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Abstract: Through the geopolitical position that it holds within the continent, Romania enjoys a great advantage
over competing countries. Romania is located at the crossroads of the most important trade routes of the
continent: midway between the northern and southern Europe, and on the road linking Western Europe to Asia.
This advantage can be developed in terms of transit tourism, but also in terms of relaxation tourism due to the
relatively small distances between Romania and the western countries. The imperativeness of the road
infrastructure development at the western standard will reduce the time spent on the road, given that road trips
have the largest share of transport preferences of foreign tourists arriving in Romania. If one mentions the
possibility of the future oil and gas pipe from the Caspian Sea to transit Romania, the country’s geopolitical
importance in the Central European area is more and more increased.

However, Romania has ceased to be an attractive tourist destination because of the competition, limited
offers, inadequate infrastructure and services, according to the tourism development strategy published by the
Romanian National Tourism Authority (NTA). According to the strategy, the Romanian tourism offer faces
more problems. All types of programs offered by Romania encounter fierce competition on Western European
markets, while the competing destinations offer a wide range of facilities for all the tourists.

Also, the Romanian offer is relatively limited, confined to a few resorts, and within these to only a few
hotels. The services are inferior to those of the competing destinations such as Bulgaria, Turkey, Greece and
Cyprus, while entertainment does not match the offer of other destinations. To these problems we can add the
inadequate road and technical infrastructure, lack of superior hotels in major cities and in tourist resorts of
international interest.

In terms of quality-price ratio, Romania has ceased to be an attractive tourist market.
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1 Introduction
The main reasons, compared with the other central

and east-European countries, Romania has a very
modes t presence regarding the economic
performances of the tourism industry are:

- the lack of a coherent and stable action program
regarding the development of tourism and

- the lack of funds for the investments for the
development, the modification and the rehabilitation
of the general and specific infrastructure, as a
consequence of the slow and complicated process of
privatisation, the application of an improper taxation,

- the inexistence of facilities in the field of bank
loans.

Also, the reform of the tourist sector started very
late, even if some attempts of economic reform have
been made starting with the 1990s, but their
application has stretched on a long period of time.

The representatives of the National Authority for
Tourism – ANT consider that the tourism field has not

proved too attractive for the foreign investors (under
1% of the foreign currency capital subscribed in the
period 1990-2000 per total economy). On the
Romanian market, very high interests are practiced by
the banks, which are unattractive, along with the
permanent depreciation of the national currency, as
well as the persistence of a high inflation rate.

Tourism in our country is suffering and a large
period is required for recovering the private property
in the case of the nationalised assets, the reduction of
the purchase power of the population and the reorder
of priorities and the reorientation of a part of the
internal tourist request towards external destinations.

The ANT representatives offer solutions for the
recovery of Romanian tourism as well, solutions
which depend on a bold strategy, proper to the sector,
drawn up in collaboration with the persons
responsible for the operations, which could offer a
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vision, a model capable to direct the production and
the trade of the tourist products.

Romania can count on its natural and cultural
resources, on the improvement of the accommodation
conditions and services, and last but not least on the
modernisation of the infrastructure to facilitate the
access to the tourist potential areas, but also on the
activity of internal and international presentation of
the tourist potential.

The effects of the crisis will be felt next year –
2010 – on the Romanian market through the reduction
of the hotel occupancy rates, the reduction of the
accommodation tariffs and the reduction of the
corporate tourism, the market being predicted to
record a growth rate similar to that of last year, of
maximum 8% (Paul Marasoiu, president and CEO of
Peacock Hotels / Global Hotel Management).

Next year, the tourism market will keep the same
level as this year, with a growth of maximum 6-8%,
and at least until September 2008, this growth was
visible due to the supplementat ion of the
accommodation capacity from 2008, with 1200-1300
places.

The average percentage of occupancy is relatively
constant, of approx. 69% at the level of the hotel
units, a decrease of the occupancy rate of up to 60%
being expected in the case of the luxury hotels, if the
business tourism is affected by the current financial
crisis. Thus, the tough loan conditions and the
decrease of transactions will lead to a reduction of the
corporate traffic in the next period.

2 Problem Formulation
According to these measures, the investors should

not be afraid, but review the funding arrangement,
knowing the fact that any crisis period is the best
period of growth for the ones that have financial
resources.

According to a report from the World Travel and
Tourism Council (WTTC), tourism will attract this
year 7.3% of the total capital investments from
Romania, compared with the average of the European
Union of 8.9% and the global level of 9.4%.

Tourism could increase the GIP of Romania with
up to 4%. Currently, it represents only 2% of the GIP
of Romania, while in Bulgaria or Greece the
percentage reaches 15% of the GIP.

The tourism from the grey and black areas could
contribute to the GIP of the country with up to two
percent each, admitting that such problems exist
regarding the hostels or hotels operating without a
license and that do not pay the afferent taxes to the
state. The majority of these units which function
illegally are located in areas with rural, ecologic or
cultural tourism, like for instance Vrancea, and offer

very low quality services.

According to the market researches, more than half
of the 1100 hotels from Romania operate in
compliance with the European standards, and 45% of
them are open only during the summer season. During
the summer season of 2008, the number of foreign
tourist who visited Romania dropped with 20% in
comparison with the same period of the previous year.
On the contrary, the number of Romanians who chose
to spend their holidays abroad rose with 30% this
summer, in comparison with the similar period of the
year 2007.

The entry of Romania into NATO did not create
immediate opportunities as it was wrongly thought
many times. This event had an important significance
for us – as a state – due to the clear break up from the
past, as well as for the new allies, through the clear
affirmation of the democratic values. For the
foreigners, Romania’s adherence to NATO meant the
safety, the stability, the warranty of a country that,
even during economic recovery, believed in the world
democratic values and whose interests were connected
to the interests of the adherent countries.

The general Wesley Clark, the former leader of the
American troupes in Iraq, declared while visiting
Bucharest: “Romania’s adherence to NATO will bring
billiards and billiards of dollars from foreign
investments, education for thousands of people and
thousands of workplaces, a real transformation from
economic, military and cultural points of view, /... /
the western business people will come to invest in
Romania, because they know that now their
investments are safe, but also because they will be
able to take part in the transformation of Romanian
society, so that this becomes compatible with the
western ones.”

From a tourist point of view, the entry into NATO
can bring immediate benefits only through the
placement of foreign military bases (American) on the
territory of Romania in the areas of interest (the
seaside, Timisoara, Targoviste), military bases which
will bring an important currency contribution, which,
through the induced effects, will develop more and
more branches of the economy.

The safety of Romania, in comparison with the
other European states receiving tourists, can be an
opportunity that has to be exploited, as the terrorist
attacks are felt in countries that, until recently, did not
present any danger. Turkey and Spain are among these
countries, both of them representing very important
destinations for the seaside tourism.

On November 15th, 2003, in Turkey, at two
synagogues from Istanbul, bomb attacks took place
that ended up with 25 deaths and 300 wounded. After
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only five days, at the British consulate and at the
offices of the British bank HSBC, both located on the
European side of Bosphorus, bloody explosions took
place in which the British Consul together with other
26 victims died and other over 450 persons were
wounded. According to the administration from
Ankara, the attack was claimed by the Al Qaeda group
and by the Islamic Block of the Combatants from the
Great Orient (IBDA) – a Turkish network, whose
leader is sentenced to life imprisonment.

These attacks had immediate negative results and
not only on the Turkish economy. The transactions of
the Turkish lira were suspended, after the currency
devalued with 7 percent, immediately after the
explosions.

The transactions at the stock market in London
crashed immediately after the news that the attacks
were aimed at the British objectives from the Turkish
metropolis. The news of the attacks caused the drop in
the quotations of the tourism and insurance
companies’ shares as well.

The investors preferred selling the shares and
buying bonds or gold. In Germany, where Turkey was
one of the best sold tourist destinations, the shares of
the tourism companies dropped with almost six
percent. A serious blow was felt by the airline
companies and the hotels with businesses in Turkey.
The analysts say that the tragic events like the ones
from Istanbul would not have a major economic
impact in the following months. If new attacks took
place, it is very likely that a great part of the tourists
to Turkey redirect themselves to other safer
destinations.

The attacks from Madrid, from March 11th, 2004,
with 199 deaths and 1400 wounded, were committed
three days before the parliamentary elections from
Spain and are the bloodiest in the history of modern
Spain and in Europe, after the attack from Lockerbie
(Scotland), which in 1988 ended up with 270 deaths.
Thus, a member state of EU, as well as NATO, was
struck by an attack whose effects would extend on all
the member states of EU.

The attack from Madrid triggered the reduction of
the economic growth of EU because of the lower
expenditure rates and savings growth. Among the
most affected sectors of the economy, we have to
mention the aeronautics, the tourism and the luxury
goods, but the fields of home appliances and cars are
not excluded. Among the experts in the field, there is
Herve Goulletquer, the coordinator of European
studies from Credit Lyonnais, who declared: “We
must not wait for a patriotic reaction like in the United
States, where the Americans had been forced to
consume in order to keep the economy afloat after the
attacks”.

3 Problem Solution
Among the threats Romania could deal with as a

tourist destination, we can mention the deterioration
of the economic situation of the West European
countries and especially of the great issuers of
tourists: Germany, Great Britain, Holland, France,
Italy, Austria, to which we can add the threats of new
terrorist attacks (after the Turkish and Spanish ones)
which will reduce even more the tourist request.

The FMI report emphasizes the weakness of the
economies in the euro zone in comparison with the
rest of the world. The European Union has recorded a
growth tendency based on a more vigorous external
request, the internal consumption remaining at a very
low level. The growth of the consumption is still
waited, although the unemployment rate gives signs of
reduction. The last macroeconomic indicators at the
level of EU maintain the uncertainty of clearly
exceeding the recession period.

Thus, the maintenance of the consumption at a low
level, even in the conditions of an economic growth,
is not going to favour the travels, instead it will favour
the investments and the expectation for better
moments.

The raise of the oil price on a world level will have
negative effects on the tourist fluxes, through the raise
of the plane ticket prices because of the high share of
the costs related to the fuel in the total of the
operational costs of an airline company. The oil price
influences the economic situation of the tourist issuer
countries, slowing the rhythm of economic growth
with negative effects on the consumption.

If to the economic uncertainty of the majority of
the EU countries the perspectives of some terrorist
attacks or the reactivation of the war zones from the
Balkans (Kosovo) are added, it is certain that we will
assist to the constant maintenance or even a reduction
of the tourist request at a European level, when all the
countries from the region (Bulgaria, Hungary,
Romania, Turkey, Greece) want to increase the
international receiver fluxes. There will be a very
strong competition among them from which Romania
may be disadvantaged because of the tourism policy.

European tourism policy needs a new impetus.
Faced with challenges which require concrete responses
and efforts to adapt, operators in the European tourism
industry need to be able to combine their efforts and
work within a consolidated political framework
which takes the EU's new priorities into
consideration.

Taking account of the European Union's new
competences in the field of tourism, this
communication defines an ambitious framework for
making European tourism a competitive, modern,
sustainable and responsible industry. The Commission
envisages a number of specific initiatives to give the
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European tourism sector the means to adapt and
develop. These actions complement the policies of the
Member States and aim to coordinate efforts by
determining measures which provide a real
European added value. The success of this strategy
will depend on the commitment of all stakeholders
and on their capacity to work together to implement it.

The European integration, beside the other of its
coordinates – political, economical, social -,
obviously contains a cultural component. It is based
first of all on the assumption of the cultural diversity
within a European space where no one gives up at his
traditions and his own cultural identity, but on the
contrary, to be an effective and competent participant
in a veritable European cultural dialogue.

Based on this dialogue should be the concept
which presents the diversity of the European
traditions, cultures and languages as a wealth specific
to Europe, a characteristic of its own, conferred by its
history and whose preservation and turning to good
account may not be provided unless within an
environment in which the fundamental liberties and
values of democracy are functioning.

The democratic option is a guarantee of the fact
that an administratively imposed cultural unification
or homogenization will not be possible anymore.

This guarantee is not an impersonal, abstract
element, but on the contrary, it should be assumed as
an obligation of the civil society, of the citizens’ and
not only of the national and local authorities or of the
European institutions. The Declaration of the
Regional Meeting of Europe, 1993, “For a cultural
Europe” makes in the end a synthesis of the
coordinates of the cultural actions of a united Europe
and personally, I consider that it is important enough
so as to mention it below:

 Various traditions, cultures and languages of the
European towns and regions would have to be
accepted and protected;

 One of the most important rights of the Europe’s
citizens should be self-determination in matter of
cultural politics in the towns and regions organized on
democratic principles;

 The rights in matter of cultural politics of the
states should be limited to subsidiary actions;

 The rights in matter of cultural politics of the
European organisms consist of displaying the cultural
diversity and the cultural dialogue in Europe and to
favour the intercultural exchanges.

Global trends and priorities are changing: more
than ever, the big challenge for the tourism sector is to
remain competitive but also sustainable, recognizing
that the long term competitiveness depends on
sustainability. In particular, climate change is now a
fundamental issue which requires the tourism industry
to reduce its contribution to emissions of greenhouse

gases and destinations to adapt to the demand and the
types of tourism offered.

The dynamics, the depth and the extent of the
changes in all the sectors of economic and social life
is reflected, inter alia, in the change of economic
structures, in the hierarchy branches components in
accordance with the requirements of the scientific and
technical progress, with the rational exploitation of
the full potential of resources and increased
efficiency, with the requirements improving the
quality of life.

Also major changes take place in patterns of
growth through the orientation towards the intensive
types, to circumscribed areas of sustainable
development, globalization and integration. In this
context, tourism acts as a social component, with a
significant participation in the overall progress and as
a promoter of globalization and a sustainable
development factor

The economic crisis might be a chance for
Romanian tourism to raise the bid as in such periods
tourists usually look for close destinations, developing
the incoming indicator that was very low during the
last few years. Romania's international touristic feed
is characterized by an evolution reflecting the various
changes and transformations from the political,
economic, and social points of view. The drawn
conclusions prove the fact that both the global heating
and the global financial crisis take place in the same
time and thus we must take actions in order to
improve Romanian tourism.

In modern economies services are dominant. As
the role of services is increasing, the difference
between goods and services is vanishing, but most of
our economics and business knowledge is developed
from a manufacturing perspective which is no more
satisfactory in the new service economy conditions.
One important aspect is that the ability of a country to
participate effectively to the growing international
trade in services depends more and more on its
attractiveness as a visitors' destination. Although there
is a well developed understanding of the role of
tourism to the general economic and social
development, it is less understood the effect of
economic and social living conditions as visitor
attractiveness factors.

Reviewing recent studies, assessments and reports
regarding the travel & tourism economy of Romania,
authors found out that achieving the economic
potential of tourism faces serious challenges due,
primarily, to the discrepancy between the conditions
visitors are increasingly looking for and the conditions
provided by Romanian destinations. In order to accept
the challenges with chances of success the tourism
policy making should radically change direction. The
authors identify three main priorities: focus on general
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development, put policy in the service of visitors first,
improve communication and branding.

Globalisation can bring negative effects besides the
positive effects related to the increase of investments,
the growth of the number of work places. The
negative effects will be felt on the cultural level
through the deterioration, for great profits, of the
customs and of the traditional way of life. Thus, the
traditional food will adapt to the tourists’ tastes, the
folk customs will be in danger of becoming
synonymous with the Kitsch, and the cultural values
of the people will change after the dominant culture
values, currently the American one.

For instance, although we have a specific
holiday dedicated to the lovers “Dragobete”
(February 24th), celebrated for hundreds of years in
Romania, we replace it with an imported holiday
“Valentine’s Day” (February 14th), due to its afferent
profit: small and big gifts between the loved ones,
flowers, parties. In the folk tradition, this holiday
has its origins in the nature’s cycles, especially the
birds’ world. Not by accident, the bird is
considered one of the oldest divinities of nature and
love.

This is one of the negative effects of globalisation,
the tourist being interested not only in the natural
anthropogenic resources of the country, but also in

aspects related to the cultural values, customs and
traditions, specific holidays.

The great diversity of the components of the tourist
consumption has lead to the need to establish the
value indicators of comparison for this specific
consumption of goods and services. Thus, the
researchers turn to the so-called “tourist basket”,
which expresses the total value of the services and the
goods consumed by the average tourist during the
holiday (day of stay, average stay etc) in a tourist
destination.

We can appreciate that such models of tourist

fluxes include two effects:

- a formation effect of the tourist fluxes: the traffic
issued by different countries according to the
influence of the factors connected to the standard of
living (the level of the available incomes, the budget
of the expenses allocable for the holiday etc.), the
travelling possibilities (the duration, the distance, the
available time and the fraction of the holidays etc.)
and to the demographic features (age, sex, family
situation etc.);

- a dispersion of the traffic effect, which depends
on the relative tourist attraction of different possible
destinations (according to the type of the stay –
organised, semi-organized, on one’s own etc.) the cost
of the stay, the various means of transport used etc.
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Also, when estimating the request for tourist
services, the appearance on the tourist market of new
categories of consumers must be taken into account,
seen not only from the point of view of the growing
volume of the request, as well as of the diversification
of the social structure of the request, characteristic for
the market segments from which these new categories
of clients are recruited (tourism for the youth, social
tourism, treatment tourism).

In this sense, in tourism, the analysts distinguish
three main categories of tourists, with sensitive
differences regarding their aspirations and their
manifestations related to the requests for the tourist
products and for the holiday destinations during the
crisis, like:

- tourists for whom the economic constraints are
not influencing in a restrictive manner the choice for
the forms and the holiday destinations and who
constitute the category of luxury clients;

- “active” tourists who dispose of the financial
resources or who are looking for resources to
establish a financial balance between the economic
means and the travel requests;

- “passive” tourists (or, in some analysts’ opinion,
the so-called “captive” tourists), whose aspirations for
the procurement of tourist products do not exceed the
limits of their economic conditions.

Regarding the request for the luxury tourism forms
or for the high-life tourism, this includes all the
categories of clientele for which the practice of
tourism is not enclosed by the incomes.

Although on this particular market, a reduced
volume of the request is recorded, the luxury tourism
market is still profitable for the economic agents, but
it is difficult to monitor because of the personalised
requests related to the quality of the services. The
request for the luxury tourism forms are manifesting
in multiple, sophisticated and even extravagant
variants, which can be satisfied only by the five star
accommodation structures and, to a certain extent, by
the four star structures.

The social and cultural impact of the luxury
tourism on the holiday destinations has contrasting
effects: on the one hand, the “elite” tourists are not
interested in establishing and developing the contacts
with the local communities, and on the other hand, the
contrasts between the visiting elite and the population
can become a real social challenge.

The business people request the high comfort
tourist services as well, fact that stimulates the
economic agents to turn to the luxury tourism forms,
of course within reasonable limits of competitiveness
and efficiency.

The “occasional” travellers coming from different
social strata with average incomes are included in this
category from time to time, who are willing to

sacrifice a part of these incomes to benefit from high
levels of comfort in the luxury accommodation units.

The luxury tourism is very versatile and unstable:
the behaviours which emphasize the distinct feature of
the clientele’s request and their original models of
manifestation are subjected to the imitation tendencies
from the part of less rich social strata. The flux of
average income tourists leads to the “democratisation”
of the privileged destinations of the luxury clientele,
making the latter find other exotic destinations, not
invaded by the mass tourism and find other
preferences.

The active tourism includes all the visitors who
form heterogeneous groups, but who have a common
feature: the tendency to conciliate their economic
means with the wish to satisfy the request for different
forms of the tourist consumption.

These tourists belong to the social strata that think
that it is necessary to leave the usual residence in order
to leave for a holiday and that, from an economic and
cultural point of view, have certain possibilities, as
well as the judgement and the selection related to the
forms of tourism and the preferred destinations.
Whatever the reason for generating their needs, certain
common features of their consumption manifestations
can be exemplified, starting with their elementary
needs for the physical, nervous and moral rest and
continuing with the needs to relax, entertain and their
thirst for culture, all of them resulting in the temporary
detachment from the day-to-day life through sports,
games, contacts with the local population, the
accumulation of new knowledge etc.

The satisfaction of the tourist consumption is
amplified by the feeling that they can deliberately
choose the holiday destinations, knowing that the
flexibility of their budget allows them the possibility
to decide on the period and the duration of the stay, on
the accommodation forms and the organisation of their
“loisir”. Of course these liberties we have enumerated
are relative, but the feeling of selection represents the
dominant factor of the dimensions of the tourist
consumption.

We have to remind the fact that a part of these
active tourists manifest the aspiration to adhere to the
tourist practices of the rich people, and their
preferences for their activities for the spare time are
inspired, as much as possible, by the imitation of the
elite tourist models.

The tourists called “passive” (or “captive”) are
generally the tourists that would like to go on
holidays, but do not have the material means to choose
the preferred transport and accommodation forms,
remaining captive, forced to accept the standard forms
of holiday, found and traded by the travel agents or by
their intermediary agencies. Without sufficient
possibilities for the preferred holiday, these tourists
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limit themselves to the selection of tourist products
from the offers they consider accessible in the limits of
their modest budgets. The best example in this way is
offered by the forms of the rural tourism, where the
tourists deliberately accept the modest conditions of
comfort, compensated by the satisfactions sought
within the unpolluted environment of the rural
household.

The limits of the results obtained through these
models, which stimulate the behaviour and the
motivations of the potential tourist clientele, represent
the first stage of the researches undertaken by the field
of the tourist request study.

These limits are dictated by the static aspect of
these models, which mirror the tendencies of the
tourist traffic at a certain moment and allow only an
approximation of the fluxes in their chronological
evolution, from where a series of specific
problems derive related to the elaboration and the
interpretation of the models for analysis.

The modifications in the tourist consumption, as a
consequence of some changes of the clientele’s tastes
(so motivational changes) can provoke the reduction
of the tourist attraction, but these mutations will turn
up with a certain delay in the global number of
arrivals in the considered destination.

The analysed aspects that influence the volume, the
structure and the intensity in time and space of the
convergent tourist currents towards certain areas
receiving tourists fully reflect the great diversity and
the complexity of the problems related to the research
of the tourist request.

Tourism represents a field of recreation and
knowledge of the persons, and for the economy of the
countries – a means of activation of the economic
processes and an efficient source of income. The
article is focused on the analysis of opportunities and
threats occurred in the development of tourism; the
general problems, common for the most diverse
tourist activities are formulated. The author proposes a
systematic approach to the tourism branch through the
elaboration of the mathematical models of the tourist
processes (the economic aspect). The contribution of
tourism to the development of the national
economies is huge. Tourism through its specific
features contributes to the solutions of the economic
problems, including the ones afferent to the
tourism. The problems of the tourist activities in
Romania are analysed in this article. Arguments are
brought for determining the specific solutions for
Romania and taken over by other countries, the
dynamic of the tourist activities is analysed, the
tourist activities in Romania for the previous years
and finding the mechanisms for ensuring the
sustainable development of tourism in Romania are
studied. The evolution of the tourist activities

including the conceptual approach to the sustainable
development of tourism in Romania are analysed and
manners of operation of tourism are proposed in the
context of the European tourism, underlining the
permanent inter-conditions imperative – sine-qua-
non condition for the success of the sustainable
tourism (see picture 2).

Picture 2: Imperative inter-conditions in the
success of a sustainable tourism

The concentration point and the size of the
sustainable efforts in the field of tourism depend on
the local communities, including the resources, the
political actions, the individual actions and the
remarkable features of the community. The actions for
the support of the communities have been applied to
situations regarding the urban expansion, the inner-
city and the redevelopment of the brown lands, the
development and the economic progress, the
management of the ecosystem, of the agriculture,
biodiversity, the ecologic buildings, the preservation
of energy, the watershed management, the prevention
of pollution, because “The sustainability is the
emergency doctrine through which the development
and the economic progress must take place and must
be maintained along the time, within the limits set
forth by ecology in the broad meaning – through the
interdependence of the human beings and their jobs,
the biosphere and the laws of physics and chemistry
which govern it. Thus, the protection of the
environment and the economic development are really
opposite processes”, William D. Ruckelshaus,
“Toward a Sustainable World”, Scientific American,
September 1989.

The sustainable strategies in the field of tourism
have all these attributes, plus other very important
ones like:

- Encouraging the dialogue between the partners
involved, the constitution of multi-disciplinary teams
(govern, entrepreneurs, local communities, other
parties interested in the future of the region and the

Issue 2, Volume 5, 2011 218

INTERNATIONAL JOURNAL of ENERGY and ENVIRONMENT



role of tourism);
- Guiding and encouraging the investors; the

contribution to the improvement of the local transport,
communication infrastructure with great advantages
for the local population;
- Ensuring the long term security of the
investments in tourism;

- Including the idea of the preservation of nature
and the cultural heritage specific to the region in the
tourist development strategy;

- Protecting the monuments, the reservations of the
area through the chosen strategy;

- Educating the tourists from an ecologic point of
view;

- Encouraging the new-comers in tourism;
- Establishing clearly the purposes of protection

for each natural area with the participation of
specialists and of all those interested in their
revaluation;

- Managing all the natural and cultural features that
can constitute the basis of the tourist potential and the
analysis of all the information;

- Identifying the values that can form the basis for
the sustainable tourism;

- Determining the capacity of support for different
areas, which can constitute component parts of the
tourist areas;

- Stimulating the rural economies through a
supplementary request for the agricultural products
and a contribution to the financial capital;

- Encouraging the improvement and the use of
poor productive land in agriculture, which allows the
preservation of the surfaces filled with natural
vegetation;

- Applying a specific management of the
destination.

4 Conclusion

We consider that, although the road taken in the
elaboration of a sustainable strategy in the field of
tourism is hard, long and full of obstacles, it is worth
trying to find the way to satisfy the needs of people as
well as the ones of the environment protection and,
implicitly, the rural one, which is so fragile. The
evaluation of the local tourist potential of a tourist
destination, as a prerequisite and a condition of the
sustainable development means two initial phases:

- The analysis of the existing tourist situation,
within which the offer, the request, the competition
and the market tendencies are evaluated;

- The diagnosis that, taking into account the results
of the situation analysis, will allow to identify the
strong and weak points of the territory, to determine
the opportunities and risks, and in the end to decide
the possible development of tourism in the area.

Only a through evaluation, taking into account the
offer, the request, the competition, the market’s
tendencies, will allow experts to affirm that indeed a
territory possesses a tourist potential that justifies the
investments in the field and the elaboration of projects
of tourist development.

Issue 2, Volume 5, 2011 219

INTERNATIONAL JOURNAL of ENERGY and ENVIRONMENT



References:

[1] Andrei M., The Impact of Quality Requirements of
the Environment on the Tourism from the Danube
Valley of Giurgiu and Calarasi County, Proceedings 5-
th WSEAS International Conference „Economy and
Transformation Management” (EMT’10), West
University Timisoara, Timisoara, Romania, Octomber
2010, p.61-66.
[2] Avram M., Avram V., The role played by the
control environment for the effectiveness of the internal
control system, Economics, Management and Financial
Markets, vol. 3, nr. 3, Denbridge Press-New-York,
2008, pag. 109-115.
[3] Dincă I., Le thème du paysage, entre l'éducation
des goûts et le profit thématique des touristes. Exercise
sur l'inventaire des paysages du Département de Bihor
(Roumanie), Edición Especial "Turism y Sociedad",
Vol. VIII, Universidad Externado de Columbia, Bogota,
septiembre 2007, pp. 83-105.
[4] Dincă I. S. N., Bucur L., Staşac M., Touristic
culture through identification of the visitor with events
and natural and built patrimony of some fortresses
from Romania, in Proceedings ISI Selected Topics in
Economy & Management Transformation, Volume I,
West Timisoara University, 2010, pp. 266-271.
[5] Dombay Ş., Seer L., Magyari-Sáska Zsolt, Seer
Mihai, The Website and its Role int he Online
Marketing Mix of Guesthouses from Harghita County,
Romania: an Introductory Analysis, 5th WSEAS
International Conference on Economy & Management
Transformation, 2010, pp. 98-102.
[6] Dumitrescu D., Baltalunga A.-A., Billard G., Bailly
G., Bran-Rucar Corridor - Risk Versus Prosperity in
the Sustainable Touristic Development, in Proceedings
of 5-th WSEAS International Conference on Economy
and Management Transformation (EMT’10), West
Timisoara University, 2010, p.92- 97.
[7] Gruescu R., Nanu R., Tanasie A., Human
Resources Development and ICT Contribution to the
Tourist Destination Competitiveness, European
Research Studies Vol. XII, Issue (4), 2009.
[8] Simion D., Tobă D., Analysis and modelation of the
consumer”s behaviour of financial products on the
Romanian capital market, Revista Tinerilor Economişti,
Year VI, No.12, April 2009.
[9] Mitroi M., The Predictions of the World
Organisation for Tourism: 2000 – 2010, Tribuna
Economica magazine, Bucharest, no. 27/2000.
[10] Mazilu M., Ecotourism and tourist fittings, Scrisul
Românesc Publishing House, Craiova, 2004.
[11] Mazilu M., Tourist Geography, Didactica si
Pedagogica Publishing House, Bucharest, 2007.
[12] Mazilu M., Le tourisme roumain dans le
contexte du tourisme europeen, Universitaria
Publishing House, Craiova, 2007.

[13] Mazilu M., Marinescu R., Perceiving România
as a Sustainable Tourism Destination, published in vol.
Proceedings Book of the 4th World Conference for
Graduate Research in Tourism, Hospitality and
Leisure, organized by Anatolia Journal: An
International Journal of Tourism and Hospitality
Research, April 22nd-27th, 2008, Antalya, Turkey.
[14] Mazilu M., Marinescu R., Sustainable Tourism
în Protected Areas – Case Study of the Iron Gates
Natural Park, Rural Futures Conference, organized by
University of Plymouth and School of Geography,
April 2nd-4th, 2008, Plymouth, Great Britain.
[15] Mazilu M., The revival of tourism în Mehedinti
county-case study,the Danube bend Destination,
published in Tourism Magazine, no.7, 2009.
[16] Mazilu M., The Tourism and Climate Changes.
Interferences, published in WSEAS Transactions on
Business and Economics, Issue 7, Volume 5, July
2008.
[17] Olaru M., Quality Management,2nd edition,
Economica Publishing House, Bucharest, 1999.
[18] Mazilu M. E., Avram M., Ispas R., The Romanian
Tourism During the economic Crisis-Where to?, in
Proceedings of 5-th WSEAS International Conference
on Economy and Management Transformation
(EMT’10), West Timisoara University, 2010, p.72-78
[19] Neacsu N., Baron P., Snak O., Tourism Economy,
2nd edition, Pro-Universitaria Publishing House,
Bucharest, 2006.
[20] Sitnikov C. S., Bocean C. G., New approaches of
the protection of the consumers from the perspective of
the evolution of the international standards of the
management systems, Amfiteatru Economic Magazine,
no. 28/2010, ASE Publishing House, Bucharest, p. 359
[21] Sitnikov C. S., Integrated quality management -
new approach of quality in tourism, Annals of the
University of Craiova, Economic Sciences series, Year
XXXV, No. 35, Volume 1, p. 103.
[22] Sitnikov C.S., Integrated quality management -
new approach of quality in tourism, Analele
universitatii din Craiova, Seria Stiinte Economice, Anul
XXXV, Nr. 35, Volumul 1, p. 103
[23] Sitnikov C.S., Tools of quality improvement -
measuring customer satisfaction, Analele Universitatii
din Craiova, Seria Stiinte Economice, Anul XXXVI,
Nr. 36, Volumul 1, 2008
[24] Snak O., Baron P., Neacsu N., Tourism
management, Expert Publishing House, Bucharest,
2001.

[25] Snak O., Quality and Services Management,
Romanian Management Academy, Bucharest, 2000.
[26] Stanciulescu G., The Management of the
Sustainable Tourism în the Urban Centres ,
Economica Publishing House, Bucharest, 2004.

Issue 2, Volume 5, 2011 220

INTERNATIONAL JOURNAL of ENERGY and ENVIRONMENT



[27] Stancioiu F. A., Marketing Strategies în Tourism,
Economica Publishing House, Bucharest, 2000.
[28] Vellas F., Tourism – tendencies and predictions,
Walforth Publishing House, Bucharest, 1998
[29] Vellas F., Tourism – tendencies and predictions,
Walforth Publishing House, Bucharest, 1998.
[30] Zotic V., Puiu V., Alexandru D., The Sistemic
Location of Tourist Elements in the Integrated Spatial
Planning. Case Study. The Outskirts of Bistriţa
Municipality, in Proceedings of „the 5th WSEAS
International Conference on Economy and
Management Transformation (EMT 10), Selected
Topics in Economy & Management Transformation,
Vol. I, Published by WSEAS Press, p. 21-26
[31] National Institute of Statistics - 2006-2007.
[32] National Committee of Prognosis -2006-2008.
[33] World Tourism Travel: www.wto.org

Issue 2, Volume 5, 2011 221

INTERNATIONAL JOURNAL of ENERGY and ENVIRONMENT




