest and support of locals in creating brand new images. The creation of illicit brands, partly 
linked to newly defined or privileged tourist development areas and accompanied by innovative product 
concepts and offers has played a decisive role in some countries.  
 This is particularly true in the Netherlands, which has realized that a country's tourism offer is made 
up of several small cities of a non-violent importance and has adopted the HollandCity brand and marketing 
strategy; in Poland, with the Polish Territorial Tourist Brands House; and in Ireland, with the success of 
culture-based brands and regional circuits (Box 1.12). 

Other countries have creatively developed marketing projects and campaigns inspired by strategic 
priorities, especially the need to encourage off-season tourism (such as Croatia's 365 campaign), the 
establishment of trans-national partnerships (Visit Arctic Europe) and the use of social networks for 
exploitation of expanding markets. Promotional operations continue to be based on traditional tactics, such 
as co-operation with travel agencies and tour operators, contacts with media and specialist journalists, and 
participation in tourism events.  

However, online marketing and social media use now occupy a privileged place in most of the tourism 
marketing campaigns. Thus, the Campaign Canada Destination “Travel of Y Generation” aimed to use social 
networks (Instagram, Facebook, Pinterest, Twitter and YouTube) to strengthen Canada's notoriety and 
increase the desire to visit the country by interfering in the exchange passengers platforms and by supplying 
conversations through content delivery. In fact, many national tourism offices place digital technologies at 
the heart of their strategy. Thus, VisitDenmark, Destination Canada and NBTC Holland Marketing are 
attempting to create new partnerships with online travel operators and digital platforms such as Airbnb, while 
Visit Portugal has chosen everything to be digital for all trading operations (OECD, 2017b). 
 

III.3. 3. Full transition to digital technology 

 

 The digital revolution has had a profound and sustainable influence on tourism. It is at the same time 
a source of opportunities and challenges for independent tourism destinations and businesses, which must 
fully adopt new technologies if they want to maintain their competitiveness, fact that policies and strategies 
in the field of tourism have to take into consideration. If all countries make appropriate arrangements, some 
have commissioned studies or developed specific plans and programs for the digital switchover in the tourism 
sector, in particular Austria, Bulgaria, Korea, Croatia, Denmark, Spain, Russia, Italy, Mexico, Switzerland and 
Turkey. 
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There are two main areas where the digital switchover has a profound impact on the development, 
management and marketing of tourism. The first is the communication with tourists. It presents multiple facets 
that countries have to consider, such as: all forms of online presentation of promotional messages and 
information; the effective use of social networks to influence elections and to promote the exchange of 
experiences through personal contacts and commercial networks; the increasing importance of the 
mechanisms for assessing tourist facilities by customers; increasing the domination of online travel agents in 
managing travel purchases, which has a significant impact on business performance; the continued use of 
mobile technologies to provide information to visitors during their accommodation. 

Another aspect of the transition to digital technology is the opportunity it offers to resort to the use of 
new creative ways to improve the visitors’ experience, especially by making more use of virtual reality, not 
only for contextualizing attractions, but also for adding new dimensions of promotional and marketing 
strategies, such as the "Spirit of Scotland" campaign from the United Kingdom. 

The second major consequence of the digital transition lies in the opportunities it offers for managing 
transactions and for collecting and processing information and data on tourism demand and supply. This is, 
for example, the exploitation of new data sources and larger volumes of more complex information. In the 
tourism sector, work in this area is still embryonic. Several countries have launched new projects for the 
systematic management of digital information, such as the Integrated Tourism Information System in Bulgaria 
and the DATA Tourism platform in France. The eVisitor Platform created in Croatia provides an example of 
an integrated approach. 
 In defining their digital tourism strategy, countries will need to find ways to address gaps in their 
systems, particularly in terms of infrastructure and interconnections, for example through the use of high-
speed networks and wifi networks easily accessible to tourists, and removing barriers related to the high level 
of roaming charges. Various projects provide a special place to strengthen the digital skills of small 
businesses and their access to technology.  

Capacities development in the sector is thus a privileged point of the program for the development 
and digital transformation of tourism in Austria. Given its universal nature, the digital transition begins to 
occupy a central place in the way that destinations are perceived, planned, managed and delimited. The 
notion of "intelligent destination", an innovative tourist destination, using advanced technologies to ensure its 
sustainable development, also takes its place in the practice of tourism. The first World Intelligent Destination 
Conference was held in Spain in 2017, where this concept was implemented as part of an "Intelligent 
Destination". 

 

III.4. Features of the current tourism branch: competitiveness, sustainability and 
inclusiveness 

 

 Throughout the world, countries face the same challenges as removing obstacles to competitiveness 
in the tourism sector and improving its resilience and sustainability. Basically, it is about increasing openness 
and visitor flow, knowledge and resources. Strategic priorities, which are reflected in policies and field 
interventions, include improving transport, strengthening accessibility in all its forms, improving quality, 
stimulating investment and business results, and developing skills, jobs and career opportunities in tourism.   

At the same time, it is generally accepted that tourism, when relying on strong stakeholder 
involvement and sustainable development principles, can promote more inclusive growth, offering 
employment opportunities and economic development both in urban areas and in the rural ones. It can also 
stimulate interest in culture and the environment and can help finance the protection and management of 
protected areas as well as the conservation of biodiversity. Given its potential to advance the Universal 
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Sustainable Development Program by 2030, 2017 was proclaimed the " International Year of Sustainable 
Tourism for Development". 
 

III.4.1. Qualitatively improved and direct transport 
 

 The existence of efficient transport infrastructure and services is essential to attract visitor flows that 
ensure the vitality of the tourism sector. In order to develop their own tourism economy, countries need to 
establish quality links with existing and potential emitting markets and provide visitors with practical, effective 
and agreeable ways to travel to their destinations. The absence of disruptions in travel industry involves the 
elimination of all kinds of unnecessary physical, economic, legal or administrative obstacles, whether due to 
unfavorable impressions, lack of information, encouragement, security and hospitality. 

The improvement of the accommodation, as experienced by visitors, requires efficient means of 
access, visa procedures and efficient customs formalities, convenient multimodal transport to destination, 
effective correspondence between interregional and local modalities, electronic offices for tickets, information 
and multilingual signaling as well as facilitation of access for passengers with reduced mobility (OCDE, 2016). 

The complexities of visas and admissions in the territory are proven obstacles to travel. Despite the 
strengthened security measures in many parts of the world, countries have continued to introduce 
accelerated and more functional procedures. The United States has developed the use of trustworthy 
programs, self-service kiosks, improved signature systems and developed waiting systems and other 
technical advancements in arrival formalities at their entry points. 

In the UK, one of the five main priorities of the Tourism Action Plan implemented by the authorities 
is to encourage continuous improvement of procedures. In 2018 France reduced the minimum visa 
requirements for the citizens of 10 new countries and accelerated customs clearance at the ports of entry. 
Russia has relaxed its visa requirements for circuits with three days or less. Improvement of visa formalities 
and other travel facilitation measures are sometimes achieved through bilateral agreements, such as those 
negotiated between China and many countries, including Australia, the United States, New Zealand and the 
28 EU Member States. Many destinations continue to pursue a proactive policy of liberalization of air 
transport. Several countries, such as Australia, Brazil, Greece, Israel and Iceland, are actively seeking new 
air links. The case of Malta demonstrates the usefulness of working with local airport authorities to create 
new lines and the considerable growth that may result from this. 

The interest in travel is in no way limited to air routes. Some countries have taken steps to improve 
a range of infrastructures and services. The optimization of multimodal air, land and maritime transport 
networks is a key priority in the Philippines. In the UK, the top priority of authorities is to provide international 
tourists with various transport services (rail, bus, coach) to facilitate their travel outside London. In New 
Zealand, the government published a Government Policy Statement on Land Transport; this policy statement 
sets government priorities that influence investment decisions in transport across the country. The 2018 GPS 
project emphasized tourism so that the roads and auxiliary facilities used by tourists were adapted for this 
purpose. A review of the project is in progress to check whether it reflects the government's current priorities.  

Making infrastructure to facilitate visitor travel and discovering destinations is not only motivated by 
improved accessibility and growth. Various countries, including Austria, Italy and Slovenia, have launched 
mobility projects based on hiking, cycling and public transport, which are attractive tourist products but are 
also in line with policies aimed at reducing congestion and carbon emissions related to travel trips. In Italy, 
the year 2016 was designated "The Year of the Roads in Italy" (I Cammini d'Italia) to enhance the cultural 
itineraries through improved information and commercial actions. 
 

III.4.2. Consolidation of domestic tourism and the extension of the access to tourism 
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 The relative importance of the internal market in the economy varies considerably depending on the 
country. In many developed countries, its value is often significantly higher than that of the international 
market in total visitors' expenditures. Many countries, aware of the major contribution of domestic tourism to 
enterprise results and profitability, are looking to develop it. A dynamic domestic market can reduce the risk 
of over-reliance on certain international markets, sometimes more volatile. This can also reduce the problem 
of seasonality, although in some countries peak season in domestic tourism is quite long. Sustainability also 
provides arguments for the internal market, as it probably produces fewer carbon emissions from the 
transport of visitors, even if policies rarely take this into account.  

Several countries have reported that they have implemented specific projects and special programs 
in the domestic market, such as South Africa, Germany, Chile, Korea, the United States, France, Italy, 
Mexico, Poland, the Slovak Republic, the United Kingdom and Turkey. Some have launched global marketing 
campaigns, such as the "Walk Through Mexico" promotional campaign, which aims not only to encourage 
domestic tourism, but also to promote product diversification and reduce seasonality. The Campaign "Poland 
See More – Weekend at half price", conceived by the Ministry of Tourism and Sports, incites a large number 
of attractions, activities and hosting providers to propose a weekend at promotional prices. 

In Turkey, the ministry of tourism strives to develop domestic tourism by supporting fairs and events 
that yield to this activity; he also acts in cooperation with the Association of Tourism Agencies in Turkey under 
the "early booking" campaign, which offers reasonable prices for domestic tourists who reserve their visit four 
to seven months in advance. 

Some projects to promote domestic tourism have not only an economic end, but are also closely 
associated with policies aimed at offering all indigenous people the opportunity to take a vacation, regardless 
of their personal situation, as part of a social tourism program. This may involve subsidized offers for certain 
groups and measures to encourage the improvement and promotion of the creation of easily accessible 
facilities.  
 

III.4.3. Consolidation of the enterprise performance, quality control, and investment process 

 
 Policies aimed at increasing the competitiveness of tourism must pay particular attention to the 
efficiency and quality of tourism business activity and the volume of investment in this sector. It is about 
improving the overall economic environment and taking measures to define and promote quality services and 
provide different forms of incentives and support.  

Several countries have taken steps to reduce the regulatory burden on the operation of tourism 
businesses and investment, sometimes under wider legislative reform of the sector. Brazil has examined 118 
proposals to modernize the tourism law; Malta has initiated a major reform so that its regulatory framework 
is better able to respond to and adapt to the fast evolution of the sector; Slovakia has conducted a study of 
the impact of regulations on tourism enterprises, especially SMEs, and has taken measures to mitigate them. 
In Greece, a systematic process has led to the creation of a new legislative framework for tourism.  

The growth of informal tourist services, especially online accommodation platforms, has been 
translated into the creation of many micro-enterprises in the sector. In many countries, this devolution was 
well received and sometimes helped to reduce the accommodation deficit. However, many destinations are 
now taking measures to regulate this form of tourism in order to fight against unfair competitive advantage, 
to ensure the well-being of tourists and locals, and to mitigate the negative effects on the local property 
market. From this point of view, we can cite a detailed study in Germany, new laws on the registration of 
furnished locations in regions with a shortage of accommodation in France, and a new regulation of private 
accommodation in Japan.  

Another area of action and intervention in the operation of tourism enterprises is the establishment 
of standards and their use to indicate levels of quality and to encourage improvements. The emergence of 
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devices that allow customers to express their opinions and record services has had a significant impact on 
quality certification and quality rating mechanisms, which are generally optional. Several countries have 
adapted and continued to develop their systems, sometimes adopting a customer assessment mechanism 
and associating the provision of advice to SMEs. New quality assurance programs have been introduced in 
Luxembourg, the Czech Republic and the Slovak Republic, and France has taken steps to upgrade its 
“Qualité Tourisme” label. 

In addition to business improvement measures, authorities in different countries have claimed more 
direct interventions to support investment and the functioning of tourism businesses through funding, taxes 
and other forms of support, assistance, including large investment projects and support for SMEs. Although 
the above-mentioned programs and initiatives focus on investment, some countries have also taken financial 
measures to increase tourism spending for businesses.  

Korea has introduced a travel card that offers international tourists discounts on transportation, 
attractions, shopping, festive dinners and leisure activities; In addition, an automatic reimbursement system 
and an immediate deduction policy allow fast tax refunds and the purchase of certain items free of charge. 
In Latvia, in order to strengthen the sector's competitiveness, the VAT for accommodation was reduced to a 
lower rate than that generally applied.  
 If they want to realize the potential to move towards a green economy and sustainable and inclusive 
growth, public authorities should take action to better promote and generalize investment and funding to 
develop sustainable tourism. Possible policies require action to be taken, such as: 

- to facilitate access to finance for investment projects owners in sustainable tourism, regardless of 
their size; 

- to be promoted the shift towards low-carbon emissions investment that is highly sensitive to the 
effects of climate change and encourage companies in the sector to adopt more responsible practices; 

- to be strengthened the capacity of the public administration and to coordinate interventions better 
at its different echelons; 

- to be improved data and analysis on financing and investment in sustainable tourism development.  
 

III.4.4. Counteraction of labour shortages and the increase of human resources skills in 
tourism 

 
 Lack of workforce and supply of skills in the tourism sector is a major challenge, which is among the 
priorities of many countries in all regions of the world (Australia, Austria, Brazil, Canada, Egypt, France, 
Greece, Latvia, Mexico, Peru, Poland, Slovakia, the United Kingdom, Slovenia, Sweden and Turkey). In 
some countries, the lack of human resources, especially in the accommodation sector, hampers economic 
growth. In others, the mediocrity of services, due to the lack of staff qualifications, poses a particularly difficult 
problem.  
This situation has led to the implementation of various programs and specific remedial measures. Some 
countries have set up new structures for this purpose, involving competent state services and sector 
representatives, such as Tourism and Hospitality in Australia and the Committee of Professional 
Competencies for the tourism sector in Peru. Several countries have implemented measures designed in a 
variety of ways to act on current and potential employees as well as on businesses such as: 

● Establishing new training programs, possibly subsidized. These may refer to different levels of 
qualification and to different categories of companies, as is the case in Brazil. 

● In-depth review of future requirements for professional and training profiles in this sector (Peru). 
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● Initiatives to encourage employers to offer training programs. This is particularly true for the 
incentives offered to Greek companies to help unskilled workers acquire skills and for measures re-launch 
the apprenticeship in the UK. 

● Revise and reform the architecture of qualifications, certification and accreditation of tourism 
training courses to better cope with the current situation (Egypt, Latvia, Peru, Turkey). 

● Encourage and promote interest in a career in tourism. In Austria, a project has been launched to 
increase the attractiveness of jobs in the sector; it provides, in particular, professional guidance in the school 
environment to the attention of teachers, students and parents. A competition for students in the field of 
tourism was organized in the secondary school in the Slovak Republic.  

● Increasing the capacity of institutions and companies to offer training programs. 
Turkey has organized training programs for trainers and has strengthened counseling services. The 

lack of workforce and the difficulties in recruiting staff in this sector are partly due to a negative image, mainly 
due to mediocrity in the quality of working conditions and the remuneration of the jobs offered. Some countries 
have to remedy this situation. Problems may include other issues, such as financial accessibility of 
accommodation and the routes between home and work. This latter aspect is taken into account in Mexico, 
where the actual plan for the improvement of the Los Cabos tourist destination has a program called 'Good 
Employers', addressing the needs of employees' accommodation and the quality of their lives. 
 

III.4.5. Pioneers in the application of sustainable tourism programs 
 
 Many countries evoke in their policies the need to advance towards sustainable development and to 
implement the social, economic and environmental program to ensure sustainable tourism. To do this, 
tourism development and management must take into account the current and future impact of the activities 
concerned on the environment and on local communities as well as on the long-term resilience of the sector. 

Sometimes wider national or global policies influence the focus on sustainable tourism. In Norway, 
for example, a new infrastructure policy places a particular emphasis on reducing greenhouse gas emissions 
from transport, which has implications for tourism. Globally, the UN proclamation of the " International Year 
of Sustainable Tourism for Development" in 2017 drew attention to these issues, particularly on the link 
between tourism and the 17 sustainable development goals.  

Some countries have made formal commitments throughout the year, particularly Mexico, where 
tourism authorities, representatives of the private sector, the academic field, environmental organizations 
and international NGOs have signed a "national commitment regarding the sustainable tourism for 
development ". Various measures are being implemented to make sustainable tourism policy a reality, such 
as:  

● Improving knowledge and monitoring the sustainability impact in this sector. Croatia has set up an 
observatory for this purpose. Costa Rica uses a new social progress index to monitor the welfare of the local 
population in tourist regions. 

● Maintaining sustainability or environmental certification mechanisms for enterprises from the 
toursim field. Some countries reported increased participation in these devices; it is, for example, the case of 
Green Star hotel certification in Egypt. Italy has adopted an integrated approach with a new hotel 
classification mechanism that puts particular emphasis on sustainability and accessibility. 

● An upward trend towards certifying and accrediting local destinations based on their sustainable 
practices. Initiatives taken in Spain, Sweden, Colombia and Germany can be cited in this regard. 

● To favor the adoption of renewable technologies and operations in the tourism sector, as is the 
case in the Philippines and Germany. 

● Use investment and funding instruments to provide the resources needed to build capacity, 
promote renewable energy adoption and reduce greenhouse gas emissions. 
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Mexico has a program based on the hotel sector in Chile, the Foco Destino program develops local 
capacities to stimulate the development of sustainable tourism, and the Campaign to Combat Climate 
Change and Energy Efficiency of the German Hotel and Restaurant Association was recognized as a good 
example of a sectoral, information and awareness strategy on energy efficiency.  

The measures described above can be supported by promotional campaigns and used to support 
the brand image of a destination. Slovenia has sustainability certification programs for businesses and 
destinations, projects that encourage green investment in businesses and infrastructure and it positions itself 
as a green, active and healthy destination. 
 

III.4.6. Promotion of security and peace 
 

Over the past three years, the close link between tourism, peace and security has gained visibility in 
global and national tourism policies. This theme was among the five strategic axes of the International Year 
of Sustainable Tourism for Development (2017). 

Several countries have taken measures to increase transport safety, border controls and key tourism 
objectives and destinations. The United States, for example, has taken steps to strengthen the security 
measures applied to all commercial flights that have been depopulated in the country and, in particular, have 
installed more effective detection systems. They work in cooperation with their international partners, which 
results in a worldwide improvement of standards in this field.  

At the supranational level, and in line with the Schengen Borders Code, several Schengen member 
countries (the largest free movement area in the world) have temporarily restored internal border controls 
due to threats to public policy or internal security, such as the secondary movements of illegal immigrants 
and persistent terrorist risks.   

If maintaining and improving safety standards are a priority for this sector, the role of tourism as a 
factor of mutual understanding and peace is increasingly recognized. By encouraging confrontation with other 
cultures, exchanges between hosts and visitors, through critical interpretation of historical themes and sites 
of interest, and through international contacts, tourism can promote a culture of peace. In a more general 
way, as an agent of sustainable and potentially fast development in regions emerging from a conflict, it can 
contribute to creating the conditions for the spread of peace. Columbia's national development plan, which 
links peace to tourism, is an enviable example in this respect.  
 

III.5. Megatrends that influence the future of tourism and their implications 
 
 The growth of world tourism has been significant in recent decades, as the sector benefited from the 
effects of globalization and technological advances that have reduced airline prices and facilitated planning 
and booking flights and sharing their real-time experiences with those in the vicinity. This expansion should 
continue, but environmental developments, technological innovations and demographic shifts will completely 
change the face of tourism by 2040. In order to assess the extent of the developments that tourism might 
have in the coming decades, the OECD report has analyzed the megatrends which shall most likely affect 
the sector. They reflect significant social, economic, political, environmental and technological developments 
that take place worldwide on a long term basis. They usually act for decades and can fundamentally alter 
and disrupt the various sectors of activity, including tourism, around the world. 

In order to define and evaluate the major megatrends that could affect tourism over the next few 
years, the OECD relied on the responses of member countries and partner countries to an inquiry into such 
a theme from 2017. The information was provided by participants of a workshop on the analysis of these 
megatrends (which brought together representatives of governments, international organizations and 
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industry) in order to better know the future of tourism. Within it, there were identified and analyzed the 
fundamental megatrends that should guide the evolutions of the following decades and that can transform 
the tourism:    

a) the evolution of tourism demand; 
b) Sustainable growth of tourism; 
c) structural technologies; 
d) passenger mobility. 
Studying their multidimensional effects up to the horizon of 2040 is more than necessary, because it 

can guide public action and direct the future of tourism. 
For each of the megatrends, the report examined the likely impact on the tourism sector and outlined 

the main facts and forecasts, highlighting the consequences of these megatrends for public action and 
suggesting a number of steps that officials could take to address these new challenges . The same report 
proposes three areas of intervention:   

- modernizing the regulatory and legal framework; 
- establishing partnerships; 
- identifying opportunities to define policies that take into account future trends.  
The specific impact of these megatrends on tourism by 2040 remains uncertain. However, in order 

to adopt a prospective approach, public authorities must first have a clear idea of the value of tourism for 
their economy and invest accordingly. They must establish a clear strategic orientation with rational objectives 
and adopt an integrated approach involving key stakeholders. The elaboration of detailed long-term plans 
with a high political cycle but one which retain the necessary flexibility to quickly identify emerging trends, 
adapt to them and change priorities, providing a stable basis for sustainable and inclusive growth, which 
takes into account not only current and future economic and social effects, but also meets the needs of 
visitors, tourism professionals, the environment and host communities.  
 

III.5.1. Global megatrends that change the tourism 
 
 There have been different trends in the world that could transform society. The most important of 
these are megatrends, because they are of great magnitude and of long duration, and their effects have been 
felt for at least two decades. Therefore, these are, in general, phenomena that spread in different countries 
of the world and can often guide the world’s economy and society in precise directions. Megatrends usually 
produce real and lasting changes that affect the economic, political, environmental and technological issues. 
Although they can have considerable consequences, they are slowly evolving on relatively stable trajectories. 
Global megatrends that should affect countries across the globe over the next decade have links, inter alia, 
with demographics, economic interdependence, public debt, climate change and urbanization. A megatrend 
like urbanization, for example, will certainly offer social and economic opportunities but will exert pressure on 
infrastructure and resources as the urban population grows. If the exact result of these developments is not 
certain, accurate predictions can be made to allow authorities to take action in order to be prepared for this. 
In order to manage the consequences of megatrends, we must first understand them in the smallest detail. 
Governments around the world need to step upstream to take decisions that will have long-term benefits, 
address potential challenges, and take advantage of prospects that can accompany them. They need to 
examine the effects of megatrends in the areas under their responsibility, including policies to ensure 
economic prosperity, security, social cohesion and environmental sustainability (KPMG and Mowat Center, 
2013).   

To support governments in managing these phenomena, the OECD developed an approach based 
on four strategic categories: population, planet, productivity and political organization (Table 4). Tourism and 
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related sectors are components of the global economy over which many megatrends have influence. The 
International Air Transport Association (IATA), for example, states that various factors will condition the 
demand for passengers over the next 20 years:   

- the emergence of a middle class in developing countries, 
- the divergence of demographic perspectives,  
- the increasing liberalization of the air markets, 
- climate change (IATA, 2016). 
World tourism has steadily grown for over 60 years, reaching its highest level in 2016, with about 1.2 

billion arrivals. It is estimated that this figure will reach 1.8 billion by 2030, with expected growth in 
international tourists going to be twice as fast in emerging countries than in advanced countries. World Travel 
Expenses increased to more than double between 2000 and 2016, from $ 495 billion to $ 1200 billion, 
representing 7% of global exports of goods and services (WTO 2017A). In OECD countries, tourism 
represents an average of 4.2% of the GDP, 6.9% of employment and 21.7% of exports of services. Overall, 
the projected growth of the tourism sector could be favored or slowed down by the identified megatrends. In 
order to make the necessary decisions and to adapt, the public officials and the branch need to better 
understand what their likely impact on tourism is in the coming decades.   
                       Table 4  
    The framework of OECD megatrends  

Megatrend  Content  

Population  It is generally linked to demographic change as well as to changes in health, work and social 
cohesion. In the context of tourism, this trend is closely linked to the evolution of tourism 
demand, which means, for example, population aging and the growth of the world middle class  

Planet  It generally refers to the state of the environment and the impact of climate change as well as to 
the access to resources - such as food, energy and water. In the context of tourism, this trend is 
essentially linked to the sustainable growth of tourism.  

Productivity  It generally refers to sources of growth, such as technology, innovation and entrepreneurship. In 
the context of tourism, the growth of structural technologies has influenced the way people travel 
all over the world through collaborative economy platforms, for example. Progress in the domain 
of automation should also transform the sector. 

Political 
organization 

It generally refers to the state of governance, trust and responsibility in the public sphere. In the 
context of tourism, public decisions will have an impact in several areas, especially passenger 
mobility. This largely depends on measures taken by national authorities to promote international 
transport and to facilitate travel.  

 
 Regarding the likely evolution of tourism in the coming decades, it is clear that it will be influenced 
by major social, economic, political, environmental and technological developments. These " megatrends" 
are formed slowly but, once anchored, they exert a profound and lasting influence on human activities, 
perceptions and processes. Megatrends are sources of challenges, threats and new opportunities, often 
unprecedented, which can have different effects on the whole economy and its various sectors.  

If it is impossible to know how they will act on tourism, there is no doubt that the structure of its 
economy will evolve significantly until 2040 because: 

a) Income and study levels are progressing in developing countries, the world's population is still 
aging and new consumer groups are emerging; 

b) the conversion of global economy continue towards practices efficient in respect of resources use; 
c) Structural technologies and collaboration platforms continue to create new tourism markets and 

new economic models;  
d) the expected increase in the number of tourists, safety and security concerns, the evolution of 

travel facilitation measures, transport innovations, access infrastructures and air traffic regulations have an 
impact on passenger mobility.  
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Governments and tourism industry specialists need to analyze and identify the multidimensional 
implications of these megatrends to guide policies and guide the future of tourism. A detailed analysis of 
these developments will enable public officials to include new issues that are not anticipated so far in their 
strategic action program, develop possible scenarios and public interventions, and better support public and 
private actors in taking advantage of the opportunities and problems that may arise.  
 
III.5.1.1. Evolution of tourism demand: realities, predictions and implications for the tourism sector 
 
 In the coming decades, the increase of incomes and education in emerging countries, gender 
balance, persistent aging of the world's population, and the emergence of new consumer groups will change 
the structure of the tourism economy. The combination of these factors will affect the travel trend as well as 
travelers' expectations. Although growth is expected to be slower than before, it is foreseen that the world's 
population will grow from 7.4 billion in 2015 to 9.7 billion in 2050 as a result of demographic evolution in 
developing countries.  

Demographic change will deeply transform tourism demand in the coming years. Some trends, such 
as the continuous increase of the global middle class and the aging of the population, mean that the 
population of the world will generally be richer and older in the coming decades. In addition, the growth of 
new generations will affect the criteria currently governing the tourism market. Generations Y and Z will 
become key players in mobility, and their travel behavior could lead to significant changes. As a result of 
these developments, not only the behavior of travelers will change, but their requirements will probably be 
very different from what they are today, which will create new opportunities and new challenges for the future 
and will probably lead to a decline in the Western conception that currently dominates the travels, holidays 
and practices associated with them (Kyyrä and Rantala, 2016).  

The enrichment of emerging countries is largely responsible for the current and fast significant 
expansion of the middle class in the world. The significant increase in purchasing power and middle class 
consumption is expected to have a major influence on the world economy over the coming years. It is 
estimated that, in only a few years, most of the world's population will be considered to belong to the middle 
class (Kharas, 2017). Not only does this develop, but this happens very quickly. This development will have 
important consequences, especially as this expanding category will have a higher purchasing power. Under 
the combined effect of this growth and as technology advances, middle class members will have easier 
access to goods and services around the world.  
 By the end of 2016, the number of middle class people in the world was estimated at about 3.2 billion. 
Approximately 150 million people are added each year to this strength, most of which (88% as estimated) 
living in Asia (Kharas, 2017). In 2015, the global average class spent $ 35,000 billion a year, about one-third 
of the global economy. But this figure is expected to double by 2030 (US $ 29 billion), with developed 
countries generating only $ 1 billion of this growth (Kharas, 2017). Other forecasts indicate that by the year 
2030 the fast development of this class will result in an increase in the population of large cities, especially 
in Asia (ESPAS, 2015). 

Despite this fast increase in the world middle class, challenges will multiply in the coming decades. 
The impact of technological advances and automation on the active population could thus fundamentally 
change the strengths of the middle class (Bremmer, 2016). In fact, this demographic segment could continue 
to increase inequalities. Besides, the growth curves vary depending on the regions of the world. The approach 
of the middle class is mainly due to emerging countries. Its progress will be much slower in developed 
countries, while in some Western countries it is stagnating or declining. As it continues to grow, the role of 
emerging countries in the world's emitting markets will be increasingly important.  

Another growing demographic segment is that of the elderly as a result of the combined effect of 
increasing life expectancy and decreasing fertility rates (ESPAS, 2015). Due to the aging population, it is 
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estimated that the share of people over 60 years of the world's population will be double over the next 35 
years, this progression being more pronounced in some regions than in others. Over the next half century, 
aging populations will affect most OECD countries. Developing countries, especially in Africa and South Asia, 
will see their population grow considerably. Fertility rates are lower than replacement rates in many advanced 
countries and in some emerging countries such as China and Brazil. Between 2010 and 2060, the OECD 
population is expected to grow by 17%, but the active population (15-64 years) could fall by 7%, which could 
lead to a shortage of labor and would endanger the growth of demand travel. Aging workforce could have 
negative long-term effects, endangering social protection systems and profoundly changing consumption and 
investment flows. 

The United Nations predicts that nearly a quarter of the population will be aged 60 or over in 2050 in 
almost all regions of the globe. This demographic group is currently showing an annual growth rate of around 
3%, which means it is expected to reach 1.4 billion people by 2030 and 2.1 billion by 2050 (United Nations , 
2017). 

The aging rate should not be the same everywhere. In Europe, for example, 25% of the population 
is already aged 60 or over, and this figure is estimated to reach 35% in 2050 (United Nations, 2017). Growth 
is not expected to be equally high in other regions, but this age group will expand across the world. According 
to some studies, tourism is one of the sectors that will benefit most from the aging population, who is willing 
to spend more time than previous generations. Senior markets would indeed offer profitable prospects and 
a particularly high growth in this sector. In the United Kingdom, for example, the expenditures made by people 
aged 65 and over for journeys abroad increased by £ 1.3 billion between 1999 and 2011, while those made 
by people aged 16-34 declined by millions of pounds in the same period (Kingman, 2012).  
 As a result, the range and volume of goods and services that older consumers may consume, 
including tourism, should also increase substantially. Infrastructure and ancillary services will need to be 
adapted to meet demand growth and changing visitor requirements and preferences. It is therefore 
predictable that elderly tourists pay special attention to accessibility issues (whether physical or 
informational).   

In the same train of thought, a recent survey ordered by the European Commission highlights the 
potential for growth of accessibility tourism in Europe. This indicates that the adapted tourism demand 
emanating from EU citizens with special needs of accessibility currently has an economic contribution of EUR 
394 billion to the EU in terms of GDP (meanng about 3% of EU27 GDP in 2012). It also follows that, if the 
EU tourist destinations were upgraded to provide almost complete access to buildings, hotels, restaurants, 
museums and various services, demand would reach about 44% in 2020, with potential growth of 39% of the 
economic contribution of tourism (Miller, 2014). This development is illustrated by the increasing number of 
multigenerational tours, often involving families, supplied by elderly tourists with a high purchasing power 
and free time. Approximately one third of retired people have made trips with people of other generations. 
(AgeWave and Merrill Lynch, 2016). This expanding market presents a special challenge for destinations 
that have to organize and propose interesting activities for all members of the group. 

Another specialized niche, which is expected to grow significantly in the coming years, is that of 
medical tourism. As the cost of insurance and medical procedures for therapeutic or aesthetic purposes 
continues to grow in developed countries, emerging countries will become attractive in this respect. The 
quality of services of this type improves in these latter countries and costs remain low compared to those of 
the issuing markets. As a result, tourists will be more willing to consider a stay abroad for their well-being or 
to combine a medical procedure with a short-term leave (Alén et al., 2015).  

Future generations are the demographic groups that appear on the horizon. Generation Z (born 
between the late 1990s and early 2010) and the Y generation (born between 1980 and mid 1990s) will be 
prime emerging for the tourism sector by 2040. These two generations have grown with new technologies 
and the internet, which will have a decisive influence on how their members access tourism products and 
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services, evolves and communicates with them. Once they have grown up in an environment characterized 
by fast and direct access to information through digital technologies, they should be more demanding in this 
respect than previous generations. They should also be more likely to travel independently and temporarily 
access goods or services (such as transport or accommodation) or rent them rather than own them. The 
evolution of these demographic groups, each with their specific travel preferences, will put different pressure 
on public authorities and tourism professionals.  

Generation Y is currently to 20% of international travel, with estimated expenditures of $ 203 billion 
worldwide. In 2040, the people who represent it today will be between 45 and 60 years of age, the oldest of 
them will approach the retirement age and increase their wealth in the next 25 years, their share being 
expected to increase substantial. In parallel, the next generation (Z), aged between 30 and 45 years in 2040, 
will also be a force in tourism and the labor market. By 2020, it should represent the largest part of the world's 
population with the 2.6 billion people, exceeding the Y generation, which would have to be 2.3 billion people 
(Weinswig, 2016). 
 According to the existing statistics, Y generation performs more travels than other generations (four 
or more) each year, although they are shorter than those of other demographic groups (Globetrender, 2017). 
Its members are also more inclined to opt for journeys that they consider to be "authentic," preferring to get 
out of the urban environment and to "live as locals" (Future Foundation, 2016). A study performed by Airbnb 
concluded that for many members of the Y generation, trips are ahead of all other priorities, including the 
purchase of a home or a car. In addition, studies in the United States, the United Kingdom and China show 
that they focus more on lived experiences than on properties (Airbnb, 2016). The use of digital technologies 
is a second nature for them, so members of this group are more likely to create their own travel itineraries 
than to rely on the advice of travel agents or to make use of organized travel. 
 

III.5.1.2. Development of sustainable tourism, a necessity 
 
 It is widely recognized that tourism is a human activity that depends on natural resources but at the 
same time contributes to their exhaustion. Like many other sectors, tourism contributes substantially to 
energy consumption and greenhouse gas emissions. It also causes an increase in the use of freshwater and 
soil, has consequences on environmental degradation and maintains unsustainable food consumption. It has 
different incidences for global biodiversity. Its interactions with these resources may be direct or indirect, and 
even if all tourism activities are eventually local, they contribute to phenomena of global importance. 

At the same time, however, tourism can also raise citizens' awareness of cultural and environmental 
values, contribute to financing the protection and management of protected areas and strengthen their 
economic value and importance. Where tourism is based on wider stakeholder participation and sustainable 
development principles, it can promote more inclusive growth through job creation and economic 
development opportunities both in urban areas and in rural areas, and ultimately to stimulate social 
integration. 

Tourism can be a vital mechanism for the transition to a low-carbon, resource-efficient economy. 
Given its transverse nature and its links with many sectors, even small improvements will have significant 
repercussions. Taking into account its potential to advance the Sustainable Development Program in 2030 - 
by generating sustainable consumption and production patterns that are both resource-efficient and 
generating economic, social and environmental outcomes -2017 was proclaimed "The International Year of 
Sustainable Tourism for the Development of the United Nations".  

Estimates regarding the emissions linked to tourism cover all domestic and international leisure and 
business travels and focus primarily on round trips to / from destination and on the spot. Overall, the tourism 
sector accounts for about 5% of global greenhouse gas emissions (UNWTO 2017b). A more comprehensive 
analysis would also cover the restoration, construction and maintenance of infrastructure, retail and tourism 
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services. Transport accounts for about three-quarters of the emissions generated by tourism (40% by air and 
32% by road), followed by accommodation (over 20%) and cruise ships. Air emissions have increased by 
83% since 1990 and produced 781 million tonnes of carbon in 2015 (ATAG, 2016). If the situation remains 
unchanged, the sector should produce this volume three times in 2035 (CREST, 2016).  

Tourism is a tributary to freshwater resources and, at the same time, is an important factor in the 
local consumption of this wealth. Tourists need water and consume it at the shower or when using toilets, 
when practicing activities such as skiing (artificial snow), when it comes to spas, sauna, wellness centers or 
pools. Freshwater is also needed to maintain hotel gardens, golf courses, to develop tourist infrastructure 
(including accommodation) and to produce food and fuel. Variations in the availability or quality of water 
resources can have a negative impact on tourism (OECD, 2015). 
 The increase in tourism, the general trend towards a higher standard of accommodation, the 
popularity of water-consuming activities and their reduction will exert a strong pressure on these water 
resources in several destinations. Decreasing water quality and costs associated with drinking water 
distribution can compromise or exclude any potential for tourism development. The effects will ultimately 
depend on a number of factors, including the relative shortage of fresh water at existing and potential tourist 
sites, competition with other economic sectors such as agriculture or biofuels, the structure of the tourist 
industry (small guest rooms / vast hotel complex) and the volume of water used overnight. For these reasons, 
regional water conflicts have already been reported (ITP, 2013) and are expected to grow in the future as 
demand increases and supply declines.  

Food production and waste reduction have many ecological consequences. The WTO-UNEP (2008) 
report estimates, for example, 25 billion touristic days counted only in 2005. With an average of three meals 
per tourist per day, it is about 200 million meals a day. As the number of international arrivals has increased 
by more than 50% between 2005 and 2016, this figure is now around 300 million per day. Thus, hotels have 
considerable power over food production and waste reduction and can have a direct influence on sustainable 
food production through policies to purchase regional or organic products. Thus, the decision of the Scandic 
hotel chain to buy only coffee from organic farming and fair trade refers to 20 million cups of coffee served 
per year (Gössling et al., 2011). 

In the same way that a well-planned tourism development can contribute to the economic and socio-
cultural well-being of host populations, a fast and unregulated tourism growth can have negative 
consequences, such as overbreeding, which may affect the local habitat and the environment it depends on. 
That is why more studies have correlated the growth of tourism with the degradation of traditional culture as 
well as with the expansion of gambling, drug trafficking and even prostitution. There is also obvious that 
tourism can increase property taxes and the cost of living locally, sometimes making them inaccessible to 
local residents (Kim et al., 2013). 

The exponential growth of the collaborative economy in this sector is a good example. Collaborative 
tourism can stimulate growth and job creation and add value by encouraging visitors to target less well-known 
destinations. On the other hand, it can also produce negative externalities. In particular, collocation services 
can have consequences for the neighborhood and residents due to noise and other inconveniences and may 
worsen the tensions in the local housing market. In the worst case scenario, poor management of the 
development of these services can also have negative effects on the historical structure of destinations and 
may reduce their attractiveness as places of life and tourism (OECD, 2016b).  
 “The Green Innovation in Tourism” report (OECD, 2013) highlighted a perception of the sector, after 
which customers are reserved to pay extra for organic products or services. However, their point of view may 
change. According to the results of a survey conducted in 2015, 66% of world consumers would be willing to 
pay more for environmentally responsible brands, compared with 55% in 2014. For the X generation this 
figure was significantly higher (73% compared to only 50% in 2014) (Nielsen, 2015). However, if an increasing 
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number of travelers are willing to take on this extra cost, the percentage of those who will not remains high 
in some markets (López-Sánchez and Pulido-Fernández, 2016). 

Brand trust is a determining factor in making purchasing decisions; this is why certification programs 
by specialized bodies have become important in the field of sustainable tourism. Every year, the World Travel 
and Tourism Council (WTTC) distinguishes tourist destinations and businesses that have implemented 
exemplary environmental practices that address the community, the environment, innovation and the 
population. In its latest report, it identifies a series of basic trends that provide insight into the future of 
sustainable tourism (WTTC, 2016):  

● There has been a significant increase in the quality of the applications of urban destinations as 
well as in their number, which highlights the growth of urban tourism as well as the increased use of tourism 
by municipalities for the purposes of economic development. 

● Conservation and preservation of biodiversity have never ceased to be a priority. However, as a 
result of global climate pressure, climate change and greenhouse gas emissions have become increasingly 
important components of environmental initiatives. 

● Social enterprises are increasingly involved in the tourism sector, partly due to the role of social 
media and mobile technologies that enable individuals to establish contacts quickly and easily. 

● The "human" aspect has become increasingly important in the tourism sector, which has led to the 
promotion of employment, training and labor market participation as fundamental factors in the development 
of the tourism industry. 

● More attention is paid to measuring and evaluating environmental initiatives, which has raised the 
overall level of standards in this area. 
 

III.5.1.3. Structural technologies   
 
 New technologies continue to reconfigure markets and areas around the world, and the pace and 
magnitude of these changes seem to intensify. From collaborative economy to the Internet of things, 
autonomous vehicles and artificial intelligence and from blockchain technology to massive data analysis, a 
host of innovative and emerging technologies promises new perspectives for people around the world. 
Together, these developments could make travel more adherent, more effective and more accessible to 
many people. Along with the reconceptualization of intermediaries, the radical transformation of old tourism 
patterns into areas such as accommodation or travel agencies will undoubtedly continue because more and 
more travelers will come into direct contact with a service provider via a technology platform rather than treat 
with a hotel, with a booking agent or with a professional travel agent.  

Public officials will need to reflect on the means to create an innovation-friendly environment as new 
technologies emerge, which could have the advantage of facilitating the linking of tourists with a wider range 
of business and destination partners. However, these technologies will have complex and less-known effects 
in the tourism sector. The emergence of technologies that could automate human tasks through automatic 
learning and artificial intelligence could completely change the working methods, the content of work and, in 
general, the number of available jobs. Public officials should also consider how to manage these fast changes 
to mitigate their potential negative consequences.  

In the last decades, technological advances have made travel more approachable, accessible and 
easier for everyone and could change in the future everything that is considered tourism (for example, the 
integrated ticketing system, mobile payment systems). Thus, the continuous improvement of the virtual reality 
technique makes it possible to conceive that virtual tourism will supplement or replace, in some cases, 
physical journeys. On the contrary, as lifestyles become more digital and connected, the possibility of 
"disembarking" and living a natural, non-digital experience during the journey can be more appealing than a 
purely numerical experience. It is not clear how the behavior will evolve to change the paradigm created by 



42 
 

these technologies but they create both opportunities and difficulties for public officials who want to better 
position their national and local economies to succeed in the 2040 tourism world. 

Digital platforms are often used to guide travel decisions, and their influence is expected to grow in 
the coming decades. They are often used to trade and book online holidays, which facilitates and simplifies 
the organization of the trip. Social media are often used to influence the decisions of generations that come, 
such as the Y and Z generations. If the generalization of these media opens opportunities for commercial 
destinations, they can also be a threat to vulnerable destinations (populations, cultural attractions or the 
environment) that are neither prepared nor adapted to a rapid increase in tourist traffic due to sudden publicity 
caused by one or more platforms. On the other hand, because environmental conservation actions need to 
be more flexible, technology can also be a solution. Despite the problems that they might create, digital 
transformation should be very beneficial for the tourism sector and should generate an estimated value of $ 
305 billion between 2016 and 2025.  
 During the same period, the transition to digital sectors of aerospace sectors, of travel and tourism 
is expected to transfer income of 100 billion dollars from traditional actors to new competitors and generate 
700 billion dollars for customers and for society overall (WEF, 2017). 

However, while digital platforms can ease the lives of consumers and increase the ability of travelers 
to accommodate, the disruption of the traditional system is also accompanied by challenges. The 
collaborative economy has grown fast over the past five years and has captured a significant percentage of 
economic activity. Its growth has been particularly impressive in transport and accommodation, but it 
continues to grow in many other sectors. World revenue from its top five sectors could leap from $ 15 billion 
in 2014 to $ 335 billion in 2025 (PwC, 2015).  

Collaborative accommodation platforms such as Airbnb, Homeaway and CouchSurfing are now 
serious competitors in the hotel sector. Airbnb's value is estimated at 30 billion dollars, a figure that favorably 
support the comparison with the Hilton chain (19 billion dollars) and Marriott (35 billion dollars). The number 
of reservations made through Airbnb continues to grow fast: from 4 million overnight stays in 2011 to 40 
million in 2014, and is expected to reach 80 million in 2017 (Duryee, 2012; Somerville, 2015) . Only one out 
of ten American travelers used private accommodation in 2011, a figure that increased to one out of three in 
2015 (Quinby, 2016). However, the quality of collaborative accommodation compared to hotels has raised 
some concerns. Some countries have made progress in regulating this sector, but many others are still trying 
to define what to do to cope with its emergence and expansion.  

The same applies to VTS and transport sharing platforms, which have encountered similar difficulties 
despite the considerable increase in recent years. The uninterrupted and rapid growth of companies in these 
sectors (such as Uber, Lyft and BlaBlaCar) offers travelers more options, sometimes cheaper and more 
efficient. The number of jobs created by US transport sharing companies increased by 69% between 2010 
and 2014 and by 63% in 2015 (Hathaway and Muro, 2017). VTC companies are testing new services – 
journey performed by drivers who speak fluently English or cross-border travels, for example - to be better 
implemented in the tourism market (Sawers, 2016).  

It is also expected a development of gastronomy and shared travels as consumers are more willing 
to accept the idea of dining on an individual during a journey and they are more accustomed to this practice 
(through platforms like BonAppetour and VizEat) or take advantage of organized or personalized circuits 
such as Vayable, ToursbyLocals and, more recently, Airbnb's "Trips" service, which offers tours and unique 
experiences organized by local residents. 

Rapid automation progresses advance in favor of robotics, automated learning and artificial 
intelligence are expected to negatively affect labor markets around the world over the next 20 years, and 
could eliminate up to 69% of India's existing jobs, 47% in the United States and 30% in the United Kingdom 
(Frey and Osborne, 2013, Kim, 2016). 
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Nevertheless, the disruptions that various sectors know, from industry to retail and administration, 
should result in more efficient and accessible products and services in different areas. In 2015, the world's 
first hotel run by robots was opened in Japan. The company behind this concept plans to open another 100 
by 2021 (Kikuchi, 2017). Many jobs in the tourism industry - from travel agents to hotel staff - are expected 
to be affected by increased adoption of automation in the economy.  

At the same time, real-time translation software makes it easy for tourists to travel to areas where 
they do not know the language. Indeed, translation applications now have the ability to translate the signs 
and should be able to translate verbal statements in the coming years (NITB, 2013). This development can 
widen the choices offered to travelers, but it can also affect the functions of tour guides. In fact, companies 
in the sector rely on predictive data and analysis to better understand consumer behavior and to customize 
the proposed journeys.  
 In fact, the branch already develops virtual assistants, powered by artificial intelligence, to help 
customers make travel safer (Boztas 2017, Levere 2016). They also use important data to improve the 
efficiency and targeting of services, which are used to track purchasing behaviors and anticipate service 
demand (Song and Liu, 2017). The data provided by social media sites, for example, can influence the 
decision-making patterns in this sector (Miah et al., 2017). Exploitation of large data highlights, however, 
concerns about the confidentiality, inaccuracy and misuse of this information. 

Autonomous vehicles have already been successfully tested on the roads of many countries, and 
the wider application of this technology could take place as early as 2025 or even earlier (Keating 2017, Assis 
2017). Car sales could reach over 20 million units in 2035 (IHS Markit, 2016). The widespread adoption of 
these vehicles could have a significant impact on passenger mobility and on tourism, both in large urban 
centers and on interurban or regional journeys. 

Blockchain technology, known mainly as the cryptomonads base, such as bitcoin, offers a wide range 
of applications in many industries. It is a shared and decentralized registry technology. The registry is a list 
of transactions that are duplicated on a certain number of computers and not on a central server. Each 
transaction (or often a set of transactions over a given period) is called a block. Each block has a time stamp 
that is linked to the previous block. This technology allows a person to register and secure the data ownership 
right and make transactions more efficient and more reliable. 

In tourism, its applications could be used to improve identity management systems and to provide 
safer and more efficient communications to travelers along with the range of travel service providers, from 
airline companies to loyalty programs (Gjerding 2017 , Aitken 2016). It could also reduce exchange rate costs 
while traveling abroad. Indeed, the use of cryptomonads, such as bitcoin, eliminates all exchange fees, or 
the need to exchange currency during travel, which could increase the attractiveness of international travel. 
This is especially true for emerging countries, as cryptomonads can provide effective protection against the 
growth of foreign exchange and hence greater certainty and security. Blockchain technology can also modify 
and simplify loyalty programs for important (confirmed) tourists (Kowalewski et al., 2017).  

Currently, the virtual reality (VR) technique is mainly used in video games. But tourism is an area in 
which this would obviously have an impact if people would have the opportunity to easily visit new and exotic 
places without leaving the comfort of their home. In this sector, balancing the potential of the virtual reality 
visit with the promotion of destinations on the one hand and the interests of those involved in the traditional 
value chain of tourism on the other hand will probably become a strategic decision element for many 
marketing organizations. 

In Canada, Destination BC has completed an immersive tour in the virtual reality of the Great Bear 
coastal forest, which is primarily intended for its travel and media partners. Similarly, Tourism Australia has 
filmed the most popular high-end tourist destinations for immersion in virtual reality. Some hotel chains also 
offer a virtual reality device that allows its customers to visit destinations without even leaving their room. 
Virtual tourism could increasingly provide other means of visiting sites that are too ecologically or culturally 
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fragile to allow physical access for visitors. Starting with October 26th, 2019, for example, it will no longer be 
possible to climb the Uluru Monolith, located in Uluru-Kata National Park, listed on the UNESCO World 
Heritage List, in order to conform to its sacred character for the Anangu population, Aboriginal Australians 
who are the traditional owners of the park. Virtual reality could offer future visitors the opportunity to visit the 
site while contributing to the local economy. Operations with virtual reality would not be limited to the Uluru 
escalation area, but would also cover other parts of the park that are inseparable from its cultural and natural 
values.  
 Extensive reality could, above all, favor the transformation of the sector, travelers and service 
providers to adapt to technologies such as holograms or mobile applications that add virtual elements of real-
world situations. This technique offers many ways to improve visitors’ experience by, for example, providing 
easier access to navigation information, translations, and even virtual history exchanges. Thus, the 
International Centre for Cave Art, located near Montignac in south-west France, is a huge, landscape-
integrated site that hosts a replica of the Lascaux cave system that incorporates the latest digital technologies 
to protect the fragile archaeological vestiges.   
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IV. THE EVOLUTION OF TOURISM IN RO AND BG 
 

 We consider necessary for our study a brief analysis of the profile and statistics of tourism activity in 
Romania and Bulgaria and a positioning of the two countries in a group of 51 member countries or partners 
affiliated to the OECD and / or part of the European Union and emerging tourist economies, as is the case 
with South Africa, Albania, Egypt, India, Indonesia, Montenegro and Serbia. 

The profile emphasizes the place of tourism in the economy, the organization, the budget, the policies 
and the programs that coordinate the development of this important sector of activity. It indicates the 
interference that the government and other public and private bodies manifest towards tourism in the wider 
context of its global and European evolution. The achieved statistical profile focuses on international tourism 
from the two perspectives, the receiver and the transmitter, adding business information, the place and 
contribution of this sector to the GDP. 

 
IV.1.  Recent evolutions in Romanian tourism 
 

IV.1.1. The place of tourism in economy 
 
 Romania recorded 10.2 million international arrivals in 2016, an increase of 9.6% compared to 2015. 
Out of these international visitors, 2.5 million remained for more than 24 hours in commercial accommodation 
(with 10.6% more than in 2015). Germany, Italy, France and the United Kingdom were the main issuing 
markets in 2016, accounting for a total of 32.4% of international visitors with overnight accommodation. More 
than 47 million travels were made in the country in 2016, out of which 15 million were with annuity (-7.3%), 
which generated nearly 20 million nights at a hotel or in similar unit ( + 8.2%). Despite a decline of almost 
3.9% in tourism revenues in 2016, which amounted to about RON 14.5 billion, domestic tourism profit has 
grown strongly in recent years, being almost double in comparison with 2010, when they amounted to RON 
6.9 billion. In 2014, tourism's direct contribution to GDP was RON 12.5 billion (7.6% more than in 2013), or 
2% of the GDP. 
 
 

IV.1.2. Tourism governance and funding 
 The central structure of tourism (the ministry) performs a variety of functions, particularly as regards: 

● tourism promotion and marketing policies and strategies, targeting the domestic and international 
market, including the promotion of the national brand; 

● Destination and product development policies and strategies, including investment programs and 
collaboration with public and private bodies; 

● policies and strategies to improve the competitiveness of destinations by promoting natural and 
cultural assets and by working with businesses to improve service quality; 

● approval and control procedures for activities in the tourism sector; 
● evaluation and selection of applications for European programs. 
The private sector is organized in several associations at national level, on thematic areas (rural 

tourism, spa tourism, business tourism, ecotourism) or on professions (tour operators, travel agencies, hotels, 
guest houses, tour guides, chefs and bakers). In addition, there is a Federation of Tourism Employers. An 
Inter-ministerial Tourism Committee was set up, with the main purpose of promoting the integration and 
sustainable development of this sector, notably the protection of the environment, economic measures and 
the preservation of natural and cultural heritage. 
 The Tourism Consultative Council brings together national and private representatives from NGOs 
to examine aspects of tourism policy. Tourism departments can be set up within local communities without 
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being under the aegis of the ministry or other central bodies, meaning that the link is based on cooperation. 
At the same time, the ministry is responsible for tourism legislation and regulations, which must be 
implemented at local level. Tourism associations active at the level of the region, county, municipality and 
other localities bring together public and private sectors and NGOs. The Ministry of Tourism has a budget of 
RON 80 million, out of which RON 25 million are allocated for investment in tourism infrastructure. 
 
 

 

 

  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 4. The organization chart of Romanian tourism organizations 
Source: OECD, processing by the Ministry of Tourism, 2016 
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 Tourism faces many challenges in Romania, especially the need to develop tourist infrastructure and 
improve promotion, the lack of financial resources, lack of collective vision and the passive attitude of travel 
professionals. Many problems are structural, especially the need to create a legal framework for tourism 
activities, frequent changes in tax policy, inadequate cooperation of stakeholders and the lack of professional 
managers capable of the effective administration of tourism. 

The main guidance document for this sector is the National Tourism Development Plan for the period 
2007-2026, elaborated in collaboration with the World Tourism Organization within the United Nations. It is 
reinforced by sectoral strategies, notably through the National Ecotourism Strategy (elaborated in 2009) and 
the National Strategy for Thermal Tourism (elaborated in 2009) and the Strategic and Operational Plan for 
Trade 2011-2015. The strategic orientation aims at sustainable tourism development and a model with a 
higher added value, based on knowledge, innovation, improvement of living conditions and harmony with the 
surrounding nature. The short and medium term strategic objectives were as follows: 

● changes in tourism law; 
● adoption of the tourism investment guiding plan;  
● the implementation of the law on holiday vouchers for employees of public services; 
● the development of an integrated tourism strategy that adapts to the global trends in the tourism 

sector; 
● ensuring qualified human resources, which shall improve the quality of tourism services and the 

competitiveness of Romanian tourism;  
● adopting the law of destination management organizations; 
● improving Romania's position as a tourist destination on European markets; 
● attracting new segments and new markets, respecting the principles of sustainability and ethics in 

tourism. 
The development of more sustainable tourism has progressed, especially in the field of ecotourism, 

with the elaboration of the National Ecotourism Strategy, with the recognition of ecotourism destinations 
based on specific criteria, the certification of 50 ecological products (16 being under certification) and the 
development of hiking itineraries and routes. Training programs for tourism professionals have also been 
created. 

Romania has been a particularly active partner in the field of international cooperation programs, as 
shown by the following activities: 

● Coordination with the Ministry of Tourism from Bulgaria to promote culture, tourism and people-to-
people contacts in the framework of the EU Strategy for the Danube Region; 

● Collaboration between the ministries of tourism and culture in the framework of the Partial 
Agreement on Cultural Routes established by the Council of Europe; 

● Collaboration with the Ministry of the Environment in the context of the Carpathian Convention 
aimed at encouraging cooperation for the protection and sustainable development of the Carpathians in order 
to improve the quality of life and preserve the natural and cultural values. 

A particularly important initiative for 2017 was the adoption of the law on the preparation and 
establishment of a Destination Management Organization, which is a three-level structure (national, regional 
and local). This law was in fact adopted in 2018 to create a partnership between the public and private sectors 
and NGOs to raise awareness about their role in promoting tourist destinations in general.  
 The main results recorded in Romania during the years 2012-2016, the so-called "statistical profile" 
in OECD terms are included in the following three tables. It should be noted that many information does not 
arise due to the shortcomings in the Romanian tourism information system, which did not impose the 
necessary rules for the correct collection of data from all the actors involved and did not follow this aspect. 

                                                                                                                                                        Table 5  
Romania: Domestic, receiving and emitting tourism 
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 2012 2013 2014 2015 2016 

TOURIST FLOW, THOUSANDS      

Domestic tourism      

Total domestic tourism trips 53513 52411 50084 52762 46986 

   Overnight Visitors (Tourists) 15833 16358 15840 16194 15015 

    Day Visitors (Excursionists) 37680 36053 34244 36568 31971 

Overnight stays in all accommodation categories 15800 15831 16468 18895 20463 

    Hotels and similar units 15361 15438 16049 18471 19990 

    Specialized institutions - - - - - 

    Other collective institutions 439 393 419 514 472 

    Private accommodation -- - - - - 

Receiving tourism       

Total international arrivals 7937 8019 8442 9331 10223 

   Overnight Visitors (Tourists) 1653 1715 1912 2235 2471 

    Day Visitors (Excursionists) - - - - - 

    Main markets      

Germany 230 229 234 267 282 

Italy 182 182 185 211 234 

France 118 119 124 134 146 

The United Kingdom 92 93 112 126 141 

Hungary 90 99 217 120 138 

Overnight stays in all accommodation categories 3292 3471 3762 4460 4812 

    Hotels and similar units 3215 3405 3746 4428 4782 

    Specialized institutions - - - - - 

    Other collective institutions 77 67 16 33 30 

    Private accommodation - - - - - 

Emitting tourism       

Total international departures 9874 10608 11307 11153 9895 

   Overnight Visitors (Tourists) 9474 10228 11021 10988 9782 

   Day Visitors (Excursionists) 399 380 286 165 113 

   The main destinations      

   Greece 147 98 106 137 136 

   Bulgaria 139 101 86 111 133 

   Turkey 197 117 105 99 103 

   Spain 122 53 56 60 65 

   Italy - 45 37 47 52 

REVENUES AND EXPENSES OF TOURISM, 
MILLION $ 

     

Receiving tourism      

Total International revenues 1466 2006 2225 2097 1723 e 

    Revenues related to international travels 1466 1590 1827 1711 1723 e 

    Revenues related to international passenger 
transport 

- 416 398 386 - 

Emitting tourism      

Total international expenses 1832 2164 2641 2330 2137 e 

     Expenses related to international travels 1832 2057 2417 2058 2137 e 

     Expenses related to international passenger 
transport 

- 108 224 272 - 

- = not available; e = estimated value 
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                                                                                                                                                       Table 6  
Romania: Enterprises and Employment in Tourism 

 Number of 
institutions1 

Number of employees  

 2014 2012 2013 2014 2015 2016 

Total - - - - - - 

Tourism industries 43993 368952 348871 349385 - - 

Accommodation Service for 
Visitors 

11083 46501 45837 50035 - - 

Hotels and institutions 
assimilated 

6206 - - - - - 

Food and beverage service 
industry 

16445 122478 114097 111812 - - 

Passengers transport 6626 152249 139552 131894 - - 

Airline transport 53 8982 7817 5938 - - 

Rail transport 26 42883 35855 37228 - - 

Road transport 6507 98124 93175 86824 - - 

Water transport 40 2260 2705 1904 - - 

Services related to Passengers 
transport 

- - - - - - 

Rental of transport equipment 405 814 250 1013 - - 

The travel agency and other 
booking services industry 

2237 6753 10366 14707 - - 

The cultural activities industry 846 12264 11652 15427 - - 

Sport and Recreation Industry 3154 27893 27117 24487 - - 

Retail trade of the products 
characteristic for the specific 
tourism of the country taken into 
account  

3197 - - - - - 

Other industries characteristic for 
the specific tourism of each 
country taken into account 

- - - - - - 

Other industries  - - - - - - 

1 = the data refers to the number of enterprises; - =  not available 
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                     Table 7 
Romania: Domestic consumption in tourism 

                                                                                                                                RON Million  

 2014 

 Expenses of 
domestic tourism 

Expenses of receiving 
tourism 

Consumption of 
domestic tourism 

Total                        -                 -                       - 

 Consumption products  5316 27741 33410 

Specific tourism products 4806 24160 29249 

       Accommodation services for visitors 2464 5864 8508 

Food and beverage service industry 1036 6969 8108 

Passengers transport 164 6924 7088 

Airline transport 36 2426 2462 

Rail transport 8 366 374 

Road transport 111 4118 4229 

Water transport 9 14 23 

Services related to Passengers transport - - - 

Rental of transport equipment 154 - 154 

The travel agency and other booking 
services industry 

- 3006 3006 

The cultural activities industry 121 328 448 

Sport and Recreation Industry 433 444 877 

Typical goods specific to tourism in the 
country taken into account  

267 - 267 

   Services characteristic for the specific 
tourism of the country 

168 626 793 

  Other consumption products 510 3581 4161 

    Tourism related products - - - 

   Consumption products not related to 
tourism 

- - - 

  Products other than consumption 
products 

- - - 

- =  not available; p = provisional data 

 
IV.2.  Recent evolutions in Bulgarian tourism 
 
 

IV.2.1. The place of tourism in economy 
 
 Tourism in Bulgaria is a priority sector, as it contributes to sustainable development, nature 
protection, local communities' prosperity and economic growth. In 2016, tourism's direct contribution to GDP 
was 3.4%, and tourism accounted for 3.2% of total employment. According to the World Travel & Tourism 
Council (WTTC) calculations, tourism accounted for 12.8% of GDP and 11.9% of employment (including its 
indirect and induced outcomes). 

In 2016, Bulgaria received 8.3 million foreign visitors who stayed for more than 24 hours in the 
country, which represented an annual increase of 16.2% compared to 2015. The number of visitors on holiday 
increased with 19.9%, reaching 5.1 million. Business visits totaled 1.4 million, an increase of 19.4% over the 
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year 2015. The number of international visitors' accommodation nights was 16.2 million, including all types 
of combined accommodation, that is, almost 21% higher than last year. The countries of the European Union 
remain the most important markets of origin, with almost two thirds of the total overnight stays (61%). The 
top three domestic markets are Romania (1.1 million), Greece (1.1 million) and Germany (827.000), which 
together account for more than one third of the total number of accommodation nights (36%). 
 

IV.2.2. Tourism governance and funding 
 
 The Council of Ministers is responsible for formulating the national tourism policy in Bulgaria. The 
Ministry of Tourism applies this policy and coordinates the related activities of other ministries and institutions. 
He is also responsible for regulating, developing products, promoting, conducting studies and information, 
managing external project financing, and advising regional leaders. 

The National Tourism Council is a public consultative body within the ministry, which is composed of 
representatives of tourism ministries and national, regional and local tourism associations, representatives 
of transport companies and representatives of consumer associations. At national level, regional authorities 
develop and implement strategies and programs in line with the national tourism strategy and regional 
development strategies. 

The Tourism Law also stipulates that local authorities can adopt tourism development programs. 
Involvement of local authorities is ensured by widening the scope of municipal programs for tourism 
development. The mayor is responsible for setting up a tourism advisory council and a committee of municipal 
experts to classify tourist facilities and to support initiatives that act in the direction of national tourism policy. 

Under the new legislative framework, nine intermediate structures will be created as Destination 
Management Organizations. These are legal entities whose members will be tourism associations, regional 
and municipal administrations, institutes, museums, scientific organizations and tourism schools. They will 
be responsible for creating regional tourist products and promoting the nine recognized tourist regions in 
Bulgaria. 

The Ministry works closely with the private sector and various stakeholders. At the national, regional 
and local level, the tourism associations registered in the National Tourism Register participate in the activity 
of competent tourism bodies and are represented in the National Tourism Council, thus actively participating 
in tourism planning and management. They contribute to the development of strategies and programs at 
national, regional and municipal levels, bringing competition to the process of improving skills in the sector, 
conducting advisory and promotional activities, fostering the improvement of tourism products and services 
and acting to protect consumer interests. 

In 2016, the budget of the Ministry of Tourism was 17 million leva, out of which 10.8 million were 
allocated to promotion activities. The Ministry administers revenues from the state and from the European 
Union. The 2014-2020 operational programs also provide financial support. 
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Figure 5. Bulgaria: The organization chart of Romanian tourism organizations 
Source: OECD, processing by the Ministry of Tourism, 2018 

 

IV.2.3. Policies and programs related to tourism 
 
 Bulgaria is committed to a homogeneous tourism policy based on partnerships between government 
and local authorities, NGOs, businesses and civil society. The most important issues for the tourism sector 
in Bulgaria as part of the new long-term strategy for sustainable development are the following: 

● remediation of seasonal and spatial concentration; 
● adapting the national tourism product to climate change 
● protecting the environment by supporting the implementation of energy efficiency, waste 

management and biodiversity and landscape protection measures; 
● development of load capacity indicators for fragile natural areas and very frequented tourist areas; 
● regulation of construction in seaside and mountain resorts. The strategic objective is to strengthen 

the competitiveness and efficiency of the tourism sector in Bulgaria by making the most efficient use of natural 
and human resources, according to the needs of the market and the expectations of consumers in terms of 
sustainable tourism development. It is about: 
 ● the creation of coherent and original tourist products for different categories of tourists, taking into 
account the natural priorities of Bulgaria; 

● promoting quality of service and protecting rights and ensuring consumer safety; 
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● transforming Bulgaria into a recognized leader in the field of tourism development in the European 
Union and creating positive feelings for this country; 

● promoting the knowledge of Bulgaria as a summer and winter destination by exploiting the old 
culture, the richness of its historical and architectural heritage, its mineral resources, its beauty and its natural 
character and the security and silence it offers to its visitors; 

● achieving effective national promotion actions to position and make Bulgaria known as a tourist 
destination to be visited throughout the year, collaborating with sectoral bodies and tourism operators who 
work on key markets and using specific messages. 

The Ministry aims to stimulate the tourism sector by developing new provisions for tourism activities, 
by facilitating administrative procedures and by supporting regional, local and professional organizations in 
their activities. The ministry also supports SMEs by providing institutional support and funding to Destination 
Management Organizations as defined in the Tourism Law. It is mainly about: 

● activities to strengthen the ability of enterprises to access national and international markets; 
● the creation of a unified national information system in the field of tourism, which will serve as a 

platform for linking businesses and tourism bodies and other institutions; 
● support for the implementation of information and communication technologies (ICT); 
● conducting market studies, analyzes and forecasts; 
● product development, marketing and investment ideas, strategies, plans, and so on. 
● organization of professional forums in Bulgaria and abroad and support for participation in regional, 

national and international events and fairs.  
 

IV.2.4. Integration of tourist information and data in Bulgaria 
 
 The Ministry of Tourism develops an integrated information system in the field of tourism in the form 
of an electronic database which includes information on: 

● authorized operators and travel agencies; 
● Accommodation, catering and recreation places classified by category; 
● Destination Management Organizations and Travel Associations; 
● tourist information centers; 
● tour guides, mountain guides and ski instructors; 
● certified spa, thermal, wellness and thalassotherapy centers; 
● tourist attractions and festivals; 
● Statistical data compatible with those of Eurostat and the World Tourism Organization. 
The ambition of the ministry is to create an online platform that brings together large volumes of data 

at all levels and institutions to track daily and weekly arrivals, as well as a number of additional regional 
indicators. This is a unique communication interface between the central and local authorities involved, a 
"one stop office" for daily information and other regular information provided by the participants registered in 
the National Tourism Register. This platform will also allow an innovative and secure data transfer between 
institutions, which will be translated into better monitoring and benchmarking with the best and through an 
improved decision-making process at all levels.                        

             
 

   Table 8  
Bulgaria: Domestic, receiving and emitting tourism 

 2012 2013 2014 2015 2016 

TOURIST FLOW, THOUSANDS - - - - - 

Domestic tourism - - - - - 
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Total domestic tourism trips - - - - - 

   Overnight Visitors (Tourists) 2862 3027 3154 3415 3809 

    Day Visitors (Excursionists) - - - - - 

Overnight stays in all accommodation categories 6801 7247 7621 8046 9035 

    Hotels and similar units - - - - - 

    Specialized institutions - - - - - 

    Other collective institutions - - - - - 

    Private accommodation - - - - - 

Receiving tourism  - - - - - 

Total international arrivals 8867 9192 9409 9317 10604 

   Overnight Visitors (Tourists) 6541 6897 7311 7099 8252 

    Day Visitors (Excursionists) 2326 2294 2098 2218 2352 

    Main markets - - - - - 

      Romania 932 941 947 987 1097 

      Greece 929 935 1032 973 1067 

      Germany 650 683 714 623 827 

      Russia 598 682 656 485 580 

      Turkey 294 382 438 519 565 

Overnight stays in all accommodation categories 13451 14370 14078 13352 16151 

    Hotels and similar units - - - - - 

    Specialized institutions - - - - - 

    Other collective institutions - - - - - 

    Private accommodation - - - - - 

Emitting tourism  - - - - - 

Total international departures - - - - - 

   Overnight Visitors (Tourists) 3758 3930 4158 4632 5392 

   Day Visitors (Excursionists) - - - - - 

   The main destinations - - - - - 

      Turkey 1091 1061 1107 1242 1219 

      Greece 790 829 867 1043 1201 

      Romania 318 308 322 333 423 

      Serbia 302 300 316 315 405 

      former Yugoslav Republic of Macedonia 362 316 327 316 360 

REVENUES AND EXPENSES OF TOURISM, MILLION 
$ 

- - - - - 

Receiving tourism - - - - - 

Total International revenues 4043 4419 4494 3574 3653 e 

    Revenues related to international travels 3519 3837 3908 3146 3653 e 

    Revenues related to international passenger transport 524 583 587 428 - 

Emitting tourism - - - - - 

Total international expenses 1101 1345 1454 1345 1361 e 

     Expenses related to international travels 927 1115 1199 1116 1361 e 

     Expenses related to international passenger transport 174 230 256 230 - 

- = not available; e = estimated value 

                               Table 9  
Bulgaria: Enterprises and Employment in Tourism 

 Number of 
institutions1 

Number of employees  
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 2016 2012 2013 2014 2015 2016 

Total - - - - - - 

Tourism industries - - - - - - 

Accommodation Service for Visitors  
3331 

- - - - - 

Hotels and institutions assimilated 2158 39320 41331 - - - 

Food and beverage service industry - 101530 101266 - - - 

Passengers transport - - - - - - 

Airline transport - - - - - - 

Rail transport - - - - - - 

Road transport - - - - - - 

Water transport - - - - - - 

Services related to Passengers transport - - - - - - 

Rental of transport equipment - - - - - - 

The travel agency and other booking 
services industry 

- - - - - - 

The cultural activities industry - - - - - - 

Sport and Recreation Industry - - - - - - 

Retail trade of the products characteristic 
for the specific tourism of the country 
taken into account  

- - - - - - 

Other industries characteristic for the 
specific tourism of each country taken 
into account 

- - - - - - 

Other industries  - - - - - - 

1 = the data refer to the number of enterprises; - =  not available 

                                                                                                                                                       Table 10 
Bulgaria: Domestic consumption in tourism 

                                                                                                                            Bulgarian lev Million  

 2014 

 Expenses of 
domestic tourism 

Expenses of receiving 
tourism 

Consumption of 
domestic tourism 

Total     

 Consumption products  1177 p 6626 p 7803 p 

Specific tourism products 1051 p 4706 p 5757 p 

       Accommodation services for visitors 287  p 1448 p 1735 p 

Food and beverage service industry 318  p 1997 p 2315 p 

Passengers transport 312  p 643 p 956 p 

Airline transport - - - 

Rail transport - - - 

Road transport - - - 

Water transport - - - 

Services related to Passengers transport - - - 

    Rental of transport equipment - - - 

The travel agency and other booking 
services industry 

- - - 

The cultural activities industry - - - 

Sport and Recreation Industry - - - 
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Typical goods specific to tourism in the 
country taken into account  

  - - - 

   Services characteristic for the specific 
tourism of the country 

- - - 

  Other consumption products - - - 

    Tourism related products - - - 

   Consumption products not related to 
tourism 

- - - 

  Products other than consumption 
products 

- - - 

- =  not available; p = provisional data 
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V. BICYCLE TOURING AND ITS EVOLUTIONS  

 

 
 Before developing more aspects of bicycle touring, we consider it necessary to present specific terms 
and concepts that allow for better reading and understanding this branch of tourism. 
 

V.1. Specific terms and concepts 

   
 Bicycle touring is specifically related to a bicycle trip between several places for recreational 
purposes. In this case, cycling is an integral part of the tourist experience. 

Sustainable tourism. The effects of tourism development on the routes used to reach the destination 
or to travel around it are of great interest. The economic benefits that tourism can bring to local economies 
have been studied for decades. Research into associated social impacts has been well-covered by scientific 
literature (Tao and Wall, 2009). 

However, the increasingly urgent need to tackle the effects of climate change is the greatest 
challenge for the tourism sector, which must be integrated in a measurable manner in all aspects of its 
development (Peeters, Gösling and Becken, 2006). It is essential to develop green and low-carbon products 
in the spirit of sustainable tourism in Europe to encourage existing markets and new markets to abandon the 
most polluting and intensive forms of tourism (Simpson, Gössling, Scott Hall and Gladin 2008). 

Given the importance of Europe as a region generating international tourism, doubled by a high rate 
of intra-regional tourism, the commercial potential of these new products is considerable.The design of long-
distance cycling routes must respect the principles of sustainable tourism development; bicycle touring 
organizers must be aware of the need to preserve natural causes, improve local skills and potential, and 
minimize resource use, waste generation and pollution. Transport to reach an itinerary can have a major 
negative impact on the environment and the design of the route should take this into account by providing 
exciting trips near localities and integration by train, coach, or ferry in long-distance travels. 

A generally accepted definition of sustainable tourism underlines the need to strike a balance 
between economic, social and environmental aspects (WTO, 2005): "Sustainable tourism development 
guidelines and management practices are applicable to all forms of tourism in all types of destinations, 
including mass tourism and the various niche tourism segments. Sustainability principles refer to the 
environmental, economic, and socio-cultural aspects of tourism development, and a suitable balance must 
be established between these three dimensions to guarantee its long-term sustainability ". 
 The corresponding indicators of sustainable tourism are the following: 

• Make optimal use of environmental resources; 
• Respect the socio-cultural authenticity of host communities; 
• Socio-economic benefits fairly distributed among all stakeholders; 
• the informed participation of all interested parties;   
• permanent control of different effects; 
• high level of satisfaction for tourists. 
EuroVelo is a European network of cycling routes designed to provide a set of trans-European 

sustainable roads. It includes 14 long-distance cycling routes covering 70,000 km, out of which nearly 45,000 
have already been created. The network is managed by the European Cyclists' Federation, which is 
responsible for ensuring that all itineraries meet high standards of design, signalization and advertising 
across Europe.  

Bicycle trips. It is a pleasure trip that starts from the place of residence or accommodation, of which 
cycling is an integral part. It is also debating on day trips. 
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Integration into public transport. The goal of the EuroVelo network is to move easily from cycling to 
other modes of transport, especially trams, trains, buses or ferries. Ideally, the passage should be easy and 
the infrastructure available to wait and park the bicycle safely. In a wider context, integration refers to the 
connectivity between the tourism and transport sectors in terms of prices and dissemination of information. 

Slow Travel. Slow travel or slow tourism is a term that refers to the use of sustainable modes of 
transport such as trains or coaches to reach a destination where the visitor is encouraged to spend more 
time to discover the cuisine, the culture and the local heritage , preferably by walking, cycling or public 
transport. According to its supporters, this form of tourism offers a richer experience and a lower 
environmental impact. 

 
V.2. Typology of cyclists 

     Hiking is specific, first of all, to family-oriented customers looking for light and secure routes, ranging 
from 5 to 30 km / day. This type of practice is particularly in line with the "green road" arrangement, mainly 
at local level. 

      Bicycle touring. The practice of this branch of tourism is of two kinds: 
• means of travel, before any other utility, at the holiday destination, with a demand for safe roads and 

landscapes near tourist sites. It is basically a rural or cultural tourism. The rate of these tourists is also slow, 
with an average of 30 km per day; 

• itinerary, with an average of 300 km, within 5-8 days. This practice, in a minority, for example, in France 
(2 to 3%), is in full swing and is a very strong attraction among foreign customers. Almost 5.5 million people 
say they are interested in cycling trips for several days in tourist areas. If this type of customers calls for an 
important level of service, it generates the most important economic benefits. France is the first destination 
in the world thanks to tourists from neighboring European countries (Germany, Holland, Switzerland, 
Belgium, and so on). 

       Sports practice. This practice is a small segment of tourism. France has 336,000 licensed persons, 
with unauthorized development practice (VTT, fitness). It includes the persons that practice cyclosportive, 
bicycle touring and the mountain bike users, who make trips in groups from 50 to 130 km at high speeds. 
The person that practice bicycle touring will apply his passion in a spirit of discovery. The cyclosportive will 
add a greater physical connotation, even a chronometric challenge or a competition. 

    • Mountain-bike touring is essentially sporting, there are about 6.6 million users, especially young 
people, looking for a technical dimension different from that of public practice. This type of cycling can be 
segmented by two axes: 

    - the importance of the technical and playful side of the "discovery" aspect. This element refers to the 
spirit of the practitioner and his relationship with the field. A descendant evolves on a "playground", often 
artificial, with a search for strong sensations. The excursionist (walk) will be more sensitive to the variety of 
landscapes and the discovery of new trails. 

   - the level of practice. The mountain bike practice offer is mainly focused on athletes. They are less 
numerous, but they have higher requirements because they have more and more time to work. This criterion 
has a larger typology. 

       Cross Country (or X-Country) is the most practiced variant. It is mainly practiced in star. The effort 
provided is important, but it must be commensurate with the satisfaction of the discovery, the landscapes 
and the fun part of the descent. 

       All-Mountain is a near-X-Country practice, with more important requirements in terms of route quality. 
Switching from one variant to another is possible provided there is an associated reward. There is also about 
"mountain biking", where the technical side is the priority one, for which bicycles have suspensions that can 
make bigger deformations. 
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 Enduro is another variant that favors descent in a natural environment. Climbing is done by the 
simplest and most direct route (track or highway and possibly mechanical installations)  

Descent is a repetitive practice on a route which is often artificial and secure. Climbing is not possible 
with bicycles. It is done with a vehicle or with the skilift. 
      Walk. This is the largest potential customer group. The offer for beginners is, however, less important, 
especially with regard to fitting out. On the one hand, planning in mountainous regions is often very restrictive: 
the route must not be technically difficult and must have slopes. On the other hand, this audience does not 
have a significant quantitative requirement, because its practice is punctual and short-lived. The offer must 
be well distributed near the accommodation. 

Bicycle holidays, such as trips, are generally considered to be a sustainable tourism product that 
meets most of the above criteria (Lumsdon, 2000). This study is specifically circumscribed to the practice of 
cycling as means of transport for recreational purposes. Sustrans, a British NGO to promote sustainable 
transport, subdivides the bicycle market into three segments: 

• Bicycle holidays, which include at least one night away from the usual residence, involve cycling 
as the main purpose of the stay. There may be several walks starting from a base rather than traveling an 
itinerary living in different places. Bicycle holidays can also be subdivided into organized and free trips; 

• Holiday cycling means a daily bicycle riding, from a place of accommodation or other place (for 
example, a bicycle rental service in the station). Cycling is part of the holiday experience, but it is not 
necessarily the only hobby;  

• Daytime bike trips are more than three hours' trips, mainly from the usual residence for recreation 
and relaxation. 

Participating in cycling events or occasional ATV rides is included in these categories, but not the 
sports practice (cycling races, mountain bike competitions) requiring special equipment and high level skills. 

The term "cycling" is used to describe cycling holidays (traveling for example) or cycling on holiday 
(day trips from accommodation). In both cases, cycling is a key motivating factor and is the main activity 
exercised during holidays. Bicycle exits from the usual residence or from the place of stay are called "one-
day bicycle trips". 

In this context, cycling is not only the means of transport but is an integral part of tourism experience 
(Lumsdon, 2000). The journey is just as important as the destination and sometimes it is even confused with 
it. This is what a visionary cycle route planner described as the 'travelling landscape' (Grimshaw 1998). 

Persons practicing bicycle touring are motivated by many factors, especially the possibility of taking 
advantage of nature and relaxing in relation to everyday life. Even if bicycle touring is in line with the EU's 
current sustainable tourism policy, there are many obstacles to its development, such as the lack of interface 
between modes of transport or the reduced number of commercial offers. With regard to sustainable 
development, the association of the train and the bicycle is essential. However, if the transport of a bicycle 
by train does not cost too much, it is not always possible and, in most cases, difficult. The absence of networks 
and long-distance and good-quality routes in many countries occupying a dominant position on the tourism 
market is another obstacle. Finally, tour operators and other tourism service providers are not sufficiently 
involved in the development of bicycle touring.   
 The data analyzed for this study indicate that persons practicing bicycle touring bring essential 
benefits to localities that do not currently enjoy "classic" tourism. They also show that the expenses of persons 
practicing bicycle touring are comparable to that of other visitors. EuroVelo is currently not a major touristic 
asset in most countries because it is not developed enough to offer a wide range of destinations or to present 
a strong brand identity. Network development has considerable potential but will require commitment and 
planning from its managers. Practically, this requires strong resources to improve and develop the entire 
network over the next ten years. 
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 Constraints of itinerant travels by bicycle. The main obstacle identified is the physical ability to 
engage in such a visit. Practice of cycling for a day is not the same effort as during 5 days, especially in the 
mountains. In addition to this, for the practice of mountain biking, the driving skills are necessary to evolve 
on mountain trails. Organization is also a brake: itinerant cyclists must determine the stages and find the 
location that best suits the group, manage their availability gradually, and ensure the transport of luggage. 
Returning to the starting point by bicycle turns out to be very difficult in mountain areas that are poorly served 
by public transport. Most groups are formed by 2 people in order to avoid complications.  

 
V.3. The bicycle touring market 

 France is by far the main destination proposed by tour operators, followed by Austria, while Germany 
and the United Kingdom are the main emitting market for bicycle touring in Europe. The requirement of a 
continuous, safe, pleasant route with good signage is universal. The literature has no stable trend in this 
respect. Bicycle touring is not included in Eurostat tourism statistics nor in other general studies on national 
or international tourism. It should be noted that the development of bicycle touring, both in terms of supply 
and demand, is uneven across Europe. In countries such as Austria, Belgium, Denmark, France, Germany, 
Switzerland and the Netherlands, bicycle touring is important.  

A repeat of the 2009 survey shows that most specialists now believe that bicycle touring is developing 
in the respective countries (while its evolution was considered "stable" in 2006) the previous investigation, 
despite the difficult economic situation. There is no definitive answer to the question of the value of European 
bicycle touring market. However, a model has been developed that uses current tourism stream fractions 
across Europe to estimate the value and volume of bicycle touring. With it, the annual number of tourist visits 
was estimated at the level of 2.295 billion in Europe, with a value of over 44 billion euros. This is the estimated 
total amount of national and international bicycle visits. The number of cyclists whose visit includes at least 
one night is 20.4 million, which together spend about 9 billion euros per year.    

Lumsdon (1999) estimated that bicycle touring (bicycle holidays and cycling in holidays) accounted 
for 2 to 4% of all holidays in Europe. He reached this range at the end of a series of interviews with experts 
and after a survey of the operators specialized in bicycle touring. He then predicted that this proportion could 
range from 6 to 12% in 2009, while recognizing that some countries, such as Germany or Denmark, would 
have higher growth rates than others if the setting out of bicycle touring would be longer.  

Although there is still no reliable data on the volume and value of the bicycle touring market as a 
whole (in most countries there is no systematic regional or national collection), the limited data available at 
national or regional level indicates that Lumsdon's estimates were too optimistic. Although these figures refer 
to the various economic effects of bicycle touring, they are relatively reliable sources in respect of the volumes 
announced.  

In Denmark for instance, the share of total tourism turnover related to cycling is indeed very high: 
13% in 2008 (Møller Munch, 2010), but this figure includes ‘soft’ forms of bicycle touring. In Austria, it is 
estimated that bicycle touring makes up between 5.5 and 6% of summer tourism fulltime equivalent 
employment (Miglbauer, Pfaffenbichler, & Feilmayr, 2009).  

In Germany, direct annual turnover from bicycle touring (€3.9 billion) makes up 3% of the turnover 
from all day and overnight tourism (BMWi, 2009). In France, 5.5 million holidays, i.e. 3.3% of all French 
holidays, are identified as ‘bicycle touring holidays’. However, this includes any holiday where the bicycle 
plays an important part, e.g. also some where day excursions are concerned (Mercat, 2009). Thus, the 
number of real overnight cycle holidays will be considerably lower. Various Mintel Reports on bicycle touring 
(Millington, 2009; Mintel, 2003, 2007) do not offer estimates of overall demand for Europe.  
 The bicycle touring market is predominantly domestic and primarily about independent travel. 
However, the range of “cycle” holidays available illustrates a wide market spread for lightly packaged tours. 
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Specialist tour operators offer cycling holidays in many European countries and in some cases long haul 
destinations (Millington, 2009; Mintel, 2007). An inexhaustive list of the main operators and of the bicycle 
touring destinations shows that France is by far the most important destination for bicycle touring operators, 
followed by Austria. 

In the absence of data across all countries the study team reviewed reports from those countries 
where studies have been undertaken in order to ascertain the demand for bicycle touring. These are 
principally Germany, Switzerland, The Netherlands, France and the UK which have been undertaken more 
detailed scientific studies in this respect. It has been possible to supplement these with market research 
findings from Denmark, Belgium, Czech Republic and Spain. Analysis of this material provides an overview 
of demand for bicycle touring across Europe. This generalised approach is possible because bicycle tourists 
have very similar characteristics across all countries: they require a continuous, safe, pleasant route with 
good signage.   

The main “emitting” markets of the European tourism sector are Germany and the UK. For example, 
the UK-based tour operator Inghams continues to offer a tour on the “Danube Cycle Route” (Donauradweg) 
as did Thomson for many years. Thomson now delivers bicycle trips via its branch, Headwaters. In Germany, 
TUI offers bicycle touring products as part of the “active holidays formulas”.  

Within the context of the overall emitting market, however, bicycle touring remains small scale. 
Austria, Denmark, Switzerland and France are the main destinations (see Table 11). In terms of turnover, the 
Danish market demonstrates a high percentage (68%) of international cycle tourists, the majority of which 
are from Germany (Møller Munch, 2009), and market is valued at 1.8 billion Danish crowns (Urfe, 2007)                                                                                                                                       

 
 

     Table 11 
 Volume per user category: bicycle tourists (visits) and excursionists (day) 
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Volume           

Bicycle 
tourists for 

visits (x 1000) 

70 14 960 256 55 117 212 4004 400  

Day bicycle 
tourists (x 

1000) 

420 2 17400 153 2470 2500 383 4629 685700 5400 

Total (x 1000) 490 16 18400 409 2525 3035 500 4841 689704 5800 

ute/ 
National statistics show that the bicycle touring market is largely national, especially in Germany and 

the Netherlands. The UK has endeavored to develop its domestic market through the creation of the National 
Cycle Network and other initiatives were also carried out in Scotland and Wales, sometimes in relation to 
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ATV centers. However, the share of bicycle touring (all practices) remained almost unchanged, between 2 
and 4%. Mintel (2007) presents two reasons for this involution.   

First of all, one in four people is not willing to travel by bicycle on the British roads, because of the 
fear of traffic. Secondly, there is a strong trend towards a sedentary lifestyle and obesity: people practice less 
walking and cycling in their everyday lives than in previous decades. Where Sustransand its partners have 
set up off-road cycling roads, the demand for day trips is strong, for example Camel Trail ("Camel Path") in 
South East England, which generates over 250,000 hikes per year (Weston and Lumsdon, 2006). 

In Scandinavia, bicycle touring offers have developed in recent years and the bicycle market 
increased demand for both utility and recreational and tourism practice - although researchers have failed to 
get updated information about Denmark, where the decline in turnover in bicycle touring between 2004 and 
2008 was mainly due to Danish cyclists (Møller Munch, 2010). However, Denmark is still one of the top ten 
favorite destinations for German cyclists (Giebeler and Froitzheim, 2012).   

In respect of the trends in the bicycle touring market in Europe, documentation on such a topic is 
quite difficult. Bicycle touring is not the subject of a distinct category in Eurostat statistics nor in other general 
studies on national or international tourism. Therefore, there is no review of the trends in this field. As part of 
the consultation process of the 2009 EuroVelo study, an Internet opinion survey allowed 348 experts to 
question their views on the evolution and prospects of supply and demand in bicycle touring. This 
investigation was renewed in a 2012 update based on 426 responses. In the first investigation, there was a 
consensus on weak development in most countries.   

In the 2012 poll, the general opinion was quite different, namely that bicycle touring unfolds despite 
the decline in financial support from local and regional authorities. It is important to note that the marginal 
development of bicycle touring, both in terms of supply and demand, is uneven in Europe. In countries like 
Austria and France bicycle touring is an important sector that continues to grow, while in other countries, 
such as Denmark, Germany, the Netherlands and Switzerland, it has undoubtedly reached its saturation 
point.    

The figures for 2011 estimated the number of visits and bicyce trips in Europe to 2,295 billion, which 
would have remained unchanged or could increase slightly in the coming years. The economic incomes of 
these visits were estimated at around 44 billion euros. Table 12 summarizes and details these data on 
demand and on the economic impact obtained through various calculations. 

                         Table 12 

 Calculation of the economic value of bicycle touring in Europe (EU + Norway + Switzerland) 
Country  Day trips  

(106) 
Visits 
(106) 

Day bicycle 
tourists 

(Mld Eur) 

Visits  
(Mld EUR) 

Total 
 (Mld EUR) 

Austria 62 0,46 0,96 0,20 1,16 

Belgium 39 0,21 0,60 0,09 0,69 

Bulgaria 12 0,13 0,19 0,06 0,25 

Switzerland 55 0,42 0,85 0,18 1,03 

Cyprus 0 0,00 0,01 0,00 0,01 

Czech Republic 55 0,56 0,85 0,24 1,09 

Germany 607 4,62 9,34 2,03 11,37 

Denmark 42 0,32 0,65 0,14 0,79 

Estonia 1 0,01 0,02 0,00 0,02 

Spain 80 0,89 1,23 0,39 1,62 

Finland 112 1,14 1,72 0,50 2,22 

France 373 4,01 5,73 1,76 7,49 

Greece 21 0,23 0,32 0,10 0,42 
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Hungary 98 1,00 1,50 0,44 1,94 

Ireland 13 0,09 0,20 0,04 0,24 

Italy 103 1,05 1,59 0,46 2,05 

Lithuania 5 0,04 0,07 0,02 0,09 

Luxembourg 1 0,00 0,01 0,00 0,01 

Latvia 9 0,10 0,14 0,04 0,19 

Netherlands 138 1,01 2,12 0,44 2,57 

Norway 23 0,20 0,35 0,09 0,44 

Poland 101 1,06 1,56 0,47 2,02 

Portugal 7 0,07 0,10 0,03 0,14 

Romania 9 0,10 0,14 0,04 0,18 

Sweden 134 1,20 2,06 0,53 2,58 

Slovenia 9 0,07 0,15 0,03 0,18 

Slovakia 17 0,14 0,26 0,06 0,32 

UK 149 1,23 2,29 0,54 2,83 

Total 2247 20,36 35,00 8,94 43,94 
                 Source: Calculations of the experts; Eurostat (2008); Peeters ș.a. (2004); The Gallup Organization (2011). 
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VI. STRATEGIC APPROACH 

 

 A concept based on two Greek words (stratos-army and agos-leader) strategy originally meant the 
art of leading an army. Since the 1960s, with the strong emphasis on competition, the term strategy has also 
necessarily emerged in managerial thinking. 

According to Mickael Porter, strategy is the conscious choice of a combination of goals that a firm is 
trying to achieve and the means it uses to that end. The strategy allows the firm to focus on the most important 
things to win or survive in a competitive situation. It employs the material, human and financial resources of 
the company and distributes them on a long term basis.  

Henry Mintzberg believes that a strategy can be deliberate when it is designed and planned, or 
emerging, when it results from unforeseen events to which society must react. These two strategies coexist 
most often within the company and together they represent the so-called accomplished or implemented 
strategy. 

The strategic approach can have three levels of intervention: 
• Global, which develops the overall enterprise or corporate strategy, which refers to all its activities 

/ products / services; 
• by strategic areas of business, also referred to as the "business strategy", which is limited to a field 

of activity; 
• operational, declining global strategy and business strategies at enterprise level, which means the 

emergence of commercial / marketing, production, financial, social (human resources) strategies.   
 The strategic approach is based on the LCAG or SWOT model, developed in 1965 by four Harvard 
teachers, which highlights the strengths and weaknesses of a company, the opportunities and threats that 
arise from its external environment. 
  The strategic approach differs depending on whether it is an SME or a large company that has only 
one activity or several activities. In the case of a multiple-activity enterprise, the diagnostic stage must be 
preceded by the strategic segmentation, because only in this way can an appropriate strategy be formulated. 
 

VI.1. Strategic Diagnosis  

 

 Several preparatory actions were undertaken to implement the SWOT analysis, which aimed to know 
the area of interest of the project, key actors and stakeholders interested in developing sustainable tourism. 
Part of the information on natural and cultural heritage was provided by studies undertaken in advance and 
whose main objective was to identify potential routes favorable to bicycle touring, seen from the standpoint 
of a new product that can become the main driver for sustainable tourism in the cross-border area Mehedinţi-
Vidin-Montana. 

Another part of the information has been gathered from the Internet, from ministries (tourism, 
economy, transport, regional development, health, education, culture, and so on), from other governmental, 
regional, county, private bodies that are involved directly or indirectly in the development of tourism in the 
area, from public or private international bodies, and so on. 

Particular attention was paid to identifying the legislation of the two countries and the regulations 
promoted in the last years in the field of tourism, how their provisions were put into practice. This analysis 
has been complemented by a strong legislative and regulatory component of the European Union and the 
main countries where tourism has achieved remarkable economic and social outcomes (France, Germany, 
Spain, Italy, USA, Canada, China, Great Britain, Switzerland, Holland, and so on), being allowed the 
appliance of benchmarking in the implementation of this project. 
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VI.1.1. Tourism offer and improvement of mountain tourism activity 

 

 Besides the above-mentioned sources, which have an important statistical component (they are 
historical), direct information was obtained through surveys based on online questionnaires. 
The first questionnaire, Q1, entitled Inquiry to identify mountain tourism supply and to improve the activity of 
this sector in Mehedinţi County and in the counties of Vidin and Montana, aimed at getting to know the 
situation of the main actors in the cross-border area, their problems and their views on their improvement, 
namely: 

- tourist products and services offered; 
- the current communication system; 
- own advantages in competition with the other competitors; 
- the weaknesses that affect their economic and social outcomes, 
- opportunities encountered and threats coming from the outside environment; 
- opinions on renewing the range of products and services and launching into bicycle touring; 
- opinions on improving their own activity; 
- current governance. 
The questionnaire was directed to a large part of the tourism companies and associations in the 

area, their legal representatives have been contacted beforehand by telephone or directly (Annex 1). The 
administration of the questionnaire was done online for the Romanian side after having previously contacted 
the companies and associations included in the sample and by e-mail for the Bulgarian side after its 
translation into English. From the Bulgarian side, five companies from the regions of Vidin and Montana were 
involved in the study. 

The first issue addressed in the questionnaire was the analysis of the diversity and richness of the 
offer presented by cross-border tour operators (Figure 6). Apart from the omnipresence of accommodation 
services (100%), the offer includes walking trails in nature reserves/parks and / or in plain, mountain areas 
(40.9%, out of which 58.3% in the Romanian side, only 20,0% in the Bulgarian side), fishing and beach 
parties, which also have the same figures, then public catering, bicycle itineraries and water walks (36.4% 
on the whole, out of which 41.7% in the Romanian side and 30,0% in the Bulgarian side). Visits to museums 
and religious places remain another important service provided by 31.8% of the sample units. The 
organization of cultural and sports events is mentioned by 31.8% of tour operators, and the balneary services, 
day trips in the area and hunting are not mentioned at all.  

Although this supply situation does not seem to be modest in terms of the presence of consumers' 
services in this area, the fact that public food, walks (water trips), organized hikes for excursionists, proposed 
itineraries for cycling and the organization of cultural and sports events record levels of up to 41% or much 
lower, show that their dispersion is quite high and that they are likely to be encountered by one and the same 
travel agent or in a territorial area large enough in size to be minimal. 

One of the points that have posed and continue to pose problems for tourists in the cross-border 
area Mehedinţi-Vidin-Montana is the communication system. The benefits of ICT are being exploited to the 
maximum by customers who want to get information, solve their accommodation and access to the site all 
that the area and its travel agencies offer. For mountain cyclists there must also be information on existing 
routes, maps, but also GPS for the longest and most difficult of them.  
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Trasee montane = Mountain trails 
Vanatoare = Hunting 
Pescuit = Fishing 
Excursii de o zi = Day trips 
Plaja = Beach 
Turism balnear = Balneary tourism 
Organizare evenimente = Event organization 
Vizite muzee = Museum Visits 
Oferta turistica actuala = Current tourist offer 

   Figura 6. The offer specific to the tourism economic agents in the cross-border area 
 
It should be noted that over 90.1% of the questioned units have their own site or are present on a 

platform through which specific basic information can be accessed, namely "Turist Info.ro" (about 22.7% of 
the total), after as shown in figure 7. Approximately 45% of these units have leaflets, 36.4% maps of the area, 
and 40.1% give access to an internet computer. A more detailed analysis of the sites' content shows that 
they do not provide sufficient information about the natural and cultural heritage that is specific to them, about 
their own offer, not to mention here the maps or GPS programs for walking or bike trails.  
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Acces calculator = Computer access 
Altele = Others 
Sistemul de comunicare cu publicul = Public communication system 
                 Figure 7. The specificity of the cross-border communication system 
 
Undoubtedly, current progress in respect of communication line will have positive cumulative effects 

for attracting tourists to the area, but this development will not be sufficient for sustainable development at 
its potential. In our opinion (formed by the analysis of similar experiences of other similar regions in the 
leading countries in tourism), communication must also be approached at the level of the cross-border region, 
separately or by both countries, through brands that synthesize the quintessence of wealth and supply of the 
area. Brand creation can then continue to locality or economic actor level when there are differentiation 
elements that can be appealing to tourists. A significant fact in this respect could be, for example, the Roman 
entrance to Dacia, the gate to Dacia. 

On-site visits and discussions with the leadership of several tourism companies, the analysis of their 
current communication system, the situation of tourist flows in the area, the evolution of European tourism, 
etc. allow an estimation of their strengths and weaknesses, as well as an identification of the opportunities 
and threats that the external environment reserves. In order to further credibly estimate these calculations, 
the inquiry reserved several questions that provided answers from the source (Figure 8). 

 

 
Patrimoniu natural = Natural heritage 
Patrimoniu cultural = Cultural heritage 
Patrimoniu istoric = Historical heritage 
Zona deosebita – Dunare = Special area – the Danube 
Potential balnear = Balneary potential 
Zona viticola = Viticultural area 
Gastronomie ecologica = Eco-gastronomy 
Atuuri principale ale zonei = Main Strengths of the area 
       

Figure 8. Strengths of the area, identified by the firms in the sample 
 
The most frequently used assets by the firms participating in the study were the location in an area 

with a special natural heritage (86.4%), followed by the geographical position in the vicinity of the Danube 
(68.2%) and the location in the area with a historical heritage (50.0%). Other elements that could be 
considered strengths were not in the respondents' attention, as is the case with a rich cultural heritage and 
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organic and natural gastronomy (25.0% each). The potential of the vineyard and the spa is only mentioned 
by one or two companies in the sample. 

The status of the access roads in the area (54.5%), the lack of routes and the itineraries arranged at 
European level (50.0%), the relatively poor offer of tourism actors (45.5%), the precariousness of the system 
(36.4%) and the inappropriate exploitation of natural, cultural and historical heritage (Figure 9). 

 
Oferta saraca = Poor offer 
Starea drumurilor = Road condition 
Amenajarea traseelor = Improvement of routes 
Infrastructura de cazare = Accommodation infrastructure 
Sistem de comunicare = Communication system 
Puncte slabe ale zonei = Weaknesses of the area 
  Figure 9. Weaknesses of the tourist area 
 
In terms of opportunities that the tourism ecosystem offers in Mehedinti county and in the regions of 

Vidin and Montana, the responses received from the same respondents are not so enthusiastic as media in 
both countries presents the efforts for an accelerated and sustainable development of this area of activity 
(Figure 10). First position is highlighted in a border area which enjoys the existence of specific European 
programs (68.2%), followed by the launch of European programs and funds that support tourism in the 
European Union member countries (59.1%), crossing the area by EuroVelo 6 (45.5%) and developing 
European and national strategies to coordinate tourism development in each country and region (40.9%). 
The emergence of national, regional and county new coordinating tourism activities in their area of 
responsibility (31.8%) has not been well received by stakeholders in tourism yet due to the delay with which 
they operate and their lack of efficiency up to date. 
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Strategii favorabile turismului= Strategies favourable for tourism 
Programe europene de finantare = European funding programs 
Parte a Eurovelo 6= Part of Eurovelo 6 
Aparitia unor organisme noi de management = The emergence of new management bodies 
Programe speciale transfrontaliere = Special cross - border programs 
Oportunitati pentru turismul din zona = Opportunities for Tourism in the Area 
 
    Figure 10. Opportunities that are specific to the cross-border tourist area 
 

 
Management divizat = Shared Management 
Coordonare slaba cu alte organisme = Poor coordination with other bodies 
Concurenta acerba interna si externa = Harsh internal and external competition 
Initiative izolate si necorelate = Isolated and uncorrelated initiatives 
Amenintari pentru turismul din zona = Threats for tourism in the area 
 
         Figure 11. Threats that may affect the tourist area, received by the units in the sample 
 
The threats accompanying the tourist activity were received by several questions with multiple but 

open answers, in which the questioned audience could add other elements that were not taken into 
consideration in the design of the questionnaire, some related to the opportunities. As threats, there are 
mentioned, first of all, the difficult coordination of the tourism activities at the level of the ministries and of the 
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regional and county bodies involved (Figure 11) and the late, isolated and uncorrelated actions of the various 
bodies that have responsibilities in tourism development, each at the level of 59.1%, then the division of 
administration and management of tourism development (27.3%). National and international competition is 
not considered a serious threat since it is only mentioned by three companies (13.6%). 

The fact that the tourism of the two countries is not at the level of expectations is not a surprise, 
because the level of entrepreneurship in the two neighboring countries is not at European standards for 
historical, cultural reasons because the level of investment is reduced due to the material status of the actors, 
but also because of the quality of the management processes at all levels with responsibilities in the field. 
Sample members were advised to respond freely on how many bodies at the regional and county level know 
each other and how many have collaborated fruitfully for many years. Most of these organisms (more than 
72.0%) have been recognized, but the percentage has dropped sharply (over 63.0%) in respect of their 
collaboration. Thus, in Mehedinti there were mentioned the ANTREC, the GAL Danube Cluster, the County 
Council, while the OMDs, clusters and competitiveness poles were not invoked at all. 

The improvement of offer, supported by all strategic documents at national and regional level, is a 
measure that must involve all stakeholders with investment in infrastructure, but also in management 
(especially human resources) and in communication. An interesting and publicly-requested product may be 
the pretext of major changes in attitude. In this respect, the preparation and inclusion of bicycle touring and 
its electric variant in the offer can be a good revival of the entire tourist activity of the cross-border area, a 
positive signal for the Romanian customers, but especially the foreign ones, willing to know new territories. 
More than 90% of the respondents considered such an initiative to be a good thing, and the difference actually 
chose the "do not know" option.  

Involvement of cross-border tourism businesses in the problems of initiatives that support their 
development is beneficial, first of all, to obtain new information from the source, because here they are 
actually realized and felt. In a multiple choice question, formulated following specific theoretical analyzes but 
also confirmed by a pre-test (Figure 12), the sample members agreed to all the proposals, but in different 
proportions. The most evoked of them was the attraction of European funds (77.3%), followed by better 
management of territorial development and new public and private investments (72.7%), designing and 
launching new products / services , which is a vector of growth (63.6%). On the last position, but with a fairly 
good percentage (45.5%), better communication with the market is also mentioned.    

 
Investitii noi = New investments 
Atragere fonduri europene = Attracting European funds 
Dezvolarea ofertei turistice = Development of tourist offer 
Comunicare mai buna = Better communication 
Management mai bun = Better Management 
Masuri pentru dezvoltarea turismului in zona = Measures to develop tourism in the area 
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         Figure 12. Measures that can revive sustainable mountain tourism 
 
Both countries have taken legislative action and set up bodies to allow for a better coordination and 

collaboration in the investment process and other important steps aimed at developing sustainable mountain 
tourism. These measures seek to involve all actors and stakeholders who can participate in this development 
and improve governance. If they have so far improved the cross-border area up to now, we have been trying 
to find out by asking three questions in the questionnaire. 

The ARIES project proposes the bicycle touring as a factor for the sustainable development of 
mountain tourism in the cross-border area under review. Such a proposal is quite relevant for at least two 
reasons. The first is that this relatively new product of cycling has come to terms with a strong development 
in all European countries with a tradition in the field, such as Germany, France, the Netherlands, Italy, Spain, 
Switzerland, Great Britain, and so on. Initially launched in mountain areas known for their winter offer for 
skiing and other sports on snow and ice, which recorded an exaggerated seasonality and which were not as 
visited during the summer, the bicycle touring has become a driver of tourism development which passed 
over this initial impulse. Its example was taken up by almost all mountain / plateau resorts and was considered 
a good opportunity to render sustainable tourism where it had penetrated. WTO, OECD and the Europen 
Union seized the opportunity of the bicycle touring and have performed both studies and research in order to 
support the member and partner countries in planning its development, as well as practical actions, through 
funding programs and the establishment of European routes, such as the EuroVelo network.    

 

 
Influenta cicloturismului asupra turismului din zona = The influence of bicycle touring on tourism in 
the area 
Pozitiv = Positive 
Negativ = Negative 
Nu stiu = I do not know 
            Figure 13. Influence of the launch of bicycle touring in the cross-border tourist offer 
  
A second important reason is also the behavioral changes of the tourism consumer at a time when 

ICT has completely changed the work process, becoming more static, more stressful and better paid 
nowadays. In order to counteract the effects of stress on health, people spend the weekend and holiday 
periods away from the riotousness of everyday life where they can see something exciting, ecological, cu 
healthy food, where they can relax and do sports. Well, the best answer to these requirements is to a large 
extent given by bicycle touring.  
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The fact that such a point of view is also agreed by the tourism actors is quite clear from the answers 
the chosen sample gave to the question "How do you think the tourism situation in your area would be 
influenced by bicycle touring?" An overwhelming proportion of respondents (Figure 13) who responded 
(83.7%) considered that offer enrichment with this product would have positive effects for tourism and the 
16.3% difference did not deny such a point view (do not know).  

The opinion of all the actors involved in the tourism development survey in Mehedinţi County and in 
the regions of Vidin and Montana is that the difference between the tourist potential of the cross-border area 
and reality exists and is great. A majority of them agree that the tourism development process is 
discontinuous and without a health logic, which means that the strategies adopted at different levels, as they 
were, were not even assumed by anyone. Such a situation also arises from the answers regarding the 
identification and collaboration of the area's tourism actors with organizations / bodies created at national, 
regional or county level to support the development of sustainable tourism.  

  The question therefore arises whether the presence of a new federal structure at the county or 
regional level, which has responsibilities and means to coordinate a harmonious, compatible and overall 
development, prioritizing according to the realities on the ground, to assume the role of an interface between 
ministry / ministries and economic agents in tourism and to put into practice viable strategies is necessary or 
not. The responses were positive in the proportion of 86.0% and the remaining 14.0% did not express 
themselves (Figure 14).    

 
Opinia privind crearea unei noi structuri federative a turismului= Opinion on the creation of a new 
federative structure of tourism 

Pozitiv = Positive 
Negativ = Negative 
Nu stiu = I do not know 
 

Figure 14. Respondents' opinion regarding the creation of a new federative structure of 
tourism 
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VI.1.2. Customer’s profile and the attractiveness of the area 

 

The second questionnaire, Q2, with a much larger size and complexity, mainly aimed at identifying 
the profile of mountain bicycle touring customers, the attractiveness of such a product and the mountain 
tourism area of Mehedinti. It was also managed online, and it was done with the support of important 
Romanian associations that are concerned with the development of bicycle touring in our country (Annex 2). 
Most of them guided the questionnaire to an important part of their members, so 153 questionnaires were 
completed and returned automatically, which we consider to be good enough for the representativeness of 
the data and the results of the study. The chosen questions sought to obtain important information, such as:  

- the profile of potential customers of classic mountain bike touring; 
- the average length normally chosen for a visit in the mountains; 
- preferences related to the type of accommodation; 
- how to book the location and products / services you want during the visit; 
- the level of knowledge of the area in which the visit is taking place, 
- the attractiveness of the area, quantified by elements such as its accessibility, the natural and 

historical heritage and cultural heritage, the activities organized during the visit, the planned events, the 
quality and diversity of the products / services offered;  

- the budget spent for a day of visit, apart from accommodation; 
- gaps in the area that negatively affect its attractiveness. 
By its size (153 respondents) and by its subjects belonging to well known bicycle touring associations 

in Romania, the sample can be considered as representative because of its results and can be taken into 
consideration, as outlined above, as extracting the most appropriate conclusions to be used in order to 
establish a viable marketing strategy for the cross-border area included in the project.  

An overwhelming proportion of sample members, who are cyclists and practice bicycle touring, come 
from the urban environment (91.4%), with the rural environment being very poor (8.6%) from this point of 
view.  

As for the age of the sample members (Figure 15), several interesting aspects can be noted: 
- the age group of 30-40 years holds the most significant weight (42.9%), followed by the group from 

40 to 50 years old, with 25.7%; 
- older people and those in the 50-60 years group, respectively, hold a relatively low share of 11.4%, 

while the group over 60 years does not even exist; it is very likely that the development of electric touring 
bike will attract more people from these groups to this hobby in the future, thanks to the facilities they bring;  

- captures the vigorous presence of the youth group (20.0%), which may lead to a first positive 
assumption regarding the future of cycling and bicycle touring in Romania; if this share continues to increase, 
it means that its development trends are more than predictable, confirming the trends in the leading European 
countries from this point of view .  
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Varsta membrilor esantionului = Age of sample members 
Ani = Years old 
        Figure 15. Distribution of sample respondents by age 
The vast majority of respondents are men (71.4%), but such proportions are not much different from 

those existing in other European countries, and in terms of graduated studies the reality is even clearer in 
the sense that cycling lovers are especially college graduates (88.6%), while the remaining 11.4% have 
secondary education. 

Another aspect of the investigation was the civil situation of the sample members, which resulted in 
51.4% of the group of married people, followed by the group of single people (34.3%) in order, and finally, 
the group of those living in concubinage (14.3%). Regarding the civil status of the units in the sample, the 
questions regarding the presence of the children and their age were also introduced, which can provide 
interesting information in establishing the profile of the persons practicing bicycle touring in Romania. The 
proportions recorded among those with children (40.0%) and those without children (60.0%) do not establish 
a clear correlation between the hobby "cycling" and one of the two situations. But what is interesting (Figure 
16) is that cyclists with children up to 10 years old are the majority of the sample (64.7%), followed by those 
with children aged 10-15 years (17.6%) , then those with children aged 15-20 years (11.8%), so that the list 
is concluded by those with dependent children for over 20 years (5.9%). 
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Ani = Years old 
 

Figure 16. Distribution of respondents according to the age of dependent children 
 
These results are well correlated with the age of the sample members, emphasizing once again the 

fact that persons practicing bicycle touring up to 40 years old are also the majority (62.9%), most of them 
having children possibly up to 10 years.  

 

 
Vechimea utilizarii bicicletei = The duration of bicycle use  
Ani = Years old 
 
Figure 17 The structure of cyclists in Romania depending on the duration of bicycle use 
 
A second series of questions in the questionnaire focused on aspects of the links between the sample 

members and the cycling, the circumstances and ways of using the bicycle, their opinion of the electric bike. 
In order to understand the structure of cyclists in Romania according to the duration of bicycle use 

(Figure 17), the question of such information appeared to be quite interesting: 40.0% of respondents practice 
cycling for over 10 years, 20,0% is in the range of 5-10 years, 25.7% in the range 1-5 years, so that the group 
of debutants (under 1 year old) recorded an interesting score 14.3%.   

Indeed, such a level is interesting in its proportions, because it highlights a point of intense inflection 
of people who want to practice cycling as a hobby. Assuming that such a percentage would remain for five 
years, this would mean a considerable increase in the group's weight from 1 to 5 years, then in the other. 
This spectacular growth of bicycle users is also supported by the annual growth in sales of this product and 
is an interesting asset in the development of cycling in our country. The data provided by "Financial 
newspaper" of November 21st, 2017 claim that in 2016 the sales of bicycles in Romania reached 82 million 
euros, after doubling compared to 2016, and in 2017 it would have increased to 96 million.  

Information on the use of the bicycle in time is necessary to identify the intensity with which such an 
instrument is expelled and its links with a potential connection with mountain bike touring (Figure 18). A 
relatively small proportion of sample units (16.9%) use the bicycle as a means of moving back and forth, 
while during the week, on frequent walks, the percentage increases to 25.4%. Bikes are becoming more 
interesting during the weekend (32.3%) and on holidays (25.4%). 

Interpretation of these indicators is not difficult at all: the last two groups of the sample together 
record a percentage more than interesting which must be in the attention of the mountain tourism actors. This 
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percentage is a part of the potential bicycle touring customers for the cross-border area analyzed in the 
project. 

  

 
Utilizarea bicicletei = Use of bicycle 

      Figure 18. Structure of respondents depending on how to use the bicycle in time 
 
Interesting information about customer behavior was obtained by asking a question about how to 

move by bicycle during the weekends and on holidays (Figure 19). 
Most of the respondents travel with the group of friends (44.3%), quite a lot are alone (30.7%), with 

the wife / husband go 17.3%, and with the family only 7.7%. The same chapter also includes information on 
the type of bicycle chosen by the sample members (Figure 20). Most of them choose a sturdy and resistant 
mountain bike that never “leaves” you (46.8%), followed by those who choose cruiser, sportive bikes (23.4%), 
classic (21,3%) and electric bikes (8.5%). Such a distribution reveals cyclists' preference for bicycles that can 
be used on any field and which, in practice, seek to go through heavier trails, such as those offered by 
mountain areas. From this point of view, this group of cyclists is a basic component of potential customers 
for mountain bike touring. 
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Deplasarea in weekend cu bicicleta = Movement by bicycle in the weekend 
Individual = Individual 
Cu sotia = With the wife 
Cu familia = With the family 
Cu grup de prieteni = With a group of friends  

Figure 19. Distribution of cyclists depending on how they travel in the weekend and in holidays 
 
 

 
Ce fel de bicicleta utilizati = What type of bicycle do you use 
Clasica = Classic 
Cursiera = Cruiser 
Electrica = Electric 
Mountain-bike = Mountain-bike 
 
        Figure 20. Structure of cyclists depending on the type of bicycle used 
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The project "Joint Adventure on Mountain Roads", Code e-MS 384, aims to support the development 
of sustainable mountain tourism in the cross-border area specific to the plateau and mountain areas in 
Mehedinţi County (Romania) and in the specific regions of Vidin and Montana (Bulgaria) by promoting a new 
product that is very successful in the European countries with tradition in this respect, namely bicycle touring, 
especially with its electric version .  

Already involved in bicycle touring and good acquaintances of this interesting branch of cycling, 
members of the sample have agreed to an overwhelming proportion that the electric bike is useful in their 
itineraries (80.0%) compared to the rest of 20.0% , which remain faithful to the classic version with its different 
designs. However, the usefulness of this bicycle variant records a slightly contradictory distribution (Figure 
21).   

Most respondents (39.5%) consider that the electric bike is suitable for the shift to work and back, 
27.3% consider it the best solution for mountain trails on holiday / weekend, while 18.1% opted for the option 
to walk near home or on holiday (15.1%).  

 
Bicicleta electrica este utila? = Is the electric bicycle useful? 

Figure 21. Choices between classic bicycle and electric bike 
 
With regard to the decision to buy or rent a bicycle for easier crossing the mountain trails, 62.9% of 

those who responded were interested and the other 37.1% did not agree with such an initiative.  

  
Motivele pentru care nu ati achizitiona/utiliza bicicleta cu asistenta electrica = Reasons why you 
would not purchase / use an electric bike 
Pret mare = High price  
Dificultati in intretinerea bateriei = Battery maintenance difficulties 
Nu doriti sa renuntati la bicicleta clasica = You do not want to give up on the classic bike 
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Figure 22. The level of motivation in choosing / using an electric bike 
 
The motivation of the latter (Figure 22) has as options the high price (47.6%), fidelity to the classic 

variant which is more sporty (40.5%), or predictable battery maintenance difficulties which are considerated 
too big for a change of option. 

What is also interesting for practicing bicycle touring in mountain areas, and which must be 
considered by cross-border tourism actors, is the existence (purchase / rental) of such bicycles at the place 
of accommodation or at the beginning of an itinerary. A comfortable majority of sample subjects (65.7%) 
would like to rent a bicycle from or near the place of accommodation, compared to 34.3% who would not 
resort to such a gesture .   

Another issue aimed at the investigation was the identification of the modalities of transport and use 
of the bicycle from the respondent's home to the place of accommodation and in the area chosen for the 
weekend or for rest leave (Figure 23). The travel to the place of accommodation is mostly done by own car 
(61.3%), followed by bicycle (20.4%), train (16.3%) and other means (2 %). The relatively high percentage 
of bicycle use appears, in our opinion, to be somewhat higher than in reality, with the motivation being that 
of a large number of respondents from the analyzed area, who can travel by pedaling to the locations and 
routes of the area. An additional question, which has filtered these practices better, provided slightly different 
responses that come to support the above assumptions. Thus, the bicycle is used in a very large proportion 
(86.7%) only at the place of stay / itinerary, and only 16.5% of the respondents in the displacement to the 
destination.    

 

 
Ce mijloc de transport ati utiliza intre domiciliul dvs. si locul de sejur? = What means of transport 
would you use between your home and your place of stay?  
Bicicleta = Bicycle 
Tren = Train 
Auto = Vehicle 
Altele = Others 

Figure 23. Respondents' preferences for traveling to the place of stay 
 
The topic of behavior at the place of visit or in the overnight stays during the chosen course was 

analyzed by including in the questionnaire some questions regarding several interesting aspects, including 
how to relate to accommodation units. Most of the sample members prefer the itinerary (60.5%), and an 
important part wants to spend the visit in mountain areas (39.5%). The average length of visit does not exceed 
5 days for 71.4% of the survey community, while for a period of 5 to 10 days opts 28.6% of the respondents. 

Regardless of the duration and level of mobility they choose in terms of accommodation, tourists 
who prefer cycling in mountain areas are attracted (figure 24) fisrt of all by pensions (40.0%), then in 
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descending order by campsites (27.7%), by houses offered by individuals, providing the specific natural 
conditions (15.4%), hotels (13.8%), to conclude with those who have secondary residences in these areas 
(3.1 %). 

The choices of cyclists wishing to practice mountain tourism are 100% dependent on the existence 
of natural reserves / parks in these areas or in their surroundings to provide them with interesting, unique 
fauna, flora and landscapes. In fact, 88.6% of those who prefer the existence of natural reserves / parks are 
interested and decide to choose a location based on their presence in the area chosen for the weekend or 
holiday and a much smaller percentage (11,4%) do not necessarily take such an aspect into account. 

 

 
Unde preferati sa innoptati? = Where do you prefer to sleep? 
Hotel = Hotel 
Pensiune = Pension 
Camping = Camping 
Locuinte individuale = Individual dwellings 
Rezidente secundare = Secondary residencies 
 

Figure 24. Distribution of respondents by type of accommodation 
 
Also the specific activities in mountain areas, preferred by cyclists who answered the questionnaire, 

provide interesting information to both parties involved in tourism (Figure 25). If they have information that 
their favorite activities are being offered, there are multiple chances that the demand-offer meeting to occur. 
In turn, the actors in tourism who know the preferences of tourists in terms of their activities, especially on 
their holidays, have to include them in their own offer. Most of the tourists in the sample are attracted by the 
presence of mountain trails on which they can go by terrain bikes (46.4), others are loyal to pedestrian walks 
(32.2%), while 21.4% of all of them are happy with races by electric bikes. 
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Care sunt activitatile pe care doriti sa le desfasurati in concediu/weekend? = What are the activities you 
want to perform on holiday / weekend? = 
Odihna si plimbari pedestre = Rest and pedestrian walks 
Trasee cu biciclete de teren = Field Cycles trails 
Trasee cu actionare electrica = Electric Driving Trails 

Figure 25. Respondents' preferences for certain activities proposed during the  
 
Another important aspect for defining the customers’ purchasing behavior more clearly is how they 

book the desired visit or itinerary (Figure 26). Most of these customers access and reserve their stay with the 
tools provided by the internet (58.7%), an important group (21.7%) manage the problem on the spot (in our 
opinion those who use longer itineraries) others know the area and locations and come directly with a simple 
phone call (17.4%), so that a small number (2.2%) can call an agent. 

It is obvious that the use of Internet tools, most often a well-developed computer site, is the best 
solution for attracting customers to the area. In the same area of interest is also the information about the 
budget that a tourist is willing to spend daily at the place of visit / itinerary, outside the amount of the 
accommodation (Figure 27). Most people in the sample (60%) stopped at the range of 100-300 lei, the level 
below 100 lei is mentioned by 31.4% of respondents, and in t places there are the groups that spend between 
300-500 lei (5.7%) and over 500 lei (2.9%). 

 

 

0,00%

10,00%

20,00%

30,00%

40,00%

50,00%

Care sunt activitățile pe care doriți să le desfășurați în 
concediu/week-end?

Odihnă și plimbări pedestre

Trasee cu biciclete de teren

Trasee cu acționare electrică

0,00%

10,00%

20,00%

30,00%

40,00%

50,00%

60,00%

70,00%

Cum faceți rezervarea sejurului sau a itinerariului?

La fața locului

Cunoașteți zona și 
hotelul/pers

Apelați la un intermediar

De pe internet-direct



82 
 

Cum faceti rezervarea sejurului sau a itinerariului? = How do you book your visit or itinerary? 
La fata locului = On the spot 
Cunoasteti zona si hotelul/personalul = You know the area and the hotel / staff 
Apelati la un intermediar = You call for an agent 
De pe internet – direct = From the Internet - Directly 
  

Figure 26. Ways to book the visit / itinerary by cyclists 
 

 
Care este bugetul zilnic per persoana pentru cazare? = Which is the daily budget per person for 
accommodation? 

Figure 27. Daily budget information for cyclists (except for accommodation) 
To find out more interesting things about the attractiveness of the cross-border mountain area for 

people who practice amateur cycling, a questionnaire chapter also targeted this fact, which was received 
through several characteristic questions. The first of these refers to the fact that sample members feel 
attracted to some natural or organized elements of people in the plateau or mountain area of Mehedinti 
County. Most of them mentioned that they feel attracted to their beauties and natural riches (57.5%), to the 
history / culture of the area (23.0%), and the 19.6% difference has reminded of cultural and sports events 
which could be organized in various locations in this part of the country.  

Visits and stays in the area of respondents were fairly frequent, despite appearances that may 
mislead at first glance, but such a situation may mean either the number of cyclists practicing tourism in 
Romania is rather low, but actively, whether their interest was targeted at other locations and practices other 
than cycling (Figure 28), but also that the members surveyed were mainly from this area. Thus, around 72.5% 
of the respondents were in the area, 20.0% of them claimed to have been here once, and the remaining 7.5% 
denied any pass through the Mehedinti Mountains or Mehedinti Plateau.  
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Ati mai fost in zona? = Have you ever been in the area?  
Niciodata = Never 
O singura data = One time only 
De mai multe ori = Several times 

Figure 28. Structure of respondents according to their visits to Mehedinţi County 
 
The attractiveness of the area has been quantified by notes given on several of the components 

through which it can be measured, namely accessibility, way of reception by travel agents, existing relief and 
its beauty and diversity, activities where tourists can be trained and the amount and quality of service 
received.  

 

 
Media obtinuta = The average achieved 
Accesibilitate = Accessibility 
Relief = Relief 
Servicii primite = Received services 
Mod primire = Receiving Mode 
Activitatile pe care le sustine zona = Activities supported by the area 

Figure 29. Quotation of the elements on which the attraction of persons practicing bicycle 
touring in Mehedinti depends 
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If for the relief with its varied and beautiful forms the average obtained was about 9.50, at other 
dimensions it began to decrease significantly, starting from 7.20 to accessibility, to 6.50 at the reception 
mode, to 6.35 for the activities offered by travel agents and 6,10 for the quantity and quality of services 
received. As a matter of fact, the level of communication of the area's travel agents is considered more than 
modest by more than 60.0% of the sample members. 

When asked about the missing elements of the area to attract as many cyclists as possible, the 
answers provided confirmed once again the previous analysis of its attractiveness (Figure 29). Most 
respondents (25.2%) consider that the identification of interesting and well-maintained mountain trails 
constitutes the main lack of the area, followed closely (20.6%) by adequate promotion at the level of tour 
operators and the precariousness of national and county roads existing (19.6%). The following elements 
were identified as lacking an adequate infrastructure for bicycle maintenance (13.1%), the presence of natural 
reserves / parks (4.7%), and in the end, the natural and cultural heritage, by 3.7%. 

As a whole, the study of the specialized literature in the field, the comparisons with the experiences 
of countries and entities with rich proficiency and completing it with specific surveys reached its goals, 
highlighting the profile of the customers interested in cycling, characterizing a part of the area's offer as it is 
presented at the moment and data equally interesting about the area's attractiveness and potential in this 
respect, also providing the basics for the SWOT analysis.  

The survey conducted within the group of amateur cycling associations also allowed to draw a profile 
of persons practicing mountain tourism in Romania by introducing questions whose answers revealed 
demographic, social and economic criteria, as well as some questions that provide information about behavior 
of these customers. From the answers offered and analyzed above, the profile of the persons practicing 
mountain tourism in the Mehedinţi-Vidin-Montana area can be characterized as: 

 
 
 
 
 
 
 
 
 
 
 
 
 

 In general, the area's offer is rather poor, because apart from the accommodation services that 
appear to all the actors involved in the study, all others have a low frequency of occurrence (mountain trails 
by foot or by bike, museum visits , even public catering, organizing events, etc.). In fact, only accommodation 
and public catering were requested by tourists, with the rest of the services being, with few exceptions, rather 
poorly chosen by them. 
 The itineraries of the Mehedinţi-Vidin-Montana area do not benefit from a positive image in the 
tourists' world and, among them, of cyclists, for several relatively easy to anticipate reasons. First of all, the 
interest of the bicycle touring area is a relatively recent date, as the present project itself is a serious 
undertaking to develop this branch of tourism here. Secondly, the atomization of stakeholders and the actors 
of the area (SMEs and small associations) has not allowed a rich and effective communication due to lack of 
funds but also interest in them.  

Urban person aged 30-50, but also with interesting entries from the group of 20-30 years, 

predominantly male (71.4%), with higher education (88.6%), married or single, without or with 

children and who has been using the bicycle for at least 1 year. Such a person likes the weekend 

or holiday itinerary cycling, with the group of friends but also individually, is more devoted to 

the strong and resistant mountain bike, but also enjoys using the electric bicycle. She/He often 

chooses to overnight in pensions and campsites, to make own booking using the internet and 

prefers mountain areas that have nature reserves / parks. As a rule, the daily budget, without 

accommodation, is between 100 and 300 lei, but it may be even smaller. 



85 
 

 The same division was also manifested in the area's tourism governance, marked by individualism 
and precarious existence, which resulted in isolated, uncoordinated and inefficient actions and results for a 
harmonious development of this branch in the area. Another important reason is the poor interest shown by 
Romanians and Bulgarians in cycling and bicycle touring. 
 The target audience is very limited (niche customers), and the general public is not interested in 
cycling because of the lack of a national culture for this instrument, on the one hand, and the income gap 
that makes them still dreaming about buying a vehicle. 
 A secondary factor but with a similar influence is the state of the national road infrastructure, 
which does not incite cycling because of the lack of traffic safety (lack of bicycle lanes, lack of specific 
markings, the attitude drivers and traffic authorities, and so on). 
 As a conclusion, the development of cycling and bicycle touring in Romania and Bulgaria must 
respond to many material and behavioral challenges, sustaining their practice in a constant and convincing 
way with the support of multiple sources with common interests (tourism, development sustainable transport 
and ecology, transport, sport, health, education, culture, the government as a whole, regional, county and 
local organizations, and obviously the tourism actors themselves).     

 
VI.2. SWOT analysis, competitive advantage, vision and strategic axes 

 
 In order to determine the axes and actions to be implemented to encourage the development of 
tourism, bicycle touring and its electric variant on the routes identified and proposed for use, we have taken 
into account a history of the actions undertaken in recent years in this area. This balance allowed a SWOT 
analysis (strengths, weaknesses, opportunities, threats) to identify the main ways of developing the bicycle 
touring in the Mehedinţi-Vidin-Montana cross-border area. Figure 30 includes the main elements identified 
by this analysis by its known chapters.   

 
STRENGTHS  

 A large number of different itineraries, with different lengths, 
with special landscapes 

 Presence of protected areas and natural parks on these 
itineraries 

 Position favored by the presence of the Danube and 
EuroVelo 6 

 Position close to national and European roads 

 Preservation in a very good state of a rich and diverse 
natural and cultural heritage 

 Presence of the Danube Gorge, with historical monuments 
and special landscapes 

 Existence of the "Iron Gates" I and II dams, which ensure a 
rapid pass to the two countries 

 An important area for the history of both countries 

 Unanimously expressed desire for the development of 
tourism in the area 

 Existence of organic farming and healthy local gastronomy 

 Economic influence is insignificant in the manifestation of 
demand 

 
 
 

WEAKNESSES  

 Relatively new itineraries, unknown to the public 

 Mountain and plateau tourist area without a well-defined 
brand image for the public 

 Poor, fragmented communication that does not use or 
use few ICT tools 

 Uneven or poorly arranged itineraries, lacking an 
European level mark 

 Relatively few, small actors that do not form a true 
network 

 Slightly practised  bicycle touring, in the market launch 
phase for the revitalization of mountain tourism 

 A small number of cultural or sport events with local, 
national or international amplitude 

 Poor public transport 

 Lack of a commercial network closer to the itinerary area 

 Poor governance at county, regional and national level 

 Customers reduced in number, not segmented and not 
followed by classical marketing 

 Service network almost inexistent for bicycles 

 Deficient accommodation from its forms diversity point of 
view  

 Low offer of tourist products and services, not attracting 
customers 
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OPPORTUNITIES  

 Demand for sustainable tourism development at national 
and local level, diversification of supply, especially for 
recreational cycling and cycling with electric assistance 

 The presence of a European cycling route, EuroVelo 6, 
which favors the presence of European cyclists in the 
cross-border area 

 The emergence of a legislation favoring the development 
of tourism and cycling in the two partner countries in the 
project 

 Elaboration and willingness to implement favorable 
national, regional and local strategies 

 Strong development of cycling and its tourist variant in all 
countries of the world, in response to an increasingly 
sedentary existence 

 The unprecedented development of ICT and the facility of 
accessing their specific instruments, making it easy for 
people to adopt and use them 

 Creation of national, regional, local bodies that can 
considerably improve an effective and efficient 
governance of sustainable tourism and bicycle touring 

 The boom of cycling and its newer form, electrical bicycle 
touring, both having a positive influence on the 
development of sustainable mountain tourism 

 Multiplying transport modes and reducing transport costs 
of all categories  

 The desire (necessity) to improve a high quality natural 
and cultural heritage 

 EU recommendations on cross-border cooperation 
between federations of practitioners and specialists to 
develop synergies that should develop the sustainable 
tourism 

THREATS  

 Extension of the current difficulties in implementing 
strategies at national, regional and local level 

 Multiplying similar offers from national and international 
competition 

 Lower and harder to attract human potential as a result of 
international labor market competition 

 National customers specific to bicycle touring still in 
training, not sufficiently convinced by communication 

 Important national investents but which are difficult to 
support in terms of area infrastructure (roads, bands and 
cycling routes) 

 Chronic difficulties in coordinating tourism support 
activities at branch level (proper tourism, transport, 
regional development, health, sports, culture, and so on) 

 The complexity of mountain weather, which requires 
special route and area planning 

 Keeping tracks in good condition 

 Global warming and unusual weather events  
 
 

 

 
Figura 30. Rezultatele analizei SWOT pentru dezvoltarea turismului durabil în zona    

transfrontalieră Mehedinți-Vidin-Montana 
 
The above analysis has identified ways to be followed by all actors and stakeholders interested in 

revitalizing mountain tourism in the cross-border area that is the subject of the study. In fact, the main 
objective of strategic dignosis is to determine for an economic and social entity a competitive advantage that 
must be easily identifiable by consumers, which are sustainable, resilient to competitors and non-
substitutable.  

 
 
 
 
 
 

 The results of the SWOT analysis, the existing situation of tourism in the area and the comparisons 
with the positive experiences of some European countries developed in the field allow the formulation of 
some strategic proposals that can form the basis of a positive evolution for the Mehedinţi-Vidin-Montana 
cross-border region. Preliminary studies of the tourist potential of the region have highlighted the existence 

We believe that the location in a very interesting geographical area, of a special beauty, near the Danube, part 
of EuroVelo 6, the richness of natural, cultural and historical heritage are advantages by means of whose more 
interesting, varied exploitation, with a unitary and quality management and with normal value investments, the 
Mehedinti-Vidin-Montana cross-border region can become one of the main attractions of sustainable mountain tourism 
in Romania and Bulgaria over the next five years. 
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of scenic mountain trails, which with minimal arrangements can be suitable for cycling and can be a new 
attraction for the Romanian, Bulgarian and especially European persons practicing bicycle touring. 
 In this respect, five key policy objectives can be defined for the development of sustainable mountain 
tourism over the period 2019-2024, by diversifying the offer and developing cycling along the mountain routes 
in the area. By using electric bikes, the accent is placed on increasing the number of customers by taking 
over from older age groups (over 50 years) and females. These main expectations for the period 2019-2024, 
compared to the period 2013-2018, could be quantified as such: 
 
 
 

 
 
 
 
 
This vision, for what needs to become the cross-border area Mehedinti-Vidin-Montana on the horizon 

of 2019-2024, is declining through five strategic axes: 
 

 

 

 

 

 
 
 
 

 
 
 
 
 
 
 
 
VI.3. Specific directions and important actions 

 

 
VI.3.1. Supporting a destination visible at a national and international level and structuring 
the territory based on relevant tourist destinations 

 Although it is an area crossed entirely by EuroVelo 6, with its natural, cultural and historical heritage 
comparable to those of major European mountain tourism destinations, the cross-border area Mehedinţi-
Vidin-Montana does not enjoy the notoriety of its own. The situation is mainly due to entrepreneurial timidity 
specific to the Romanian and Bulgarian businessmen, lacking experience after the socialist experiment, low 
income and accumulation, a legislator and the lack of experience of public bodies and Romanian politicians 
in tourism management in the market economy. A negative effect is also the excessive politicization of 

- Transforming the area into a top sustainable tourism destination in Romania and Bulgaria, 
among other things by launching new tourist routes / itineraries, and 4-5 new tourist products / services, 
especially related to cycling; 

- Asserting a positioning "nature, culture and history" through brand / specific brands; 
- Supporting integration and growth in the quality of new tourist destinations in the area, new 

routes; 
- Ranking one of the first places among mountain bike touring regions in Romania and Bulgaria; 
- Improving the economic and social results of sustainable tourism in the area (revenues from 

mountain tourism by about 55.0- 65.0% higher in the horizon of 2024, increase in the number of tourists 
by 50-60%, increase of the occupancy rate of the labour force especially in rural areas, by 25-35% over 
the same period, 50% higher public and private investment, achieved by attracting both European and 
private funds). 
 

 Supporting a visible national and international destination and structuring the territory on the 
basis of relevant tourist destinations; 

 Structuring a strategic and competitive offer for four priority sectors (natural, cultural and 
historical heritage, tourism in nature, bicycle touring with specific / electric bicycles and 
improving the accommodation offer; 

 Better management for a developed sustainable tourism; 

 Supporting innovation and training to enhance the professionalisation and improvement of 
the competitiveness of public and private actors in tourism and to promote the Velo culture 
from an early age;  
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tourism, which causes either the interruption of long-term strategies with the elections or the lack of initiative 
and coordination in time and space of important projects. 

In Romania, for example, there are not enough detailed tourism statistics necessary to analyze its 
evolution according to various typologies (mountain, rural, spa, bicycle touring, health, and so on). In to start 
any initiative, you need to know where you are going and where you want to go. The reality is that in many 
statistics of the European Union or other international bodies involved in tourism, Romania and even Bulgaria 
appear in the last places or their data is missing because they are not collected at national level. 
  
 
 
 
 
 
 
 

For example, a local LAG can access funds for the development of mountain trails for walks or 
cycling, for bicycle parking facilities, and so on. Another project may target the rebuilding of local, 
county or national roads. 
As initiatives (important actions) can be mentioned: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
 

In order to become a visible destination at national and international level, the above cross-border area 
must start and make improvements from what is currently present, but first of all it needs to find its identity 
and / or sub-identities at county, region, compact locations level in terms of the developed offer, and so 
on. These steps should be urgent and supported by European funds or other projects of the ministries 
involved (mentioned above).  

 

1. Creating a brand / brands for the entire cross-border area or homogeneous geographical areas 
from the point of view of the specificity / diversity of the offer, through projects with culture and 
marketing specialists; 

2. Promote the area by creating branded images and designing pages, messages and slogans 
transmitted through modern digital tools: web sites, facebook, GPS maps, etc.; the promotion 
must take into account the information specific to the area, to the geographical areas of tourism 
and those specific to the economic actor as such; 

3. Stronger statistics. Although more difficult, evidence of services provided at an economic agent 
level should follow the level of detail existing at Eurostat; this initiative may be independent of 
the requirements of the ministry, which at present cannot aggregate data at country level for 
various reasons, the most plentiful being, in our opinion, even the lack of cooperation at the 
microeconomic level; this malfunctioning in the area has as a consequence the lack of reliable 
information about the tourism and the offers of the area, the economic and social results, the 
direction and the intensity of the evolution; 

4. Permanent communication with the responsible bodies of Eurovelo network, Eurovelo 6, the 
European Cyclists' Federation, with the major tourism agencies in the West, with travel 
agencies in Romania and Bulgaria, in order to introduce in their offer the cross-border area of 
this study ;  

5. In all actions performed, a cross-cutting approach should be taken to involve all national, regional 
and local public and private bodies, economic operators in the area in attracting European, 
national or local funds to support the sustainable development of mountain tourism.  
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VI.3.2. Structuring a strategic and competitive offer for four priority branches 

 

VI.3.2.1. Natural, cultural and historical heritage branch 

 

 
          
 
 
 

 Within the cross-border area there are a lot of protected areas of national interest (31 only in 
Mehedinţi County, most of which occupy the plateau and mountain areas), with a quite varied typology 
(geological and landscape, botanical, forestry, palaeontological , forestry and floristic, speleological and 
mixed areas), but also museums, monuments of nature, culture, religion and history. It is clear that these 
sites can be grouped according to the homogeneity / complementarity of their offer, they can be selected and 
can be associated with a brand that will facilitate their promotion and positioning in the country and abroad. 
In this sense, by gaining notoriety, these sites will participate in a harmonious development of the destination 
and the component geographic area / areas will be recognized as exemplary sustainable tourism locations. 
 
 
 
 
 
 
 
 
 
 
 
 
 
  
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The priority objective of the branches is to structure the tourist offer of the area around the big 
heritage sites, respecting the conditions of sustainable development. 

 

As action directions we can identify: 
- tracking and accentuating the national and international destination of the great heritage sites of the 

area, insisting on the quality of innovation; 
- Strengthening and supporting the promotion of a brand / brands for the aea and for site groups thanks 

to web devices; 
- encouraging capillarity between heritage sites, thanks to communication tools and network integration 

actions, for a more harmonious and better balanced development across all the tourist destinations of 
the area; 
- supporting events that matter in promoting UNESCO's world heritage; 
- increasing the attractiveness of the heritage and cultural sites thanks to the quality of innovation; 
- organizing a network of tourism actors around collective projects; 
- supporting tourism offers combining nature and culture; 
- supporting with priority, on behalf of the regional cultural policy, the exhibitions and events supporting 

the valorisation of heritage sites and visiting places. 
 

Examples of important actions include the following: 
- identifying specific sites of geographic areas according to the homogeneity / complementarity of 
the patrimony and their offer, to create specific brands and images, derived / related to the brand's 
area; 
- mutual support of the sites in the communication with the tourism customers, the recommendation 
of other partners in the area for balancing the employment and the economic results; 
- positioning these specific sites in a sustainable development approach, which may mean seeking 
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VI.3.2.2. The "Tourism in Nature" branch 
 
 
 
 
 
 
 

   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Through this path, the development of tourism activities should be pursued in line with the preservation of 
the natural heritage and the sustainable development of the territories, the conception, structuring and 
qualification of a new offer of tourism products / services in kind, which offer a sense to the tourists and the 
inhabitants of the area.  

 

The main directions of action can be as follows: 
1. To consolidate and develop a minimum of five destinations from each administrative unit of the 
"tourism in kind" area; 
2. Collaborating and developing a network of guides for nature tourism and its use to promote this 
type of tourism; 
3. Development of specific representative trails (locations) on the selected destination areas for the 
observation and interpretation of the natural heritage and improvement of the accessibility to 
remarkable locations; 
4. Improving other forms of sweet itinerary (walking, by water, canoeing) for the discovery of nature; 
5. Organization of network / networks of nature tourism actors and joint undertaking of customer 
awareness actions for the marketing of specific products / services; 
6. Development of tourism products "nature, culture and history" for weekends and short stays; 
7. Support the development of natural (agritourism) accommodation establishments. 

 
Important actions to be taken include: 
a) identifying and choosing the best destinations for nature tourism; 
b) arranging routes and best observation sites for nature observation; 
c) promoting each tourist route with the most effective tools: websites, short films, facebook, leaflets; 
d) creating a network of actors in the area for mutual support and balancing the tourist activities of the 
area.  
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VI.3.2.3. The " bicycle touring " branch  
 
 
  
 
 
 
 
 

 Multiple directions of action are needed to coordinate the development of light itineraries throughout 
the tourist area: 
 
 
 
 
 
 

 
 
 
 
 
 
 
As main actions can be remembered: 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Mehedinti-Vidin-Montana cross-border area should privilege bicycle tours in order to discover the riches 
of landscapes and cultural and historical riches without engines and without interruptions of access / 
roads, at the desired pace and without any unpleasant events. The area must propose, for the chosen 
strategic horizon, to become one of the top three cycling destinations in the country and to count more 
and more on this European market. 

 

1. Selection, arrangement and marking of cycling routes at European level according to their 
specialization; 

2. Demands for entry of the tourist area between the first three cycling areas in the country; 
3. Adopt a new concept of marketing communication at national and international level; 
4. Creating a road map rich in information for the bicycle touring area, which has as its main 

axis the EuroVelo 6 road and which allows easy access to all the routes chosen and 
arranged for bicycle touring; 

5. Specialize cycling routes according to the typology of their practices, in order to attract as 
many cyclists as possible; 

6. Supporting and organizing cycling and sharing best practices in the field; 
7. Coordinating the development of bicycle touring in the sense of planning the whole process, 

prioritizing, collaborating with all ministries / local organizations, accessing multiple financing 
programs specific to other branches that are directly related to tourism.  

 

a) Identification and launch of the most interesting routes that meet the requirements for their 
use for cycling; 

b) Launch of 4-5 new tourism products / services, especially cycling; 
c) Arrangement of routes and their homologation in accordance with the European construction 

and marking rules and according to their typology; 
d) Promotion of bicycle tourism products / services by lower rates, organization of cycling events 

(competitions, games, gifts), state aids for the purchase of a first bicycle and presentation on 
GPS of routes for a better orientation of domestic and international tourists; 

e) Organize sporting, cultural, mixed periodic events (a cycling tour of the area) to support 
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VI.3.3. Better management for a developed sustainable tourism 
 

The persistent searches of the governments of the two countries to create the best organizational 
structures and improve the legal framework in the field of tourism reveal a rather discontent with the current 
situation of this important area of the economy and society. The difficulty in managing a system that does not 
yet have a significant economic and social share, at first glance, seems unlikely, but it is real, present and 
aggressive in all countries, even in the first places in terms of tourism outcomes. Frustrations are all the more 
important, as tourism is received worldwide, as one of the most important supporters of economic and social 
growth, and from this point of view, it must be given increasing importance by countries that do not use their 
tourist potential as much as possible. 

The lack of a recognized definition by the community of researchers shows the difficulty of obtaining 
consensus and represents another major handicap in shaping the scientific identity of tourism. For more than 
four decades, there has been a variety of proposals in which each discipline interested in studying tourism 
(anthropology and psychology, among others) has developed an own but reductive definition of some of the 
aspects studied, producing a certain "semiological deficit" (Boyer , 1999). The complexity of the phenomenon, 
expressed in particular by the diversity of stakeholders (industry, services, population, tourists) and their 
relationships, supports the difficulty of providing a comprehensive definition accepted by all actors involved 
(Goeldner and Ritchie, 2006). 

These concerns about tourism can be expressed more easily through a few questions to which clear 
answers are difficult to give: 

- who can be considered tourist, taking into account the time of departure, the distance from home, 
the purpose of the trip (holiday or service, or one and the other), the accommodation used (holiday residence, 
friends)? 

- who makes the tourism, what economic sectors are involved (transport, health, culture, foreign 
relations, sports, and so on) and where are the results obtained? 

- who leads this field with activities in which other economic and social branches are involved; 
- Can the efforts and results of tourism coming from various other branches of the economy,be easily 

identified? 
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To these difficult questions must also answer the tourism statistics which, up to a certain 
standardization under Eurostast coordination, continue to lag in many countries, including Romania and 
Bulgaria. Thus tourism statistics are not always clear.  

Obviously, such a complicated situation has consequences on tourism management, which must 
interfere with the management of all the other sectors involved in tourism. Fact that is very difficult and with 
unpleasant consequences for its harmonious and sustainable coordination and development. 

In Romania, for example, all the economic and social branches above, which belong structurally to 
the ministries dealing with transport, social development, culture, health, sports, environment, external 
relations, agriculture, interior ministries and so on, are involved in tourism. The tourism ministry is at the 
forefront, and it has to work with all the other ministers on the line of development and budgeting of the branch 
that it is coordinating. 

Despite all the legislative and organizational efforts undertaken in the two partner countries of the 
project, tourism management continues to be received at a satisfactory level by the actors and partners 
interested in tourism in the Mehedinţi-Vidin-Montana cross-border area. They do not know all the public and 
private structures involved and with most of them they have not even collaborated. Therefore, the 
effectiveness of these organisms is unsatisfactory. In Romania, for example, many public and private 
organizations for tourism development have been set up, such as competitiveness poles, tourism clusters, 
local action groups (LAGs), destination management organizations (OMDs) employers' associations, 
professional associations, etc. and there are specific strategies at national, regional, county level and so on. 

The Law No.275 / December 23rd, 2018, establishing OMDs, was adopted with sufficient delay, and 
its implementation in practice, as well. According to it, the tourist destination is considered "an area with a 
variety of tourist products, having a unitary and coherent marketing image, which has a general and specific 
service network that contributes to the development of tourism products" and the " destination management 
organization a legal entity that carries out the tourist development policy of the destination, including the 
destination marketing policy, in accordance with the legal provisions in force. " 

Despite this explosion of public and private organizations that target development and innovation in 
tourism, the issue of management remains a difficult one at local, tourist area, county and tourist region level, 
since the results of development are unsatisfactory. The law does not specify to what administrative-territorial 
scales an OMD is formed (at what level we can speak of a destination) and does not specify precise 
responsibilities on the coordination of all activities / sectors involved in tourism (transports, regional 
development, health, agriculture , culture, sports, education, and so on.). 

Also, in order to achieve the destination development policy, OMD should play a key role in the 
strategic approach at the level of the area and make the desired proposals to the regions / ministry / ministries. 
As far as these proposals are included in the approved regional and national strategy, they will have to pursue 
their implementation. It is very important to establish the area of influence of an OMD, because the 
emergence of many such organizations means atomizing their potential for action and the difficulty of 
coordinating them, thus increasing the bureaucracy to the detriment of their effectiveness. The content of a 
future OMD project at the level of Drobeta Turnu Severin municipality, initiated in January 2019, does not 
seem compatible with the unbalanced and sustainable development of tourism in Mehedinţi County. An OMD 
at Mehedinti County level, to federate the economic agents and stakeholders in the area and to work closely 
with them, to observe and address the problems as a whole and to represent the interface with the regional 
and governmental forums seems a much more viable solution.     

 
 
 
 
 

As such, the ambition of this strategic axis is to identify the best formula and the best management 

structure at the level of the area in order to fully coordinate the efforts of all economic sectors participating 

in the development of sustainable tourism and its promotion. 
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The directions of action circumscribed to this ambition leave little space for choice:  

 
 
 
 
 
 
 
 
 
 
 
As far as the main actions are concerned, they are not difficult to anticipate as well: 

 
 
 
 
 
 
 
 
 

 
 
 
 
 
VI.3.4. Supporting innovation and training to enhance the professionalisation and 
improvement of the competitiveness of public and private actors in tourism and to promote 
the bicycle culture from an early age 
 
 
  
 
 
 
 Innovation is a permanent source of development in all three administrative units included in the 
project and most readily available, if we appeal to the experiences of the leading countries in mountain 
tourism and, especially, in bicycle touring, which can be taken over quite easy.  

  
 
 
 
 
 

1. Identifying and adopting the best form of tourism management at the county level is a solution that 
needs to be taken into account in order to ensure the development of sustainable tourism; 
2. A similar formula must be adopted, with the necessary adaptations, at the level of the three entities 
of the cross-border area included in the project; 
3. Increase the responsiveness and cooperation of bodies involved in the tourism activity of the area 
(government, ministry of tourism, regional development, environment, transport, interior, health, 
culture, regional clusters and poles, LAGs, etc.) 

 

a) the analysis of responsibilities, the OMD Promotion Law coverage area, current practices, to 
clarify whether or not this structure is effective in developing sustainable tourism through the way it 
was thought and / or put into practice; 

b) Establishing a new county structure to think and implement a competitive, unitary and effective 
management for the development and promotion of tourism, if the OMD project does not offer 
expected results; 

c) continuous communication of this structure with European tourism partners for attracting 
international customers in the cross-border area; 

d) establishing an effective management structure at the level of the cross-border area. 
 

The structure / structures that will assume this strategy will need to create an innovation-friendly 
environment in the cross-border tourist area and strengthen the professionalism and skills of tourism 
actors and stakeholders.  
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The directions of action that may be required can be: 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Actions are the basics of the above mentioned directions, for example: 
 
 
 
 
 
 
 
 
 
 

 
 
 

 
 
 
VI.3.5. Digital development  

 
 The Internet is a real exhibition window, a place of promotion and notoriety. Nowadays, companies 
that do not have a website are far more rare. This tool is very useful for the development of marketing and 
communication, which is today the main goal of the digital strategy. But the digital strategy can also go 
towards adopting so-called structural technologies, those technologies that through their efficiency and 
effectiveness change the organization of travel agents. Adopting complex programs, such as ERP, can 
completely inform the management of a company. The sense of this axis is to expand the presentation and 
implementation of the marketing strategy on the website, by optimally using the new information and 
communication technologies, as well as to introduce software programs on one or more functions: 
accounting, customer relationship , human resources, and so on.  

   
 

1. Supporting the innovative projects of tourism enterprises by favoring them in the selection and 
definition process; 

2. Creating / Revitalizing Competitive Poles and Clusters Specialised in Tourism, and / or 
encouraging them to promote the latest theories and practices that support innovation in 
tourism; 

3. Supporting research projects in tourism, in order to know the most accurate condition of the 
current situation, the latest knowledge in the field, the development trends, respectively the 
elements necessary for choosing the best decisions for development of tourism in the area. 

4. Strengthen the professionalization of economic agents in tourism through adequate training 
and practice, in collaboration with bodies, agencies and tourism companies from countries with 
a tradition in the field; 

5. Promotion of the bicycle culture at an early age. 

a) the selection of tourism projects must take into account, firstly, the necessity and the priority of the 
achievement in the tourist area and the weight and effectiveness of their innovative component; 

b) both the competitiveness poles and the clusters have a very important scientific and research 
component; the need for their activation (they are already created in Oltenia) is stringent as long as 
sustainable development is desired to recover the remains of tourism in the area and our country; 

c) training of tourism staff by assimilating the latest basic knowledge and professional skills, e-tourism 
and sustainable development, management and administration, with particular emphasis on the 
practical part of leading companies in the countries with a tradition in the field; 

d) Promoting bicycle culture by introducing it into optional activities for primary and secondary 
education, through the involvement of the work and health sector, which must encourage the use 
of cycling to preserve shape and tone, to fight diseases, etc. 

 

Digital transformation for actors and stakeholders in the area means rethinking the communication 
and management strategy for an adaptation to digital technology, as well as GPS recording and playback 
of mountain trails for cycling or walking. It is a change in the understanding of marketing communication 
and the tools used.  
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There are many action directions in this respect:  
 
 
 
 
 
 
 
 
 
Such actions aim to generate site traffic, attract new customers, increase brand awareness through 

online presence, improve electronic reputation, increase customer loyalty, and so on.  
  
 
 
 
 
 
 
 

 
 
 
 
Digital adoption within tourism actors requires the continuous training of all staff, from the director, 

to the waiter, to assimilate the skills needed to adapt to these technologies. Its influences on the human 
resources crisis are beneficial on the one hand because they reduce the requirements by taking repetitive 
tasks by computer programs and tools (statistics, communication, booking, and so on) and increase the level 
of training of employees. On the other hand, the effects on the local labor market are negative, because less 
staff will be used in the area, even if it is more qualified. 

 

VII. RECOMMENDATIONS, POLICIES AND MEASURES 
 

 The development of tourism has become a necessity with the identification of its new virtues in terms 
of its potential to support global growth, its positive influences on employment-deficient areas and its 
propensity to respect ecology and sustainability. These opportunities that tourism offers cannot be missed 
by any country and any region that wants to grow and prosper. 
 Romania and Bulgaria are countries that have set out strategies to get as many of these opportunities 
as possible, but they still have problems with their implementation. One of the sectors that are far from offering 
the expected results is mountain tourism, and this despite a natural, cultural and historical potential at 
European level. 
 The present project aims to provide the Mehedinti-Vidin-Montana cross-border area with a new 
opportunity to develop and learn from a new experiment that wants to be successful. The various, rich, 
beautiful mountain heritage, accompanied by an old and interesting culture and history, can be presented to 
Romanians, Bulgarians and Europeans in general in an innovative, elegant, sustainable touristic manner, 
and beneficial from an economic and social point of view for this area. This desiderate must actually represent 
the ambition (vision) that these factors must assume, representing this particular cross-border area for the 

1. Rethinking of the marketing of products and services; 
2. Implementing a Customer Relationship Management (CRM) solution; 
3. Enabling online presence through social networks; 
4. Procurement of management software; 
5. GPS recording and playback of mountain trails tracks for persons practicing bicycle touring; 
6. Introducing equipment connected to smartphone technology.  

 

The ways of action and means of communication that may be used in digital strategy can be: 
           - investing in social media (social networks); 
           - making videos and posting them on Youtube 
           - launching a newsletter via email; 
           - designing and launching a website or blog that will serve as a showcase for the brand or as a 
support for electronic commerce; 
           - equipping bicycles with a handlebar connected to the smartphone that guides the cyclist on the 
route, allows locating in case of theft, has intelligent headlamps and so on. 
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next five years of transformation. Another valuable asset that is compatible with the ambitions of the cross-
border area is the valuable and important presence of a significant road of the EuroVelo cycling network , 
namely EuroVelo 6. 
 The main objective of this approach was to design and implement a marketing strategy that would 
allow the area to overcome the handicap of a difficult period for its evolution, where the existence of several 
similar approaches at national, regional and county level did not have the expected results. The stake that 
counts is the development of classic mountain bike touring and with electric assistance in several of their 
variants and their transformation into future products / services that will soon become the leaders of the offer. 
 The documentation focused on specialized works of well-known travel and marketing authors, 
management, publications of the European Union's specialized commissions, Eurostat, the WTO and the 
OECD, as well as on studies from organizations in highly experienced countries in the field, the basis of 
interesting benchmarking approaches.  
 The main developments in world tourism have been complemented by an interesting chapter of 
megatrends that will affect its course until the horizon of 2040. All the next strategies aimed at its development 
cannot be successful without taking into account the influences of these megatrends.  
 The approach taken to identify a viable marketing strategy in this cross-border area complied with 
all stages and conditions that ensure the accuracy and quality of its results. Documentation from the literature 
was supplemented with direct field research, in the form of discussions with representatives of actors and 
stakeholders, and a double survey based on a questionnaire to find interesting things about the offer and 
about tourism demand. 
 The strategic marketing approach in the study followed a classic way, namely: 
 - area diagnosis; 
 - performing the SWOT analysis; 
 - identifying a competitive advantage , identifiable for consumers, strong that can be protected 
against competition and cannot be underestimated; 
 - conceiving a vision (ambition) for the next development period; 
 - defining the goals that materialize the vision. 
 The present project aims to develop and monitor part of its achievements, but the responsibilities of 
finalization must be taken over by the structure that will be designated at county and regional level in this 
respect. 
 For practical reasons and to meet the explicit requirements of the project, the content of this strategy 
will be exposed in other forms as well as concrete recommendations for solving common problems in the 
three administrative units in the cross-border area, exemplifying planning policies and organizing the 
development of ecological tourism on the undiscovered mountain routes, creating a pilot model for 
researching, preserving and integrating the special beauty of the mountain landscape in managing the 
sustainable tourism development in the cross-border area of the project and others. 
 Before we move on to these developments, we need an important clarification. By its definition, 
strategy always belongs to an entity that wants to ensure a better position in its contest with the competition. 
This entity assumes the strategy, manages the resources and bears the full responsibility for its 
implementation. By acting on its own behalf or on behalf of several stakeholders interested in the strategy, 
the entity coordinates, allocates resources, sets responsibilities for its members if it is a federal structure, but 
it is also the only one that, ultimately, is judged for the success or failure of its approach. Beyond this, one 
can only talk about a strategic project that cannot be successful. 
 In the present case, the strategy cannot be successful without the involvement of a structure to take 
over and to ensure its operationalization. The current structures proposed by the Romanian legislation either 
have no scope or have not assumed the responsibility of conceiving complex strategies involving many 
ministries implicated in tourism activity in Romania.  
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VII.1. Recommendations for solving common issues and developing regional 
mountain tourism potential 
 
1. Identifying mountain paths for walking or cycling, setting up, marking and approving them at the level of 

European requirements. 
2. Enriching the offer by designing and launching new tourism / bicycle touring products / services that will 

become the leaders of the range and improve the economic and social situation of the area. 
3. Increase the visibility of the area by creating brand / brands that highlight its strengths and attract 

customers. 
4. New, public and private investments made according to the strategic requirements of the area, in the 

order of their needs for the development of sustainable tourism. 
5. Promote the area through appropriate communication, designed around the chosen brand / brands, 

through modern internet tools, by organizing periodic cultural, sport, traditional holiday events that aim 
to increase the attractiveness of the area and the number of customers. 

6. Increase the responsiveness and cooperation of the bodies involved in the tourism activity of the area 
(government, ministry of tourism, regional development, environment, transport, interior, health, culture, 
regional clusters and poles, LAGs, and so on). 

7. As all the bodies mentioned in the previous paragraph act in a certain area and the capillarity between 
them does not work, the creation of a new NGO, ensuring the federalization of all the stakeholders in 
the area, is required as a stringent necessity of the development of tourism at the county, regional, 
national or cross-border level. This NGO will represent the interface with the government and ministries, 
on the one hand, with the economic actors and with the bodies in the area involved in tourism, on the 
other. This new body will coordinate a development compatible with the development of sustainable 
tourism in the area. Its responsibilities should begin with participation in the discussion and decision-
making process approving all development projects, namely those of the tourism, transport, regional 
development, agriculture, environment and water, culture, sports, of the ministry of interior, health, and 
so on. 

8. The proposed strategy will have to be taken by economic agents and stakeholders in the development 
of sustainable mountain tourism, but the ultimate responsibility must belong to the structure described 
in the previous paragraph. 

9. Increasingly attracting European-funded development projects that can address a large part of these 
recommendations, provided that their objectives are coherent and important with the proposed strategy. 

10. The information system of almost all travel agents in the area is poor and does not provide detailed 
information necessary for aggregate information analyzes at county, regional or national level. Even if 
they are not required at these levels, their lack explains why Romania's and Bulgaria's statistics to the 
EU, OSCE, omt, and so on are missing altogether or have many incomplete fields. Therefore, a primary 
computerized record is required and made according to Eurostat requirements. 

11. Returning to the problems of communication, the presence of an own website, as modeled by the travel 
agencies from the developed European countries, is an important condition for increasing the visibility 
and interest among the Romanian customers, but especially among the international ones, which are a 
target more importantly, in terms of quantitaty and value. 

12. All these recommendations involve adequate staff and skills, meaning delicate subjects for the tourism 
world. The training and development of human resources must innovate to overcome stereotypes and 
monotony. Creating adequate training programs, so-called modern teaching methods is not enough. 
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Practical training periods in top tourist enterprises in France, Italy, Spain, Germany can count more than 
all the theory and methodology of teaching. 

 

VII.2. Development policies for planning and management of ecological mountain 
tourism through undiscovered mountain routes 

 
 The tourist potential of the Mehedinţi-Vidin-Montana cross-border area is far from being used 
properly. The economic and social results of tourism in Romania are modest. Even more modest are the 
specific indicators of tourism at the level of Mehedinţi County. So there is enough space for a positive 
evolution of tourism in a region that is particularly rich in all respects. If some counties have little to offer to 
tourists, Mehedinţi County can still offer wonderful trails for excursionists, cyclists, nature lovers (delightful 
landscapes, unique caves, various geological formations, natural monuments, historical and religious 
monuments, a diverse and stable culture, rich fauna and flora, and so on. 
 Practically, for a future development, the policies do not differ much from the current ones, the 
difference being that the implementation of the activities of the present project can bring a plus of auspicious 
experience. 
 1. We believe that the identification of new mountain and plateau trails must continue, because it will 
certainly bring an enrichment of the area's offer and will therefore positively respond to increasingly 
sophisticated customers regarding their requirements of spending the free time, of health, of feeling really 
well in the middle of nature. 
 2. Enriching the offer by practicing various options of amateur cycling (cross-country, all mountain, 
enduro, downhill, and so on) will attract richer customers, but divided enough in respect of their requirements. 
 3. The promotion of new trails must also be accompanied by the preparation of other services that 
are not yet well known: organic gastronomy, spa tourism, beach at specially constructed establishments, and 
so on. 
 4. The future development of tourism in the area depends heavily on infrastructure investments 
(roads, bridges, bicycle paths, establishments, and so on) that the government, ministries, regional bodies 
and county councils, local councils and economic agents have to support. Without this achievement the 
enrichment of an offer and the continuous development of mountain tourism in the area are almost 
impossible.  
 5. The digitization of tourism also allows for the design and operation of a rich information system 
without which the tourism business cannot normally be managed. In addition to classical promotional tools 
(websites, interactive maps, GPS maps of routes), ERP software can support almost all activities and 
completely change the organizational structure of economic agents in the sense of simplifying it. 
 6. The information system must provide multiple information to enable the enterprise, county, region, 
branch and government to provide real-time information on revenue, expenditures, customer numbers, 
typology, and so on.  
 7. Continuous training must be a priority at any level of performance or pursuit of tourism activity, 
which is normal in the circumstances in which the specialized, informatic, management and human resources 
skills are increasingly high in quality. A well-sized training budget can sometimes count more than an 
investment that does not have the right human resources. 
 8. The arrangement, marking and maintenance of the new routes are actions that can be supported 
by the communal and county councils, but there may also be involved the tourism companies in the area, 
which actually exploit them. 
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VII.3. Creating a cross-border pilot model for researching, preserving and integrating 
the special beauty of the mountain landscape in managing the sustainable tourism 
development in the cross-border area of the project 
 

  The study undertaken to develop a marketing strategy for the launching and promotion of mountain 
bike touring in the Mehedinti-Vidin-Montana area, a strategy able to create the synergies needed to develop 
a sustainable mountain tourism, was based, among other things, on benchmarking that allowed some similar 
positive experiences from France, Switzerland and Germany. Much of these experiences contained 
objectives, activities and results that have been taken over or recorded with small specific changes in other 
resorts and tourist areas, and are, in fact, success stories that can be multiplied. 
 Such a model can also be extracted from the present study regarding the research, preservation and 
integration of the mountain potential in managing the sustainable tourism development in the cross-border 
area of the project (Figure 31). 
 1. The project aims to create an innovative and sustainable offer, based on the scientific observation of 
the natural heritage of Mehedinţi County in Romania and the regions of Vidin and Montana in Bulgaria. 
 2. As specific objectives, the following were selected: 
 - Choosing and developing innovative and relatively easy to multiply eco-touristic products / services; 
 - Promoting the image of the three tourist destinations, possibly reconnecting the brand / brands by calling 
for scientific research and specialist field researchers;  
 - Promoting new products / services launched to revitalize the range and sustainable tourism in the cross-
border area.  
 3. Activities carried out to achieve the objectives: 
 - studying the natural, cultural and historical heritage of the area and identifying opportunities for 
ecological use in a sustainable mountain tourism; 
 - identifying / selecting potential mountain trails that can provide good conditions for sustainable tourism 
(walking, cycling, and so on.) 
 - analyzing existing experiences abroad and comparing them with local conditions, taking over the most 
appropriate situation; 
 - Market study (sustainable tourism development, megatrends, surveys and analyzes to identify the 
profile of the customers); ; 
 - the proposal of a group of eco-touristic products / services, the acceptance of which from the public / 
customers is favorable following various tests;   
  - promoting eco-touristic products / services through various promotional channels and generalizing the 
use of ICT tools (own website, interactive maps, GPS for selected mountain routes);  
 - designing / reconfiguring an informational system capable of leading to the best management of the 
activities of companies and interested persons. 
 - operative records capable of responding with data and information to Eurostat requirements and its 
own analyzes of the quantity and quality of the results obtained; 
 - evaluating the achievement of the project objectives. 
 Finally, it is proposed a synthesis tool (model) that can serve the multiplication process by other territories 
or actors and which becomes an opportunity for ecotourism theory and practice. 
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Figure 31. Cross-border pilot model for research, conservation and integration of the mountain 

landscape for the development of sustainable tourism 
 

• PROJECT - IDENTIFICATION, CONSERVATION AND 
INTEGRATION OF MONTAN LANDSCAPE IN SUSTAINABLE 

TOURISM

MAIN 
OBJECTIVE

•CREATING AN INNOVATIVE AND SUSTAINABLE OFFER BASED ON THE SCIENTIFIC
OBSERVATION OF NATURAL HERITAGE

SPECIFIC 
OBJECTIVES

•Choice and development of innovative and relatively easy to multiply eco-touristic
products / services

•Promoting destination imagery, brand / brands reconciliation, call for scientific research 
in the territory

•Promote new products / services launched to revive the range and sustainable tourism 
in the area

ACTIVITIES 
CARRIED OUT 
IN ORDER TO 
FULFILL THE 
OBJECTIVES

• Studying natural heritage and identifying ecological use in sustainable tourism;

• Identification / selection of potential mountain trails suitable for carrying out sustainable tourism 

activity;

• Analysis of existing experiences abroad and benchmarking

• Market study

• The proposal of a group of eco-touristic products to be welcomed by the public

• Promoting selected products through various channels, generalizing use in ICT

• Designing / Redesigning an Information System for Better Task Management

• Supporting operative evidence capable of responding to EUROSTAT requirements and its own 

analysis of efforts and outcomes

• Evaluating the achievement of the project objectives

•MODEL WITH MULTIPLICATION POTENTIAL
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VII.4. Recommendations to support the sustainable development of cross-border 
tourism in Romania and Bulgaria and to enhance the promotion of the mountain area 
in Mehedinţi County and the counties of Vidin and Montana 

 
  The mass phenomenon in tourism has been and is considered to be a destabilizing factor for nature 
and many urban conglomerates, which have begun to face pollution, congestion, heavy consumption of 
sustainable resources, etc. However, the impact of tourism on the environment is lower than that of other 
economic activities. Founded, among other things, on the discovery and appreciation of natural heritage, 
tourism encourages its protection, helps maintain the population in the area, and is a vector of environmental 
awareness and education for the general public. The demands of the population are directed towards more 
authentic tourism, closer to nature, more respectful to the environment. This passes partly through the 
development of new forms of tourism. 
  The present project, " Joint Adventure on Mountain Roads ", Code e-MS 384, is an excellent example 
of an opportunity to develop sustainable tourism activities based on natural, historical and environmental 
cultural values in the Mehedinti-Vidin-Montana cross-border region .  
  In this respect, the routes chosen for their development / arrangement cross in large part protected 
areas at national level and must allow visitors to discover this multidimensional heritage without damaging it. 
  The cross-border tourist area Mehedinţi-Vidin-Montana aims to become and be recognized as a 
sustainable destination at national and international level. She wants to manage its own activity by giving 
priority to protecting the environment, contributing to sustainable development and sustainable tourism 
planning in an effective manner. 
  Thus, walking and cycling routes do not degrade natural resources. The ecological cycles of the region 
are respected and panels installed along all itineraries inform visitors about the value of protected areas and 
natural parks - number of species of birds, mammals, butterflies, bats and plants. 
  In addition, the project addresses to rural communities to get their commitment to better understand the 
added value and potential trade outlets of protecting the nature and the ecosystem of the area. 
 

1. Benefits for the local economy 
The project will have a direct and positive impact on the local economy. Cycling routes have been 

specially designed to bring visitors to several villages near protected areas and natural parks. Sites will need 
to contain specific information about accommodation and services provided by local actors on the route. In 
addition, many local businesses can develop their products and services to target bicycle route users. 
Therefore, by choosing and creating cycling routes, local businesses can record sales growth and the area 
can be positioned as a potential "ecotourism center" in southwestern Romania and northwestern Bulgaria. 
 
2. Commitment to sustainable development ensures the future of mountain tourism 
 Both Romania and Bulgaria are particularly vulnerable to climate change. These changes will affect 
the two countries as complex natural and cultural spaces in many respects. It is therefore important that they 
take an important role in sustainable (social, ecological and economic) development and implement UN and 
EU recommendations in this field. 

Mountain regions have valuable assets to meet these challenges, for example in the field of 
renewable energies, local food production and the preservation of cultural and natural heritage. However, 
the effective implementation of sustainable development projects is often compromised by the competing 
interests of the partners concerned (tourism, environmental and heritage protection, agriculture, authorities, 
and so on). As these conflicts are seldom tackled constructively, governance and coordination among actors 
need to be improved. 
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It is important to ensure the preservation of natural and cultural heritage as well as local traditions in 
mountain areas. Dried stone walls, mountain pastures, untouched nature, traditions such as alpine hills and 
other components of natural and cultural heritage are undeniable advantages from a tourist perspective. To 
make the best use of them, it is essential for stakeholders to collaborate closely and counties, areas of 
interest, and localities to fully assume their role as coordinators, to avoid conflicts of interest. 

The recommendations of the project for sustainable tourism development are grouped into the areas 
of action involved, namely improvements / facilities, waste, transport, energy, water, social issues. They also 
cover ways to support and promote sustainable tourism development. 

1 Transport in the area must pay particular attention to reducing pollution. In this regard: 
- conditions should be created for public transport to operate after much improved timetables, 

allowing tourists to stop using their own cars. 
- the buses used must be maintained in the best possible condition or, as far as possible, be replaced 

by electric variants; 
- stopping stations to be supplied, where it is possible, with bicycle parking 
- using new modes of transport (two families, one vehicle) 
- the existence of actors involved in the rental of bicycles, electric vehicles (if any) 
2. Mountain trails must comply technically with the European standards and contain panels to 

sensitize tourists in respecting the ecological conditions and the requirements imposed by regulations of 
protected areas and natural parks 

3. Tourists must not deviate from marked trails, as this will affect the protected area 
4. Waste issue: 
- there must be as many waste collection locations as possible, depending on their typology; 
- it is recommended, following the example practiced in many countries with a tradition in tourism, to 

carry out one or two waste disposal campaigns in the area, usually with local factors 
5. Energy. Sustainable energy issues can be addressed in a variety of ways: 
- the use of equipment / installations / instruments that reduce energy consumption and do not pollute 

their operation 
6. Water. Water consumption has begun to be a global problem, and in places where tourists greatly 

increase the population of the area, it is manifested in its fullness. Installing tools that help water dosing 
without affecting the comfort of guests is an elegant solution. 

7. Regulations for preserving mountain trails and their adjacent areas, much of their content 
displayed on panels attracting visitors' attention. 

8. Involving some offices / travel agencies and firms in obtaining ISO 14001 certification for various 
activities, such as accommodation, actions to promote nature 

9. Implementing an ecological approach to accommodation locations, planning and realizing a 
Dream Nature Week to raise awareness of children about the environment 

10. Promote sustainable development by spreading electronic brochures through USB devices  

 11. Design and implementation of an "ecoguide", listing the actions implemented in the field of 
sustainable development for the resorts located in the cross-border area 
 12. Develop an Ecological Guide for Mountain Equipment (the most dedicated brands for sustainable 
development) 
 13. Encourage the purchase of electronically bikes through governmental or local support 
 14. Support for learning bicycle mobility from kindergarten to primary school 
 15. Development of bicycle riding schools for adults 
 16. Develop secure and responsive parking spaces that meet the rules of cycling 
 17. Promoting sustainable development in mountain resorts as well as on the website increases 
awareness among the general public. 
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VII.5. Methods to raise public awareness of the common natural legacy of the 
mountain from the boundary fixed on Danube 
 
  The natural heritage of a cross-border area separated by the Danube in the area of its gorge from 
the Iron Gates is invaluable, which is why much of its area is represented by the protected areas of national 
importance and the natural parks that are under the protection of UNESCO. The Danube River is here in one 
of the most beautiful and interesting places from its springs, actually breaking the mountain to reach the Black 
Sea. 
  The relief of the Mehedinti county, made up of mountains, plateaus and plains, appears in the form 
of an amphitheatre arranged in steps that descend from north-northwest to south-southwest. The sequential 
arrangement of relief forms on a level difference of more than 1 400 m, between Vârful lui Stan (1448 m) and 
about 40 m in the Danube Auen, proves the great diversity of the relief, characteristic for the whole territory 
of the country. The highest point is situated in the western and north-western part of the county and is 
represented by the eastern and southern peaks of the Almaj Mountains and the Mehedinți Mountains. 
  Although the overall aspect of the relief is smooth, in detail, the relief is intensely fragmented, being 
crossed by numerous deep and narrow valleys with steep slopes, hard to reach; the most enlightening 
examples are the valleys of Topolnita, Coşuştea and Bahnei. Crystalline rocks and the limestone, acting in a 
variety of ways, have a distinct morphology with various landscapes. An oscillation of level of a few tens of 
meters makes the transition to the lowest relief of the county on its southern part, formed by the Blahniţa 
Plain, the Punghina Plain, and a small portion of the Băileşti Plain. 
 On the territory of Mehedinţi County there are geological formations very different in terms of age and 
petrographic constitution. The oldest formations are made up of crystalline shale (gneiss, mica schist, 
amphibolite, and so on) with wide expanse in the Mehedinti plateau, especially along the Bahna valley and 
at the contact between the piedmont and the Mehedinti Plateau. Also here are the oldest fossil geological 
formations in the Carpathian Mountains (in the Obârșia Cloşani region), of Silurian age, to which there are 
also added graptolite shales. 
  Mesozoic sedimentary deposits has also a widespread expansion, and many of them are made of 
limestone rocks which offer a special karst landscape, with wide expanse in the Mehedinti Plateau and in the 
Danube Defile. In the area of the depression contact groove between Mehedinţi Plateau and the Piedmont 
of Motru, as well as in the whole hilly area, Neozoic sedimentary deposits, mainly formed of sands, clays and 
gravel, with frequent fossilized nests, are very common. 
  By its position in the south-western part of the country, Mehedinti County has a temperate continental 
climate, in which there are submediterranean influences. Throughout the year, but especially in winter, above 
the county there are invasions of air masses, warm and wet, of Mediterranean and oceanic origin. Thereby, 
the winters in this part of the country are milder; precipitations occur in the form of ice pellets and snow. The 
winds from the western and south-western sector predominate, and freezing occur less frequently and with 
less intensity. The summers are generally warm, sometimes with temperatures above 35 ° C, due to the 
invasion of tropical warm air. In some summers, in the south-eastern part of the county there are phenomena 
such as aridity and drought, due to the entrance of the continental air from east-northeast. 
  The “Iron Gates” dam measures 430 meters in length and 60 meters in width. There are two locks 
for navigation: one to the Romanian bank, the other to the Serbian one, which ensures a continuous flow of 
water. The hydroelectric power installed on the Romanian side is over 1000000 kW and an annual production 
of 5 billion kw. 
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 The Lacustrine System is represented by the Iron Gates reservoir of special economic significance, the 
lake formed after the construction of the dam from Gura Văii - Sip. The lake has a length of over 230 km, an 
area of about 700 km2 and a volume of water of 12 km3. In the area of  Mehedinti Plateau karst there are 
some lakes with temporary character: Zătonul Mare, Zătonul Mic, Ponoare, Gornoviţa and Balta. 
 The existence of Mesozoic limestone and conglomerates allows for the storage of large quantities of 
groundwater and deep water which sometimes appear on the surface in the form of springs (the spring of 
Cosuştea, the spring of Brebina, the spring of Bulba, the spring of Rieni, and so on.), being the main sources 
for the rivers in the area. 
 There are 2 major protected areas on the territory of the county: the Iron Gates Natural Park and 
Mehedinţi Plateau Geopark (including the site of community importance ROSCI0198 Mehedinţi Plateau). 
 3 sites Natura 2000 are overlapping in the Iron Gates Natural Park, as follows: 
             a) ROSPA0026 The Danube Water Course Bazias – Iron Gates, with an area of 10120.4 ha, 
according to the Government Decision no. 1284/2007, as subsequently amended and supplemented; 
             b) ROSPA0080 The Almăjului-Locvei Mountains, with an area of 118141,6 ha, according to the 
Government Decision no. 1284/2007, as subsequently amended and supplemented; 
             c) ROSCI0206 The Iron Gates, with an area of 124293,0 ha, according to the Order of the Minister 
of Environment and Sustainable Development no. 1964/2007, as subsequently amended. 

This brief description is sufficient to accentuate the variety, richness and beauty of this area and to 
incite the population of our country and of all European countries and everywhere else to visit it. Obviously, 
these visits should take place for any pretext, which tourism is the only area able to offer. 

1. Public awareness can be supported on multiple levels. It has to start from general school, geography 
lessons or other educational activities, but also by organizing trips to cultivate the taste for a beautiful 
and rich nature. 

2. The communication on the inheritance of nthe atural heritage must be organized at several levels: 
- the ministry of tourism must be the first source for promotional messages for those areas with a 
particular tourist potential. Its site, annual exhibitions and events, tourism fairs, the television, radio 
are opportunities to support from a privileged position of contacts and promotion the beauty and 
richness of Mehedinti heritage.  
- regional bodies (ADR, clusters, competitiveness poles, tourism organizations, and so on) should 
also promote this area, at least as coordinator and strategic controller of tourism development in the 
region. 
- County and local bodies, which want and coordinate the general development of the area and 
where tourism has a special potential, also have the responsibility to promote it. 

3. The communication of travel agents (firms, agencies, other organizations) must be the one that has 
the biggest interest in attracting customers. Promoting sustainable tourism means, first of all, the 
existence of a website, brochures, routes and territory maps, GPS, and so on. 

4. Promotion of sustainable tourism in the area can also appeal to sales promotion methods such as 
lower booking prices, price promotions in various forms, prizes awarded to sports competitions, free 
services (transport, entries in museums) by handing out special cards. 

5. Enriching the offer with new products such as bicycle touring with its variants, walking, special nature 
trails, and tourism for training and team building are welcome to enhance the attractiveness of the 
tourist area and increase the number of tourists in the area. 

6. An appropriate branding policy can also be rewarding for the tourist image of the area. A general 
brand for each county, accompanied by smaller geographical brands that have a similar offer, can 
prove effective in raising awareness and attracting the public. 

 



106 
 

VII.6. Proposals to develop common routes with the cross-border project area 
attractions targeted by the mountain-loving adventure tourists segment and ways of 
improving these common routes in tourist products  

 
In the previous surveys of the mountain region of Mehedinţi-Vidin-Montana, ten routes with a great 

tourist potential were identified following a difficult selection process due to the presence of many such trails, 
which in turn become interesting itineraries for various tourist products / services. 

The identified routes are located in the middle of protected areas or parks, which gives them the 
guarantee of beautiful scenery, a rich and interesting fauna and flora, karst formations and unique caves in 
the world. The history and culture of the area are the elements that complement these wonderful areas for 
the development of tourism without being outdone. All these features add the presence of the Danube, its 
beautiful gorge, landscapes and a high culture. 

This development has no alternative but to be sustainable, because only in this way the natural, 
cultural, and historical heritage of this wonderful area can be kept intact, employment can be improved and 
its standard of living developed. In this way a sustainable social balance is ensured, as the population no 
longer tends to migrate. 

Following an appropriate strategic approach, the present study has devised several strategic axes, 
action lines and actions capable of promoting the development of sustainable mountain tourism in this 
particular area. They represent the set of knowledge from which the necessary steps for this development 
can easily be extracted in the form of recommendations, measures, proposals, models of action an so on. 

The main proposals for the development of common routes for attracting tourists eager for mountain 
adventure and the methods by which on these routes can be developed attractive tourist products / services 
are further enhanced. 
1. Obviously, the basic condition for the development of these routes is their identification and selection 

according to the objectives of this project. The identification and selection process was initiated following 
prior studies in each cross-border sub-area. As the initially identified number was quite high, a selection 
process based on criteria inspired by the main features of the successful trails in European countries 
with tradition in this field followed. Finally, each sub-area has selected ten routes for mountain tourism. 

2. Obviously, these routes are not currently being prepared to support sustainable tourism products / 
services. Their arrangement means the efforts of localities and economic actors whose products / 
services they use. This means, in fact, their technical recovery, but also their marking at European level. 
In our country there have been several initiatives to regulate the marking of these routes, but they did 
not materialized. In the perspective of attracting European customers, the markings adopted by 
developed countries and agreed by the European Union are the most appropriate. 

3. Before preparing the routes, in fact, the new products / services that will be included in the tourist offer 
must be selected. The present project aims to revive sustainable mountain tourism by promoting bicycle 
touring and the use of electric bikes. In addition to bicycle touring, these relatively long paths can also be 
used for walking by the nature lovers.  

4. Bicycle touring offer can be developed to respond to rather diverse customers from this point of view. 
This is why some trails may contain portions or may be arranged primarily to respond to many variations 
of cycling, which, ranging from simple walks to more sporting competitions, have a wide palette (cross 
country, all mountain, enduro, descent, and so on) 

5. The promotion of tourism products / services must be done through a wide range of instruments and 
through specific channels. Their presence on websites, on Facebook, on the major international websites 
for promotion and booking is absolutely necessary. At the headquarters of the actors there must be 
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brochures, maps of the trails and of the area, because many tourists prefer the computer or the 
smartphone. 

6. Current websites, where they exist, must be reconsidered to highlight the beauty of the area, the tourist 
offer and the sustainable tourism dimension.  

7. Strengthen the cooperation of tourism actors and the bodies representing them with the main European 
tourist agencies that are interested in the area's offer. The presence of an NGO as the one proposed in 
the strategy for the promotion of the tourist area is indispensable for achieving such a desideratum.  

8. The promotion of ICT instruments means, among other things, the acquisition of computer software that 
facilitates customer management, service delivery, producing the necessary knowledge of the results, 
but including routes in GPS maps, and so on. 

9. The attraction of funds through multiple programs, specific to tourism, transport, social development, 
culture, health, sports, agriculture, the environment, ministry of foreign affairs, interior and so on by the 
actors in the area and the stakeholders can contribute to a certain extent decisively in achieving the 
boldest strategies, provided that the investments made are well programmed and achieved over time. A 
federal NGO such as the one mentioned above can play an important role in selecting those investments 
that are indispensable in the area and the order of their realization. 

10. The presence of EuroVelo 6 is undoubtedly a potential element of tourism support for the cross-border 
area Mehedinţi-Vidin-Montana. But the initiative to promote its products / services goes through initiating 
and maintaining a close friendly and collaborative relationship with EuroVelo structures, and first of all 
with Eurovelo 6.  

 

VII.7. Description of information channels to promote the special beauty of the 
mountain landscape and to attract tourists 
 
  The success of launching new marketing products / services depends on the quality of a complete 
communication and promotion program. The transmitter, in the case of our tourism actors and stakeholders, 
must identify the audience (customers), determine the objectives of the communication, develop the 
message, choose the best channels of communication, allocate an appropriate budget, decide on the 
promotional mix, evaluate the results and coordinate this complicated approach. 
  The identification of the audience has the purpose, among other things, of knowing its consumption 
habits, its ways of informing itself, of the most favourable opportunities to receive a message. The objectives 
of the communication are related to the attraction of the customers and the initiation of the purchase act, 
being as a rule, of a quantitative nature. Elaboration of the message means the transmission of written 
information or images in a brief and challenging manner that triggers the demand of the customers. Often, 
large companies outsource this operation, and sometimes the entire marketing communication process. 
  Communication channels for the promotion of tourism products can be personal and non-personal. 
Both categories can also be used to promote the mountain landscape in the cross-border area targeted by 
the project and to attract lovers of cycling or walking. 

1. Using personal communication channels is an appropriate solution in this regard, as the two 
people involved can discuss via e-mail, facebook, whats-up, personal things that matter a lot in deciding 
whether to recur or refuse a product or a resort, a business. Within this group, there are several types of 
channels, namely mediation, expert and social. Mediation channels mean the interpolation between the 
supplier of travel products and the customer's sales agents and are widely used. We can consider that travel 
agencies, big sites such as Booking.com, Trivago, and so on practice such communication. Expert channels 
are those in which independent experts intervene, such as bicycle touring associates from all over the world, 
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recommend one location or another. Social channels consist of signals promoted by neighbors, groups of 
friends or service on one product or another, one location or another. 

2. Non-personal channels use several tools, which also apply to the cross-border area in question: 
- information media such as television, radio, websites, newspapers, magazines, displays (billboards, 

logos, posters) represent an excellent communication channel for the tourism firms' messages. 
- organizing cultural, sports events, and so on periodically inviting the target audience to reinforce 

the image of the brand to create habits among customers, which can also effectively communicate to friends, 
colleagues, professional associations, and so on. 

- maintaining good relations and mutual communication with tourism agencies, international bodies, 
professional cycling associations, representatives of the ministries involved (regional development, health, 
culture, transport, and so on), which can greatly amplify the transmission of messages and the potential 
customers. 
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                                                                       ANNEX 1 
Companies and tourism associations involved in the survey on the identification of the mountain 
tourism offer and improving the activity of this sector in Mehedinţi County and in the counties of 
Vidin and Montana 

No. Name of the company/ 
association 

Legal 
representative 

Phone/email/website Remarks  

1. Promehedinți Tourism 
Association 

 0252311126 
www.promehedinți.ro 

 

2. ”Speo-Alpin MH” Mountain and 
Ecological Tourism Association  

Popa A. 0252317999  

3. "Ecology, Health, Sport, 
Tourism for the Local 
Community" Association 

Meilescu C. 0726189016  

4. Eco Sud-Vest Association of 
Romania 

Pop M. 0745123753  

5. ”Floare de colț” Association Costescu S. 0252325042  

6. Bell Ale Holiday Village Cunete C.  0744316060 
0743109883 
cosmin_cunete@yahoo.com 

 

7. Alegria Pension Roman N. 0747935122 
nicuroman67@yahoo.com 

 

8. Doina Pension Semen D. 0722506476 
semendoina69@yahoo.com 

 

9. Exclusive Pension Șoimu L. 0729350893 
lucia.soimu@yahoo.es 

 

10. Eselnița Holiday House Giursa E. 0740550027 
0755341777 
giursagherghe@yahoo.com 

 

11. La Moara Holiday House Fulga A. 0722230789, 0722565478 
ana.antonya@yahoo.com 

 

12. Megan House Eșelnița Megan J. 0722871636 
janeta.megan@yahoo.com 

 

13. Stela House Păcurariu S. 0726213968 
stella_5610@yahoo.com 

 

14. Alina&Sorin Pension Manea S. 0741674450 
sorin4u2000@yahoo.com 

 

15. Dunavis Pension Zorilă C. contact@dunavis-turism.ro  

16. Paloș Pension Paloș C. 0740242416 
cristi_robert_1@yahoo.com 

 

17. Wanted Pension Botilă E. 0743106602 
botilaeduard@yahoo.com 

 

18. Oliver Pension Pîrvulescu O. 0726382246 
contact@pensiuneaoliver.ro 

 

19. Casa Albă Pension Ploscaru A. 0752234522 
adi.prod.com.serv@gmail.com 

 

20. Maria Elena House Ploscaru N. 0752112711  
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nicoletaploscaru@yahoo.com 

21. “Boyar's Mansion” Doman I. 0740057390 
pensiuneaconaculboierului@gm
ail. com 

 

22. Steaua Munților Pension Balaci M. 0756322095 
marianbalaci29@yahoo.com 

 

23. Arena Holiday   Căvescu C. 0742329258 
ccavescu@yahoo.com 

 

24. Decebal Pension Mîdvan M. 0747808585 
pensiuneadecebal@gmail.com 

 

25. Panoramic House  Tufă C. 0745323343 
mh82avo@yahoo.com 

 

26. BeaSara House Negrea R. 0724315202 
remuscarmen@yahoo.com 

 

27. Melba Pension Vamvu I. 0727474179 
pensiuneamelba@gmail.com 

 

28. Philadelphia Pension Arbanașu D. 0741484848 
darisuarbanasu@yahoo.com 

 

29. Green House   Rascha L. 0744954191 
casaverde_orsova@yahoo.com 

 

30. Meridian Hotel Ușurelu V. 0252362800 
contact@hotelmeridianorsova.ro 

 

31. Apartment „Domino”, 
Belogradchik 

* *  

32. Domos LTD, Stakevci  * *  

33. GHETTO A Ltd,  guest-house 
„Gheto”, Belogradchik  

* *  

34. Hotel Magura, Rabisha village, 
Belogradchik municipality  

* *  

35. Parvotsvet Ltd., Belogradchik  * *  

36. Hotel ATA, Varshec * *  

37. Hotel Europe, Montana * *  

38. ET IRKA TOUR – Dimiter 
Ivanov, Montana  

* *  

39. Park-hotel Jitomir, Montana * *  

40. Hotel RING, Montana, * *  
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                    ANNEX 2 

Cycling Associations in Romania involved in the survey on the identification of the profile of 
customers interested in mountain bike cycling and of the cycling attractiveness for the sustainable 
development of Mehedinţi County 

No. Name of the 
association 

Legal representative Phone/email/website Remarks  

1. Carpat Bike București Soare Ana www.Carpatbike.ro  

2. Bikes Attack Reșița Gavrilă Cătălin www.bikesattack.ro  

3. Pelikan Bike Tulcea Pascale Sorin pelicabiketulcea@ yahoo.ro  

4. Trix Bike Târgu-Jiu Dragotă Claudiu www.trixbike.com  

5. Adevărații Veloprieteni 
București 

Deneș Mihai mihai@adevaratiiprieteni.ro  

6. Bicheru Cycling Alba-
Iulia/Ciugud 

* office@bicheru-cycling.ro  

7. ”Napoca” Bicycle touring 
club, Cluj- Napoca 

Mititean Radu office@ccn.ro  

8. ”Hai pe munte” Mountain 
Tourism Association Iași 

Andrei Mihai  andreimihai_mail@yahoo.com  

9. Pro-Mehedinți Drobeta 
Turnu- Severin 

Rădescu Carmen promehedinți@gmail.com  

10. Cyclomaniacs Drobeta 
Turnu- Severin 

Lașcu Dan George dglascu@gmail.com  

11. Comunitatea Bicicliștilor 
din București 

            * www.facebook/CBBuc  

12. Asociația Bicicliștii 
Amatori Arad 

            * www.facebook.com/groups/Bi
ciclistiiAmatori/ 

 

13. ”Brașovul Pedalează” 
Association  

Lazăr Robert robert@brasovulpedaleaza.ro  

14. Green Revolution București             * office@greenrevolution.ro  

15. ”Tura în Natură” 
Association Sibiu 

Mihai Proca info@turainnatura.ro  

 

 
 

mailto:office@greenrevolution.ro

