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Destination image and destination branding in transition countries 
 
 

ABSTRACT 
 
 
 
 

Considering the increasing competition in the tourism industry, more governments realize that 

destination  branding  has  become  a powerful  tool  to  differentiate  their  countries  and  obtain 

competitive advantages by improving their image as tourism destination. 

 

The purpose of this paper is to assess the Romanian tourism branding campaign ‘Explore the 

Carpathian garden’ through an analysis of the fit between the promoted image and the perceived 

image,  perceptions  about  the  slogan  and  logo  and  comparison  with  the  Spanish  case,  the 

campaign ‘Smile, you are in Spain’. 

 

The  results  show  that  the  branding  campaign  is  generally  well  developed  and  the  image 

promoted corresponds in great measure with the one perceived by consumers. However, there 

are some essential aspects not addressed, that could challenge the success of the campaign. As 

such, recommendations about several areas of improvement are made. 

 

Due to time constraints, the sample size is small, which limits the credibility and generalization 

of the results. For more precise results, the sample should have been bigger and more countries 

should have been included in the comparative study. 

 

Finally, the value of this research paper is concentrating on the fact that destination branding, as 

relatively new concept, still lacks of empirical academic research. This study offers an original 

insight into destination branding process through image analysis. 
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1.   CHAPTER 1 INTRODUCTION 
 

 
 
 
 

1.1. Overview of the global context and the trends in the tourism industry 
 

 
 
 
 

Travel and tourism has become a global industry, widely considered one of the fastest growing 

sectors. In 2009, the industry generated 9.4% of the world GDP and employed over 235 million 

people  worldwide  (8.2%  of  all  employment)  (WTTC,  2010).  This  sector  will  continue  to 

increasing in importance, forecast to grow by 4.4% per annum in real terms between 2010 and 

2020, and supporting over 300 million jobs by 2020 (9.2% of total employment) and 9.6% of 

global GDP (WTTC, 2010). 

 

Tourism is important for the economy because it brings income into the country and contributes 

indirectly to the improvement of the brand image of the destination (tourists who spent a holiday 

have  real  opinions  about  the  culture  and  the  products  of  that  country,  even  if  the  holiday 

experience was not positive) (HTDB, 2009). 

 

Globalization  and  the  increased  use  of  information  and  communication  technologies  have 

affected the tourism industry. People from Western countries, stressed by the fast pace of their 

everyday lives, especially seek the ‘regenerating fulfilling power of a holiday’ (HTDB, 2009:2), 

for escape, exploration, spiritual refreshment and adventure. They consider themselves travelers, 

rather than tourists. 

 

These changes in technology and in people’s motivation to travel raise several challenges for 

countries worldwide. Destinations need to engage with potential visitors on an emotional level 

(feelings and experiences) and switch from simple marketing activities to destination branding; 

they need a strong brand to improve their competitive identity, the recognition and the reputation 

of  a  country  (HTDB,   2009).   Nowadays,   tourism   is  experiential   (provide   experiences), 

experimental (provide adventure, freedom to travelers) and existential (tourists look for purpose 

and self-realization, self-discovery through travel) (ibid.). 
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The increasingly competitive  nature of the tourism industry and the actual  global economic 

situation has made countries aware of the importance of destination branding to differentiate 

themselves from competitors (Baloglu & Mangaloglu, 2001). 

 

Governments use branding to establish competitive advantages in a belief than strong country 

brand and positive image contribute to the country’s sustainable development (Fetscherin, 2010). 

 

Branding in destination marketing is still an under-researched field of study. Investigation in this 

area is just beginning to emerge and there are not many empirical studies of the topic (Caldwell& 

Freire,  2004).  In practice  the process  has been  undertaken  by many countries  over  the last 

decades, but the investigation on the topic is limited. 

 

Destination image has been subject to more research but most previous studies have failed to 

distinguish between the image of a destination and the branding process (Konecnik, 2003). Only 

in 2002 did Cai make a clear distinction between the image formation process and branding 

process: image formation is part of the branding process, and helps the destination to build a 

unique identity. 

 

The  challenge  of  branding  a destination  arises  from  tourists’  decision-making  process.  The 

purchase of a vacation often involves uncertainty and high costs and for this reason the decision 

involves risk. The ultimate decision depends in large part on tourists’ ideas of what a destination 

could offer. Therefore, destination image is a fundamental part of the motivation to travel; a 

critical element in the selection process, irrespective of whether or not it is based on stereotypes 

or reality (Cai, 2002). 

 
 
 
 

1.2. Research objectives 
 

 
 
 
 

In Central and Eastern Europe relatively few marketing studies have been undertaken and there 

is little work published on destination branding (Hall, 1999). 

Considering the increasing importance of branding in the tourism sector, this dissertation aims to 

make a contribution to the literature on destination branding and destination image of transition 
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countries, focusing on the case of Romania and evaluating the new tourism branding campaign 
 

‘Explore the Carpathian garden’ through an image analysis. The main ways of fulfilling these 

objectives are: 

 

To discover  what the perception of Romanian tourism’s image among persons between 
 

22 and 35 years-old from  nine other European countries (Austria, Bulgaria, France, Germany, 

Hungary, Italy, Poland, Spain and UK) is 

To analyze what image is promoted in the branding campaign launched by the Romanian 
 

Ministry of Tourism 
 

To analyze whether the campaign’s slogan and logo are correctly perceived among 

consumers from other EU countries 

To analyze if the perceived image of the Romanian tourism corresponds with the image 

promoted by the  Ministry of Tourism 

To analyze the strengths and weaknesses of the Romanian tourism branding campaign in 

comparison with the Spanish tourism campaign ‘Smile, you are in Spain’, considering that the 

latter is the most successful example of destination branding and positioning. 

 

On a more global scale, this research could be used as a model for other East European countries. 
 

 
 
 
 

1.3. Structure of the dissertation 
 

 
 
 
 

The first chapter introduces the topic and key areas to be investigated, and identifies the main 

aims of the study. The second chapter is a review of the literature section that analyses and 

synthesizes previous research in terms of destination branding, destination image and role of 

government in the development of tourism sector. This chapter will also analyze different 

conceptual frameworks and models related to the research and the special case of transition 

countries. The following chapter presents the research methodology, which explains the research 

approach and the strategies used to gather the data. 
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In chapter four the author will analyze the Romanian branding campaign through the analysis of 

the  promoted  and  perceived  image  and  the  comparison  of  the  campaign  with  the  Spanish 

branding campaign ‘Smile, you are in Spain’. 

The final chapter outlines the conclusions, limitations of this study and recommendations for 

future research. 
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2.   CHAPTER 2 LITERATURE REVIEW 
 

 
 
 
 

2.1. Introduction 
 

 
 
 
 

This chapter provides the theoretical background for the present research project. It will explain 

and analyze  the  main  issues  raised  by previous  works  in the  field  of  destination  branding, 

destination  image  and  the  role  of  the  government  in  the  development  of  industries.  The 

significant themes identified will be used to examine the findings of the research. 

 

The literature review is divided in three main parts: destination branding, destination image and 

role of government in the development of the industries.  Destination image is an integral part of 

the process of destination branding and both initiatives are supported by governments with one 

of the purposes being the development of different sectors of the economy. 

 
 
 
 

2.2. Destination branding 
 

 
 
 
 

Destination branding is concerned with the promotion of the tourism of a country (Szondi, 2006), 

contributes  to  the improvement  of the overall  image  and  to the  creation  of a strong  brand 

(Anholt, 2009). 

 

A destination brand ‘is the sum of perceptions that someone has about a place (whether based on 

experience, hearsay or prejudice), which influence his attitude towards that destination at an 

emotional level; exists in the eyes of the beholder. It has to be credible and real, it cannot be 

manufactured’ (HTDB, 2009:8; for a complete definition and a definition of destination, please 

refer to the Glossary). 

‘The product of tourism (…) is an experience rather than a tangible good’ (Gartner, 1986:636). 

In a highly competitive global environment, where people’s awareness of different countries is 

limited, it is crucial for a tourism destination to have a strong brand, an appealing image that 
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differentiates it from the other destinations, makes it known to the world and leads tourists to 

choose it for their vacations. 

 

The decision process of a tourist for the selection of a vacation place is very complex and this is 

one of the biggest challenges the destination branding has to overcome (Cai, 2002). The image of 

a destination is, consequently, fundamental for the selection process. 

 

Yan (2008) and Anholt (2005) consider that a positive image could increase the international 

political influence, restore international credibility and enhance a country’s reputation. 

 

More so than any marketing or branding campaign, it’s fundamental for a nation to have a good 

reputation that could increase its competitiveness and enhance the economic, political and social 

development (Anholt, 2009; Loo& Davies, 2006). 

 

Reputation is defined as ‘the aggregate of stakeholders’ images of a country over time’ (Passow 

et.al.  2005).  Reputation  changes  very  slowly  and  doesn’t  necessarily  follow  real  changes 

(HTDB, 2009). Often, countries that fail to develop a good reputation become the ‘victims’ of 

competitors and target markets that create stereotypes and negative beliefs. 

 

Nowadays,  considering  recent  world trends,  there are several  critical  areas of reputation  on 

which  countries  need  to  focus:  environmental  credentials,  technology  and  self-improvement 

(ibid.).  This  last  area  is  concerned  with  destination  branding:  countries  have  to  promote 

themselves  and gain a reputation  as destinations  for personal  advancement  and personal  re- 

discovery. 

 
 
 
 

2.2.1.   Theoretical models for destination branding 
 
 
 
 

Cai (2002) proposed a conceptual model for destination branding with a focus on building the 

identity of the destination by creating dynamic linkages among the brand element mix: image 

building, brand associations and marketing activities; the model highlights the importance of 

others stakeholders  of a destination,  apart from tourists (competitors, destination’s  marketers 

etc.). 
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As presented in Figure2-1, Cai’s model synthesizes the different approaches to destination 

branding,  linking  the concepts  from  a  consumer’s  perspective  to  the  destination  marketer’s 

perspective (Henderson, 2007). The process begins with the selection of brand elements (logo, 

slogan  etc.) to form  strong brand  associations  that reflect  the attributes  (perceptual  features 

characterizing the destination), affective components (personal values and meanings related to 

the benefits expected from the attributes) and attitudes of the image (overall impressions) (Cai, 

2002). The image that marketers want to project is united to tourists’ images to build a strong 

desired brand image consistent with the brand identity. Through marketing programs, marketing 

communications  and  management  of  secondary  associations,  the  brand  identity is  enhanced 

through  spreading  activation,  a  concept  introduced  in  1983  by  Anderson  in  referencing  to 

memory, but which can also be applied to branding: to build a brand image one needs to ‘identify 

the most relevant associations and strengthen their linkages to the brand’ (Cai, 2002: 723). 

The four elements outside the circle represent the contextual preconditions of the destination 

branding process. 
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Aaker& Joachimsthaler (2000) developed a model for brand leadership consisting of three steps; 

the model can also be applied to destination branding: tourist analysis, competitor analysis and 

self-analysis. Each destination should design a systematic tourist analysis to identify new trends 

and understand motivations for travelling. The second step is the analysis of the competitors 

(their advantages and disadvantages, ways to improve competitiveness, find new niche markets). 

The last step should be an analysis of the destination’s actual position in the market (Cai et.al. 

2009). 
 

 

The two models include both the tourists and the country’s marketer perspective. Cai argues that 

destination  branding  process  should  include  positioning  and  definition  of  target  markets 

(basically a competitor analysis in Aaker& Joachimsthaler’s model), destination’s size and 

composition (self-analysis) and study of the perceived image (tourist analysis). 

 

For this dissertation, Cai’s model will be used, as it  is currently the most complete; enables the 

assessment  of  the  difference  between  the  projected  image  and  the  perceived  image  of  a 

destination and provides  the tools for building the desired image (consistent  with the brand 

identity) through marketing. Aaker& Joachimsthaler’s  model does not include the marketing 

elements, fundamental for matching of the perceived image with the promoted image. 

 
 
 
 

2.2.2.   Objectives and challenges 
 

 
 
 
 

The objectives of the destination branding are mainly to differentiate the destination from the 

competitors, to increase the awareness and recognition amongst potential tourists, to create a 

positive  image  for  the  destination  and  to  create  a  strong  brand  and  brand  identity  for  the 

destination  (HTDB,  2009).  The  destination  branding  can  help  to  improve  and  increase 

(indirectly) the positive image of the whole country through the promotion of tourism. 

Besides the potential benefits a destination branding process can bring, there are also challenges 

to consider. 
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The most significant of these is probably reaching balance in the representations of a country. 

Tourism is often the most promoted sector, which can lead to an economy being affected by a 

leisure-oriented image, especially if it is based on rural and traditional values (Dinnie, 2003). 

 

Another challenge is objectivity. Marketers of smaller countries’ brands should try to present a 

real image of a country and not to highlight limited achievements or historical facts important to 

nationals but which aren’t interesting for the world population. They need to be objective and see 

their country through the eyes of an indifferent consumer (HTDB, 2009). 

 

The difficulty of achieving coordination between stakeholders (Pike, 2004) is also an important 

challenge for developers of destination branding. 

 
 
 
 

2.2.3.   The destination branding strategy 
 

 
 
 
 

In the actual global environment, like companies, countries compete ‘to devise sources of 

competitive  advantages’.  Brands  are  considered  fundamental  tools  for  differentiation  and 

therefore competitive advantages (Kotler& Gertner, 2002:253). Olins argues that nowadays 

companies and countries are similar and learn from each other to create brands looking for 

stability and prosperity (Olins, 2001). 

 

There  are  several  steps  to  follow  in a  destination  branding  strategy,  similar  to  the product 

branding: destination audit, segmentation analysis, SWOT analysis, stakeholder engagement, 

consumer perception research,  competitor analysis, brand-building  models, integration  of the 

brand  into  marketing  activities,  global  versus  local  marketing  campaigns  and  global  brands 

versus target segments (HTDB, 2009). As Aaker& Joachimsthaler (2000) argue, each destination 

should do a self-analysis first, followed by a competitors’ analysis and research about tourists. 

The promotion is a fundamental part of the branding strategy and the marketers have to focus on 

the marketing activities and advertising campaigns. 
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This thesis analyzes two of the main steps of the branding strategy: the consumers’ perception 

research and the analysis of the image promoted (thorough the marketing activities, namely the 

promotional video). 

 

The consumers’ research is one of the most important parts of all the branding process. It’s 

fundamental for a destination determining how potential visitors see it and which are the greatest 

strengths and the weaknesses (HTDB, 2009). The research has to focus on the target segments 

established in the anterior step of the process and include both visitors and non-visitors because 

it would help to find gaps between perceptions about the destination and the reality. 

 

For the branding of a destination, the sender projects the destination brand identity thorough all 

the communication tools and promotion activities chosen to differentiate the destination from its 

competitors (Qu et.al. 2011). 

 

Like product brands, destination brands have two functions: identification and differentiation. In 

the branding literature, ‘identification’  means the explication of the source of the product to 

consumers. A destination brand differentiates itself from its competitors based on its special 

meaning and attachment given by consumers (ibid.). 

 
 
 
 

2.2.4.   Slogans and logos (part of destination branding process) 
 

 
 
 
 

Slogans and logos are fundamental for the communication and enhancement of the brand image 

and brand equity (Henderson, 2007) (please refer to Glossary for definitions). They are two of 

the elements that help a brand to differentiate itself from competitors (other destinations). 

 

The  logos  are  efficient  if  they  are  used  consistently  over  time;  they  are  the  symbol  of  a 

destination and represent it. 

A logo should be attractive, clear, simple, and suitable for all media and consistently applied in 

all marketing communications (HTDB, 2009). The logo is not itself a brand, it’s only a part of it. 

If marketers consistently apply the same logo, it can become a powerful marketing tool, because 
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people would recognize it, associate it with the destination and remember it and, consequently, 

the place. 

 

The main purpose of a country slogan is to build brand image and brand awareness (Keller, 
 

1993).  There  are  two  types  of brand  awareness:  brand  recall  and brand  recognition.  Brand 

recognition refers to the consumers’ capacity to discriminate the brand ‘as previously seen or 

heard’. Brand recall refers to the consumer’s ability to retrieve the brand from memory when 

given the product category, the needs fulfilled, a purchase or a usage situation. To increase the 

brand awareness, the slogans need to be linked to the brand name and the meaning of the brand, 

so a country brand (its name) should be always associated with the slogan to increase its 

memorability. 

 

In most cases, effective slogans are memorable short phrases that refer to the core benefits of 

destination brand. 

 

In destination branding, the slogans are seldom similar, because it’s almost impossible to 

summarize a destination’s personality and identity in only a few words. This can be prejudicial 

for destinations, making distinction and differentiation in the eyes of potential tourists difficult. 

 

The slogans are not essential;  the most important  visual element  is the logo. If the logo is 

visually strong, the slogans can be changed for different consumer segments or marketing 

campaigns (HTDB, 2009). 

 
 
 
 

2.3. Destination image and destination identity 
 

 
 
 
 

A good image and a positive reputation are probably the most valuable assets a country can 

possess.  Every place has an image, but ‘those of nations and other places are not directly under 

the marketer’s control’ (Papadopoulos& Heslop, 2002:295). 

Destination image can be defined as ‘an attitudinal construct consisting of an individual’s mental 

representation of knowledge (beliefs), feelings, and global impression about an object or a 

destination’ (Baloglu& McCleary, 1999:870) (for another definition, please refer to Glossary). 

 
11 

Y6355047 



Destination image and destination branding in transition countries 
 
 

Henderson  (2007)  argues  that  destination  image  is  multidimensional,  with  cognitive  and 

affective elements; it is a mix of information, feelings, beliefs, opinions, ideas, expectations and 

perceptions about a certain place. 

 

The definition suggests that the image refers to the own interpretations of the reality; this is the 

reason for its complexity and difficulty of measurement. 

 

The first studies on destination image were done by Hunt in 1970s. Pike (2002) identified 142 

papers written before 2000 that relate to the topic. Since then several authors address this topic 

from different perspectives: image formation and elements (Baloglu&McCleary, 1999; Gartner, 

1993; Gunn, 2001; Hall, 1999); image measurement (Echtner& Ritchie, 1993; Gartner, 1989); 
 

and the role of image in tourists’ decision process (Baloglu, 1997; Goodall, 1990). 
 

 

Brand image plays a crucial role in destination branding. Nevertheless, Cai (2002) emphasizes 

that the image formation process is only a step in the destination branding process; the link 

between  these  phases  is  the  brand  identity.  On  one  hand,  brand  identity  is  created  by the 

destination marketer and supported by the touristic attraction, history, and people. On the other 

hand, the brand image is a perception of the receiver and depends on the previous experiences 

and  on  the  marketer’s  communication  skills  (Staniciou  et.al.  2011).  The  brand  image  is  a 

reflection of the brand identity and plays an essential role in the construction of the identity. The 

consumers acquire an image based on the brand identity projected by the sender (destination 

marketers); the marketers determine and enhance the identity based on the research done around 

the consumers’ image about a destination. 

 

The brand identity reflects how all the brand’s elements contribute to the brand awareness and 

image (Keller,  1998).  This  is a central  part of the brand’s  strategic  vision because  it gives 

purpose and meaning to the brand (Aaker, 1997). 

 

The elements of a strong brand complete each other and ‘serve to unify the entire process of 

image formation and building, which in turn contributes to the strength and uniqueness of the 

brand identity’ (Cai, 2002:722). 
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2.3.1.   Destination image and destination reputation 
 

 
 
 
 

Globalization and the increased use of the internet have made image and reputation (in short, its 

brand) fundamental for any country seeking to be competitive in the international arena. ‘Smart 

states build their brands around reputation and attitudes in the same way smart companies do’ 

(van Ham, 2001:4). 

 

As opposed to image, which is changeable in short-term, reputation is considered a strategic 

asset based on long-term impressions of the destination built around images and actions (Passow 

et.al. 2005). Reputation comes from actions and from a place’s unique attributes (its identity), so 

‘identity is the backbone of reputation’ (ibid: 311). 
 

 

It is more difficult to manage and build a good reputation for a country than for a company 

because: countries are not free to choose the internal audience, the identity is hard to change, 

they are democracies (while companies ‘dictatorships’ under the command of the CEO), the 

government  has limited  power and is held accountable  by the electorate,  the constitution  is 

binding (Passow et.al., 2005). 

 
 
 
 

2.3.2.   Elements, dimensions and categories 
 

 
 
 

Different authors have described and analyzed the levels and components of the image (Gartner, 
 

1993; Gunn (2001) as cited in Cai, 2002; Phelps, 1986). The first to analyze the elements of 

image was Gunn (1972) who identified two levels of image: organic (determined  by family 

tradition,  mass  media,  books,  education  etc.)  and  induced  (results  after  being  exposed  to 

promotion campaigns made by the marketers to attract consumers). Fakeye and Crompton (1991) 

developed a model to describe the relationship between organic, induced and complex images 

(formed from organic and induced images) (for other classifications please refer to Appendix 1). 

 

Considering previous studies done in the field (please refer to Appendix 2), Baloglu& McCleary 
 

(1999) highlight that the image construct has both perceptual/cognitive (beliefs, knowledge about 
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a destination) and affective (feelings) evaluations and that the overall image about a place is 

formed as a result of the interaction between the two. 

 
 
 
 

2.3.3.   The role of destination image 
 

 
 
 
 

Krippendorf (1982) argues that ‘the tourist goes to a destination to see the image rather than the 

reality’ (p. 149). The same argument is also supported by Hunt (1975) who states that images of 

destinations are often determined more by an area’s image projection than its tangible resources. 

Therefore, the destination’s image plays an essential role in the tourism industry. 

 

Destination image contributes to the formation of a destination’s brand and to its success. There 

are two  different  images  involved  in  the branding  process:  the  projected  (promoted  by the 

marketers) and the perceived image (received by the tourists) (Tasci& Kozac, 2006). 

 
 
 
 

2.3.4.   Destination image formation process 
 

 
 
 
 

According to O’Regan (2000:347), the image formation is ‘what ends up in people’s minds as a 

result of everything they know about the physical characteristics of a product or service and all 

the assumptions, associations, ideas and experiences (however erroneous) they have picked up 

about that product, service or country over the years ‘. 

 

There are two approaches to the destination image formation process: static and dynamic 

(Baloglu& Mcleary, 1999). The first refers to the study of the relationship between image and 

tourist  behaviour  (e.g.  satisfaction,  destination  choice).  The  dynamic  approach  studies  the 

structure and the formation of the destination image (Gallarza et. al., 2002). 

Fakeye&  Crompton  (1991)  developed  a model  of image  formation  based  on three types of 

image: organic, induced and complex. The organic image of a destination is formed as a result of 

exposure to mass-media outputs, books and other non- touristic sources about a destination. The 
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organic image evolves after the contact with destination promotional sources; this image can be 

formed even without previous visitation. The complex image is formed after visitation of the 

place. The organic image tends to be very stable and is generally stereotyped. Marketers can 

influence the induced image, but the overall, complex image is very difficult to change because 

of the stability of the organic component. 

 

 
 

 

As seen in Figure 2-2, the organic image determines the motivation to travel. After making the 

decision to travel, individuals gather information from different sources about the destinations 

and therefore, get an induced image of the places. With induced images of different destinations 

in mind, individuals evaluate the alternatives with possible benefits and disadvantages, select the 

final destination, visit it and get a more complex image which allows them to reevaluate the 

place. In some cases, potential tourists evaluate and decide on a destination considering only the 

organic image (without previous information process). 

 

Based on Fakeye& Crompton’s model, Kauw (2004, as cited in Buchet, 2004) proposed another 

model  of  image  formation  in  which  he  divides  the  induced  image  into  two  components: 

promoted induced image (as presented in promotional materials, before the actual visit) and 
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perceived induced image (before the actual visit). Basically, the organic image is person- 

determined and the induced image is destination-determined. 

 

 
 

 

Figure 2-3 presents Kauw’s model with the stages of a trip and the types of images about a 

destination formed in each stage. The model illustrates the relationship among the three types of 

image and how each of them are formed. 

 
 
 
 

2.3.5.   Measurement of destination image 
 

 
 
 
 

The measurement of destination image was the subject of several studies (Echtner& Ritchie, 

1993; Gartner, 1989; Aaker, 1997; Lindstrom, 2005); a good measuring method is fundamental 

for  the development  of  an  effective  marketing  and  positioning  strategy  (Reilly,  1990).  The 
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majority of models used either structured (scale format) or unstructured measurement techniques 
 

(open questions). 
 

 

Echtner&Ritchie(1993) propose a framework for the measurement of the image of a destination 

using a combination of both techniques, consisting of three continuums: attribute-holistic, 

functional-psychological and common-unique. 

 
 
 
 

 
 

 

As seen in Figure 2-4, the first continuum refers to specific attributes  (e.g. accommodation 

facilities, climate) versus more holistic impressions (feelings, mental pictures of the places). 

 

The functional-psychological dimension includes two characteristics of image: one directly 

observable and measurable (e.g. price) and others that are intangible (e.g. safety, atmosphere of a 

place). 

 

The common-unique continuum refers to the common characteristics of a destination versus the 

unique ones. A destination’s image includes, on one hand, both rating on common functional 

characteristics (e.g. price, transportation, climate) and rating on common psychological 

characteristics (e.g. safety, fame, friendliness). On the other hand, images can include unique 

functional characteristics (e.g. Paris Fashion week) and unique psychological characteristics (e.g. 
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the romantic atmosphere in Paris). The continuums overlap and influence each other, and it can 

be difficult to distinguish between functional and psychological characteristics. Even if images 

can be vague and have shifting meanings, (Pearce (1988) as cited in Echtner& Ritchie, 2003), 

these dimensions help to approach and measure images. 

 
 
 
 

2.3.6.   Relationship between destination image and destination branding 
 

 
 
 
 

As mentioned before, a destination’s image is part of the destination’s branding process. The two 

different images involved in the process are: projected image (promoted by the marketer, the 

brand’s identity) and perceived image (received, brand’s equity, as seen by the consumers). 

Tasci&Kozac (2006) tried to clarify the difference between destination image and destination 

brand and came out with a framework to determine the relationship between these concepts. 

Figure 2-5 presents the model highlighting the relationship between these concepts: image is part 

of the brand together with other aspects: culture, personality, relationships, patents etc. For the 

creation of a strong brand the projected image has to fit the perceived image. 
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2.4. The role of government in the development of the tourism sector 

 

 
 
 
 

One of the main roles of the democratic state is to increase the material welfare of the society 

(through regulations, restrictions, capital, monetary policy); it should also facilitate and support 

industries, create a stable business environment and provide public goods (education, protection 

of the environment, infrastructures etc.) (Peters, 2008). 

 

Government intervention in the industries can be passive or active (Jenkins& Henry, 1982). The 

passive  intervention  can  be  understood  as  a  neutral  position  of  the  government:  it  neither 

restricts, nor supports the sector and only takes mandatory actions: legislative provision not 

directly related to a sector. 

 

Active intervention supposes the recognition of specific needs of a sector and the involvement to 

obtain  the  proposed   objectives.   The   active   intervention   can  be  of  managerial   and  of 

developmental nature. The managerial actions refer to the organizational and legislative support 
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given by the government to the sector. The government can undertake an operational role in a 

sector to complete the private sector’s actions (Jenkins, 1982). 

 

Tourism is one of the most important sectors of the global economy, given its contribution as the 

main generator jobs and sustainable development for emerging countries and its relation with 

other economic sectors such as: transportation, information technologies, recreation and leisure 

activities (Stanicioiu et.al. 2011). According to World Travel& Tourism Council, in 2010, the 

tourism industry accounted for 9.3% of the world GDP and provided 236 million jobs (WTTC 

Report, 2011). Considering the increasingly  competitive  nature of tourism, states acquired a 

significant role in developing policies and strategies to increase and protect this sector. 

 

The government intervention in the tourism industry can be direct or indirect. The direct 

involvement  supposes  the  establishment  of  laws  and  regulations  specific  to  the  sector,  the 

provision of security both for the tourists and for the environment, the protection of the heritage 

sites and wild environment, tourism planning and promotion. For example, many states design 

policies  to  enhance  and  support  the  development  of  specific  forms  of  tourism  or  to  target 

different segments of potential tourists. 

 

The indirect intervention refers to laws and actions not directly meant for tourism, but which 

affect and support it: support for the private sector (e.g. to build hotels and spas), subsidies for 

seasonal activities or the encouragement for good use of the heritage sites and cultural values, 

development of infrastructures. 

 

Nowadays,  more governments  are deciding to assume leadership  of the development  of the 

tourism sector through destination branding, by intervention at two levels in the tourism sector: 

macro and micro level. 

 

Governments empower the departments of tourism to take all the decisions and establish the 

policy and governance needed for long-term direction and impact of the sector (macro-level) 

(Mendiratta, 2009). 

 

A critical success factor of any destination branding campaign is the involvement  of all the 

stakeholders in the process. The state must act as a central force in the campaign to unite all the 

stakeholders and align them to the objectives of the branding process. 
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At  the micro  level,  the  government  supervises  the destination  branding  process  to assure  a 

successful promotion of the destination (ibid.). It must create national tourism authorities and 

agencies to supervise and develop each step of the branding process, engage in competitive 

marketing, assure customer satisfaction and create brand loyalty (van Ham, 2001). 

 

States don’t engage only with the technical aspects (planning, legislation) of the tourism sector. 

Governments  intervene  in  tourism  to  define  the  cultural  and  political  identity  through  the 

promotion of specific resources and place of national significance (Light, 2007). By promoting 

the values and identity of a nation, tourism can become an important element of a state’s foreign 

policy and international relations (Hall, 1994). For this reason, governments devote considerable 

investment  to  external  promotion  (Hall,  2000)  (e.g.:  CEE  countries’  governments  design 

promotion campaigns to reject the communist past and project an image of Europeanness and 

alignment with western European values) (Light, 2007). 

 
 
 
 

2.5. Destination branding in transition countries 
 

 
 
 
 

Eastern Europe, also known as the Balkans, ‘has been subject to largely pejorative constructions 

in the West’ (Hall, 1999:232). Most of these countries are not represented in the way they would 

choose; instead Westerners depict them as they choose, based on stereotypes  (uncertain and 

ambiguous periphery of Europe) (Light, 2007). 

 

In  transition  countries  (please  refer  to  glossary  for  definition)  destination  branding  and 

destination image hold a special significance. Branding, more than promoting the image of the 

destination, is supposed to reinvent the image, downplay the communist legacy and ‘re-imagine’ 

the countries; it also has an ideological component, the forming of national identity (Kaneva& 

Popescu, 2011). 

 

Destination  branding  is  poorly developed  in  the region  due  to  lack  of  finance  and  lack of 

experience. It is also most often used to counteract negative images, rather than promote positive 

images (Hall, 1999). 
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The promotion of rural landscape and nature tourism increased in the region during the late 
 

1990s but the sector is still underdeveloped  compared  to the other European  countries. The 

Eastern   European   destinations   have   positioned   themselves   as  inexpensive,   modern   and 

welcoming places. In many cases the visual and verbal elements they use are somehow similar, 

promoting similar attractions and experiences that make the countries difficult to differentiate in 

the minds of potential tourists (Szondi, 2006). 

 

The main functions of nation and destination branding in these countries are: to distance the 

countries form the old communist system; to change negative or false stereotypes; to redefine 

and reconstruct  national  identities  by emphasizing  the ‘Europeanness’  and recreating  a new 

national image and dissociate from the communist past; to increase the incomes from tourism 

and generate customer loyalty (Szondi, 2006). 

 

The region faces several challenges in the branding process: the need to portray a modern image 

to comply with the requirements of the EU accession; to project a safe and friendly environment 

for international  tourists  and reverse  the negative  image  of the region  (poor infrastructures, 

conflicts and instability); the need to develop niche tourism products in response to the changes 

in the global demand (Hall, 1999; Szondi, 2006); the lack of capital to support the promotion; 

governments’  tendencies  to look for short-term  results  and ignore  the long-term  investment 

needed to build a strong brand; the difficulty of developing a coherent brand and obtaining the 

collaboration  and support  of the stakeholders  (in most cases the domestic  audience  it’s not 

involved and doesn’t support the brand); the difficulty of balancing the need for niche market 

tourism  of  Western  tourists  with  the  mass  market  demands  from  tourists  of  other  eastern- 

European  countries;  the ‘politicization’  of the process  (the process is threatened  by internal 

rivalry among parties, and hence lacks continuity and strategic a approach because each new 

government abandons the project started by the former); an excessive reliance on advertising and 

image (sometimes the message is not credible and the image promoted doesn’t correspond to the 

reality). 

State intervention is essential for developing and transition countries, as the neoliberal approach 

had negative results on the economy (Lall, 2003). The nature of competitiveness has evolved 

over the years; nowadays competition comes from anywhere on the globe thanks to the new 

technologies and the increased connection of the world economies. These new developments and 
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the rapid pace of technological change, raise the need of new institutions and political structures, 

advanced infrastructures in information and communication technologies (Narula, 2003). 

 

Several countries  in the region have decided to apply destination  branding to increase  their 

tourism sector and improve the international image. Nevertheless, the range of activities and the 

degree of coordination of activities differ in each case. Czech Republic and Hungary are among 

the most successful cases of destination branding from Central and Eastern Europe, managing to 

create  positive  image  as  tourism  destination.  Other  countries  like  Poland  or  Slovenia  also 

engaged in the process of destination branding, but need to work to develop a unique identity 

(Konecnik& Go, 2007; Fujita& Dinnie, 2009). 
 
 
 

2.6. Conclusion 
 
 
 
 

This chapter presented the main previous work in the field of destination branding, destination 

image, the role of the government in the development of the tourism sector and the special issues 

raised in destination branding in transition countries. The concepts and models highlighted from 

the review of the literature on destination branding and destination image formation will be used 

to analyze Romania’s image as a tourism destination and explore the relationship between the 

promoted and the perceived image. 
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3.   CHAPTER 3 METHODOLOGY 
 

 
 
 
 

3.1. Introduction 
 

 
 
 
 

This chapter will explain the methodology used for data capture and to answer the research 

questions. The research design, strategy followed and sources of data will be analyzed, 

highlighting both advantages and disadvantages of the approach used. 

 
 
 
 

3.2. Research approach 
 

 
 
 
 

This research is designed to apply the inductive approach: first collect the data and from it 

generalize to theory in accordance with the analysis done (Saunders et al., 2007). 

 

Swanborn (2002) and Weiss (1998) argue that evaluative research consists in the consultancy, 

guidance and evaluation of an action’s effect and aims to assure value. It is concerned with 

improving rather than proving (Swanborn, 2002). Therefore, on one hand, this dissertation can 

be considered  evaluative  research.  On the other hand,  this thesis  is concerned  with  applied 

research (for the direct use for the tourism sector) (Finn et.al. 2000). 

 

Considering  the importance  of image  for tourism  (highlighted  in the literature  review),  this 

dissertation  focuses  on  the  Romanian  branding  campaign  evaluating  the  fit  between  the 

promoted image and the perceived image. For a better analysis and understanding, the Romanian 

campaign is compared to the Spanish branding campaign, considered a very successful one. 

 

The  analysis  of  the  promoted  image  is  done  considering  the  plan  of  objectives  and  the 

promotional video of the campaign. 

The perceived image is analyzed using the results of a survey done with persons from the main 

targeted group, in nine European countries. 
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3.3. Research strategy 
 

 
 
 
 

In this paper, both qualitative and quantitative methods are applied. The qualitative method is 

concerned with the generation of theories and the ways in which individuals interpret and create 

their social reality; by contrast, the quantitative method is a systematic approach, with focus on 

testing theories and a view of the social reality as external and objective (Bryman& Bell, 2007). 

The research has three parts: analysis of the perceived image (quantitative analysis), analysis of 

the promoted image (quantitative and qualitative methods) in the case of the Romanian tourism 

and a short comparison with the Spanish tourism branding campaign (Figure 3-1). 
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3.4. Data collection methods 
 

 
 
 
 

3.4.1.   Analysis of perceived image 
 

 
 
 
 

The main method applied in the research of the perceived image is the self-completion 

questionnaire. The questionnaire design, questionnaire administration method and sample choice 

are interrelated steps: they have to be considered and are essential for the research (Remenyi et. 

al., 2005). Compared with other methods, the questionnaire is the most suitable for this research 

because it enables the obtaining of the perspectives of many individuals on the researched topic. 

 

The questionnaires present advantages but also pitfalls when compared to other research methods 

(case studies, interviews etc.). The questionnaires are relatively cheaper to administer, quicker, 

more convenient  for the respondents and avoid the interview effects (Bryman& Bell, 2007). 

However, the disadvantages of questionnaires are clear due to the inability to probe, especially 

for open-ended questions, and the difficulty of asking detailed questions. The response rates are 

lower and there is a greater risk of missing data (ibid.). 

 

The self-completion questionnaire was developed with statements used in previous research and 

highlighted in the literature review (Baloglu& Mangaloglu,  1999; Konecnik, 2003; Gallarza, 

2002; Echtner& Ritchie, 1993; Nadeau et.al. 2008; Caldwell& Freire, 2004). 
 

 

The original survey was designed in English format and translated into Spanish and Italian, for a 

better understanding by the respondents.   The questionnaire initially had 35 questions (6 open 

and 29 closed) and the promotional video (29 seconds). The survey was sent online (through a 

social network, Facebook) to the respondents. 

 

A pilot version was sent to a 20 person sample. After getting the answers, the questionnaire was 

changed, deleting 1 questions and the video. The question: ‘Romania is cheap/ convenient for 

money’ was eliminated because it was considered to be relative and dependent on the incomes of 

the potential tourists and their economic situation (e.g. what is cheap for a German might be 

expensive for a Bulgarian). The video was also deleted for two reasons: difficulty in determining 
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where to put it (at the beginning or at the end of the questionnaire) without affecting the validity 

of the other answers (after seeing the video one might have an image about the destination) and 

the relatively long duration (people might lose interest and not watch it). 

 

The final questionnaire was designed in a simple format, using clear and simple expressions to 

make  it  easy for  the respondents.  There  are 33  questions,  5  open  and  29  closed  questions 

(Appendix 10). 

 

The survey was designed in an attitudinal questions format, presented as a five-point  Likert 

scale, one of the most popular methods for measuring attitudes in questionnaires (Bryman& Bell, 

2007).  The respondents  had to indicate  the strength  of agreement  or disagreement  with the 

statement. The questionnaire included both personal factual questions and attitudinal questions. 

Personal questions were related to gender, age and country of residence. Attitudinal questions 

were concerned to find out the strength of respondents ‘opinion about each statement. The five 

open questions involved mentioning one, two or three words that first came to mind, and were 

thus relatively easy to answer. 

 

Closed questions are quicker to answer and analyze, but the data obtained is more superficial, 

because one closed question can only touch one specific point. Open questions allow the asking 

of more specific details and getting several perspectives and personal opinions on a particular 

issue without suggesting a particular answer, but the information given could be more diverse, 

require greater effort from respondents. The analysis of the data could also be more complex and 

time consuming (Bryman& Bell, 2007). 

 
 
 
 

3.4.1.1.  Sample and measurement 
 

 
 
 
 

One of the most important aspects of a quantitative research is the good measurement of the 

phenomena using the selected sample. Other fundamental issues are the generalization (apply the 

results to the entire population)  of the findings and the replication (ability to reproduce the 

experiment  and obtain similar results) of the survey (Brymann&  Bell, 2007). Therefore, the 

sample selected is essential for a good survey. 
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The purpose of this survey is to determine the image European citizens have of Romania as 

tourist destination. In the strategic development plan of the latest tourism branding campaign 

launched by the Ministry of Tourism in 2011, the marketers categorized the target markets in: 

priority countries, secondary and tertiary countries (please refer to Appendix 3). 

 

The  countries  of the  first  two  groups  are:  Germany,  Austria,  Italy,  France,  UK,  Spain  and 

Hungary, Poland and Bulgaria. These countries differ from the main countries of origins of the 

foreigners tourists that arrive to Romania (for details please refer to Appendix 4). Nevertheless, 

for this thesis, the countries of the master plan were selected, because the campaign will be 

launched  and  promoted  in  these  countries  considered  strategic  and  therefore,  the  citizens’ 

opinions and attitudes are important for the success of the campaign. 

 

The dissertation aims to analyze the image foreigners have of Romanian tourism, so nationals 

were not included in the survey. 

 

One of the main target groups determined by the marketers of the campaign are the so called 
 

‘empty nesters’, singles between 22 and 35 years-old, enjoying good health and a desire to 

explore new destinations, with time to travel and a good economic level (Master Plan for the 

development of national tourism between 2007-2026, 2006). The survey and all the analysis is 

done with respect to this group and their perceptions about Romania as tourist destination. 

 

For this research the main problem of selecting a representative sample is the difficulty of \ 

determining the population. The purpose is to analyze the image of Romanian among persons 

aged 22 to 35 years-old from nine European countries. In six of the nine countries, the statistics 

of the population in 2010 are organized by groups of age, not by years, so it was impossible to 

determine the population between 22 and 35 in Austria, Bulgaria, France, Germany, Hungary 

and Poland. Because of this restriction, it was impossible to determine what would be the size of 

a representative sample. The size of the sample will affect the reliability of the data collected and 

the extent to which information and conclusions can be drawn. 

Due to the time limitation,  the author decided to use a convenience  sample of 100 and the 

number of respondents from each country to be selected proportionally to the population of each 

nation  in  2010  (please  refer  to  Appendix  5).  To  avoid  the  non-response  problem,  the 

questionnaire was sent to 395 individuals of whom 128 responded (43.3% response rate). Of 
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these 128 questionnaires, 21 were incomplete or inappropriate (aged less than 22 or more than 
 

35, visited Romania before). The survey was sent online using the Facebook social network. The 

persons in the sample were selected using the ‘search’ option in Facebook. The author searched 

persons  by  country  (e.g.  Germany)  and  from  the  list  selected  every  10
th   

individual  until 

completing the number required for that country (e.g. 22 persons from Germany in the sample). 

 

The individuals’perceptions  of Romania as a tourism destination is researched via traditional 

market research techniques using anonymous sample of persons giving their degree of agreement 

with a series of Likert statements. Statistical analysis was applied using Statistical Package for 

the Social Sciences (SPSS) software, popular statistical software equipped with a full range of 

contemporary statistical methods, as well as good editing and labeling functions (Easterby-Smith 

et.al. 1991). 

 
 
 
 

3.4.2.   Analysis of promoted image 
 

 
 
 
 

For the analysis of the promoted image, the author used the promotional video launched by the 

Ministry of Tourism and secondary data: plan of objectives of the campaign, the master plan for 

the national tourism development and also media outputs. Initially, it was intended to analyze the 

posters of the campaign, but because of the short time since the official launch (July, 2010), 

these are not yet available. Instead, the promotional video is analyzed, as is mainly made of 

snapshots with different places from Romania and different words that appear on the screen (26 

snapshots in 29 seconds). 

 

Secondary data offer the advantages of  high-quality of already completed information, world- 

wide access, a cheap source which is quick to use and multiple ways of analysis (longitudinal, 

subgroup, cross-cultural analysis (Bryman& Bell, 2007). 

 

Using  the  quantitative  approach,  data  about  common  destination  attributes  is  analyzed. 

Snapshots are analyzed according to their content, counting the occurrence of each category or 

combination of appearances. 
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With  a  qualitative  approach,  the  holistic  and  psychological  dimensions  of  the  image  are 

analyzed.  The use of semiotics  allowed  the discovery of the hidden  meanings  and symbols 

behind the images (method proposed by Jenkins, 2003 and Kauw, 2004). 

 
 
 
 

3.4.3.   Comparison with the Spanish branding campaign 
 

 
 
 
 

The Romanian tourism branding campaign ‘Explore the Carpathian garden’ and the Spanish 

campaign  ‘Smile,  you are in Spain’  are compared  using extensive  secondary data from the 

Spanish Tourism Institute (Turespana), Ministry of Tourism and also several journals and mass- 

media outputs. 

 
 
 
 

3.5. Research limitations 
 

 
 
 
 

The main limitation of this research is the credibility of the research findings based on the 

selected  sample.  Even  if the sample  was selected  through  the use of  a social  network,  the 

difficulty of knowing the estimated population between 22 and 35 years-old that uses Facebook, 

made it impossible to determine if the sample is representative or not and therefore, to generalize 

the  findings  (sampling  error).  Nevertheless,  the  research  provides  a  springboard  for  further 

research in the field and comparison with existent research. Time considerations  limited the 

research in terms of sample size. 

 

During the research process, data collection error might appear as a result of: poor questions or, 

unclear format (Bryman& Bell, 2007). 

 

There are also limitations in the use of SPSS software (unable to cover all the social situations 

and random chances in the market). 

The analysis of the video using semiotics also presents disadvantages. The critics argue that no 

objective study can be made of advertisements because they are influenced by culture and they 
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allow for several interpretations. The analysis’s conclusions are based on the examples chosen 

(Kauw, 2004). Nevertheless, different interpretations  of the same image don’t have to be in 

conflict, as different persons can interpret parts of the whole. 

 
 
 
 

3.6. Conclusion 
 

 
 
 
 

The research contains different parts that allow analyzing the image of the Romanian tourism 

from  different  perspectives:  the  image  that  is  being  promoted  and  the  image  perceived. 

Therefore,  a  mix  of  different  methods  was  used,  varying  from  qualitative  to  quantitative 

research, from questionnaires to the use of semiotics to interpret the message behind the 

promotional video and a small comparative case study to assess the strengths and weaknesses of 

the promotional campaign. 

 

This section explained the research objectives, the reasons for the chosen research methods and 

evaluated  it with  other possible  methods,  as well as the sample selection  and data analysis 

approaches. 
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4.   CHAPTER 4 FINDINGS AND DISCUSSION 
 

 
 
 
 

This chapter will analyze the tourism branding campaign launched by the Romanian government 

in 2010, focusing on the fit between potential tourists’ perceptions of Romanian tourism and the 

promoted image of the campaign. The second part of the chapter will compare the Romanian 

branding campaign with the case of Spain, the campaign ‘Smile, you are in Spain, considered 

one of the best examples of destination branding and repositioning (HTDB, 2009). 

 
 
 
 

4.1. Review of Romanian tourism promotion campaigns 
 
 
 
 

Tourism is an important sector for any country’s economy. For 2011, the expected contribution 

of the sector to the Romanian economy is 1.9% of GDP (FIG. 4-1). 
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Romanian tourism’s contribution to GDP is still small, being expected to be 146
th 

on world level 

in 2011, below the world’s average and that of other countries from Eastern Europe (Slovakia, 

Bulgaria, Hungary) (FIG. 4-2). 

 
 
 
 

 
 

 

During the last decade, the Romanian government got involved in the improvement of the image 

of Romania abroad, especially through tourism promotion campaigns (for details on previous 

campaigns please refer to Appendix 6). Nevertheless, each attempt made during the last 15-20 

years was associated with suspicion of corruption, and ignoring the real problems like lack of 

coordination and coherence of the policies in the field of tourism promotion. The communication 

campaigns   were   cancelled,   most   often   following   political   changes   in   the   institutions 

implementing them (Popescu&Cordbos, 2010). 
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4.2. The tourism branding campaign ‘Explore the Carpathian garden’ 
 

 
 
 
 

In 2010, the Ministry of Tourism launched the first tourism branding campaign at the World 

Exhibition in Shanghai, with the slogan: ‘Explore the Carpathian Garden’. The main objectives 

are to create a positive image of Romania through the national tourism brand, to increase 

Romania’s   attractiveness   abroad  as  a  tourism  destination  and,  indirectly  as  a  business 

opportunity (MDRT, 2010). The creation and promotion process of the tourism brand is financed 

with European funds (75 million Euros until end of 2013). The brand was created by Asesores en 

Turismo y Hotelera Recreacion – Taylor Nelson Sofres. The Spanish company did a quantitative 

research during 2002 in eight countries and Romania and concluded that: the reality is better than 

the perception (most tourists’ perceptions improve after visiting Romania); and that foreigners 

lack information about Romania as tourism destination (MRDT, 2010). 

 

The new brand promotes the return to nature, authenticity and tradition and its creation took into 

consideration the Romanian cultural heritage, folklore and rural life style. After research both 

inside and outside the country, the marketers defined the brand’s personality as: green and rural, 

authentic, pure, innocent, kind. 

 

One of the main target groups is the so called ‘empty nesters’, singles between 22 and 35 years- 

old, enjoying good health and the desire to explore new destinations, with time to travel and a 

good economic level. These tourists look for adventure, wild nature, and are always ready to 

push their limits and explore. The potential visitors come from urban zones and look for natural 

landscapes and a relaxed and healthy lifestyle (ibid.). 

 

The campaign is going to be launched on: radio, TV, online and in printed format. Currently, 

there are promotional videos available online and broadcasted on the national televisions and 

printed brochures and flyers distributed. 

 

Less than one year after the launch, the new tourism brand raised controversies in Romania, 

being  defined  by  some  communication,  branding  and  tourism  specialists  as  ”common”, 

”ambiguous”, ”limited”, far from reaching its goal (Popescu et.al. 2010). Many stakeholders, 
 

especially the national  population and the private sector don’t feel included in the branding 
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process, which could raise problems in the future and challenge the success of the campaign. 

Since the official launch in 2010, the Romanian media published and presented several articles, 

talk-shows, documentaries to debate on the appropriateness of the campaign; citizens had the 

opportunity of expressing their opinions about the campaign and the vast majority of the times, 

people  criticized  the objectives  of the campaign,  the promotional  video,  the slogan  and the 

financial aspect of the process (too much money spent for an ambiguous, mediocre project: €75 

million until 2013) (Ziarul de Vrancea,  2010; Wall Street Romania,  2010; Ziarul  Financiar, 

2010). 
 

 
 
 
 

4.3. Findings and discussion 
 

 
 
 
 

The  following  will  analyze  the  branding  campaign  based  on  the  image  formation  process 

(through fit between the promoted and perceived image), the brand element mix (slogan and 

logo) and the comparison with the Spanish branding campaign ‘Smile, you are in Spain.’ 

 
 
 
 

4.3.1.   The promoted image 
 

 
 
 
 

The promoted image is analyzed focusing on the promotional video of the campaign, using both 

quantitative and qualitative methods (for detailed analysis, please refer to Appendix 7). 

 

Kauw (2004) classifies the images from a poster (video in this case) in five categories: ‘natural 

scenery and landscape’,  manmade landmarks and buildings’, ‘people’, recreational  activities’ 

and ‘culture’.  The  more  a category  appears,  more  important  it is.  Using this  classification, 

through quantitative analysis, it results that the most promoted aspects of Romania as tourism 

destination are the natural landscapes  and manmade landmarks,  especially traditional village 

buildings. 
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The qualitative analysis highlights the fact that the promotional video is built around four myths: 

myth of rural space and traditions; myth of mysterious, mystical space (Dracula myth); myth of 

wild nature and myth of culture and traditions related to the church. 

 

Overall, the image of Romania as promoted through the video is one of a mystical space from a 

different period, with wild landscapes, welcoming locals, villages and churches that highlight the 

importance  of  faith  and  traditions.  Tourists  are  welcomed  to  experience  an  atmosphere  of 

freedom, nature and rural world in a journey of self-rediscovery, reconnection with the origins 

and adventure. 

 
 
 
 

4.3.2.   Corporate identity of Romania 
 

 
 
 
 

The corporate identity (slogan and logo) is fundamental for the branding campaign representing 

the nexus among all promotional materials and activities. 

 

According to the Ministry of Tourism, the slogan chosen for the Romanian branding campaign, 
 

‘Explore the Carpathian gardens’ promotes the most famous touristic attraction, the Carpathian 

Mountains. The verb ‘explore’ addresses the main target market: tourists wishing to discover 

different destinations in Romania. 

The logo is a leaf; according to the marketers, it suggests mountains, sun and the importance of 

water that could be the Danube (represented by the blue stem) (Figure 4-3). 
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4.3.3.   Perceived image 
 

 
 
 
 

The image as perceived by Europeans that have never visited Romania before is measured using 

Echtner& Ritchie’s model (1993), as presented in the literature review. The data was gathered 

using online questionnaires  with open and closed questions  on a sample of 100 individuals 

between the ages of 22 and 35 from nine European countries. The average age of the respondents 

is 27.02 years, 51 being men and 49 women (Please refer to Appendix 9). 

 

The  data  is  classified  according  to  the  three  continuums  of  the  model:  attribute-holistic, 

functional psychological and common-unique continuum (for a detailed analysis please refer to 

Appendix 8). 

 

The scale items are used for the measurement of the common, attribute-based components of 

destination image (Echtner& Ritchie, 1993). The open questions provide detailed, holistic views 

of the destination. The three continuums of the Echtner& Ritchie model are difficult to represent, 

so the dimensions are presented in three figures (4-4, 4-5, 4-6) of two dimensions (the data in 

percentage was obtained from open questions, while the data in scores represents answers to 

attribute-based, closed questions). 

 

The open questions helped reveal the holistic and unique components of destination image. 
 

The analysis of the answers, as it occurred in the study done by Echtner& Ritchie with other 

countries, revealed that Romania was characterized  by stereotypical perceptions for both the 

functional and psychological characteristics (e.g.: Dracula, adventurous place, dangerous). 
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Figure 4-4 presents the attribute-holistic and functional-psychological components of Romania’s 

image as tourist destination. The scale items provided data for attribute information (both 

functional and psychological). The holistic image (functional and psychological) was determined 

using the open questions. 
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Figure 4-5 illustrates the functional-psychological and common-unique components of the 

destination image. Bucharest, Dracula Castle and Transylvania were identified as being unique to 

Romania. Also in this case, the unique attractions were mentioned considering the stereotyped 

mental images of Romania as ‘land of Dracula’. The Carpathians are not unique to Romania but 

serve to distinguish the country and to differentiate it. 
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Figure 4-6 illustrates the attribute-holistic and common-unique components of destination image. 

The right side of the figure presents the holistic image of Romania in terms of common and 

unique characteristics. It was challenging to determine which elements are unique and which 

could describe other countries from the region. For this reason, ‘friendly people’ is mentioned in 

both quadrants; friendly persons can be met in every country, but Romania is perceived to score 

especially highly in terms of this, which makes the atmosphere and the overall image of the 

country unique (11% of the respondents). 

 

The previous three figures illustrate the components of the perceived image, measured by 

overlapping two continuums.  After the measurement,  it can be concluded  that the image of 

Romania is somewhat fragmented, with both positive and negative perceptions. Especially the 

psychological characteristics’ analysis revealed that foreigners perceive Romania as a country of 

contrasts, a dangerous place, but where you can find friendly people. 
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4.3.4.   Perceptions of the Romanian branding campaign identity (logo and slogan) 
 

 
 
 
 

The branding campaign won’t be launched on the international markets until 2012, so the actual 

survey offered the possibility of discovering if the slogan and logo are appropriate for Romania 

as  tourism  destination  (in  terms  of  uniqueness  and  differentiation  element)  and  if  they are 

correctly perceived among European citizens. 

 

 
 

 

Figure 4-7 illustrates the answers to the question: ‘To what European country do you think the 

next slogan refers to: ‘Explore the Carpathian gardens’. As shown, only 18% of the respondents 

associated the slogan with Romania. The results indicate that the slogan is ambiguous, certainly 

not  generally  associated  to  Romania,  and  does  not  help  the  country  differentiate  from 

competitors (16% of the answers featured Poland and 12% Greece). 
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Figure  4-8  shows  the  responses  to  the  multiple  answer  question:  ‘Which  country  uses  the 

slogan?’ (six options). In this case 31% of the respondents chose Romania, but the slogan’s 

recognition and association of it with the correct country are relatively low. 
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Figure 4-9 presents the most used adjectives to characterize the slogan of the branding campaign. 

 

24% of the respondents answered that the slogan suggests ‘green’ landscapes and mountains, 7% 
 

answered ‘natural’, while only 6% responded ‘adventurous’. 
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Figure 4-10 shows the answers to the question: ‘What does this logo suggests to you’? (four 

answer options: nature; forests; mountains, sun, water or something else). Sixty percent of the 

respondents  associated  the  logo  with  nature  and  only  27%  chose  the  option  the  marketers 

described. 

 
 
 
 

4.3.5.   Fit between the promoted image and the perceived image 
 

 
 
 
 

As Tasci&Kozac  (2006) argue (please refer to Figure 2-6), destination  image contributes  to 

building a destination’s brand and to its success in the market. A brand is more than image; to 

build a strong brand the projected, promoted image has to fit the perceived image. 
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Figure 4-11 presents the positive and negative divergences between the perceived and promoted 

image in the case of the Romanian tourism branding campaign. 

 
 
 
 

4.3.5.1.  Positive divergences 
 

 
 
 
 

As mentioned before, the promotional video was produced around four myths. The perceptions 

of the respondents to the survey also correspond in a certain measure, to those myths. 

 

In fourteen of the twenty snapshots from the video there is a natural landscape or buildings with 

nature as background. The scenarios depict beautiful mountains, rivers, forests. The respondents 

of the survey also considered the beautiful scenery, mountains and natural attractions among the 

most important assets of Romania as a tourism destination. 

 

The myth of wild nature, unspoiled by human presence appears in the ad (only one image with 

people in the middle of the nature) and the survey also highlights this attribute as one of the most 

appreciated by the respondents ( score 3.95). 

 

The  respondents  perceive  Romania  as  a rustic  destination,  where  they  could  find  authentic 

folklore, traditions and a rural, laidback, relaxed lifestyle. The promotional video emphasizes the 

rural values of the country in several ways: there are no modern elements throughout the video, 

the persons wear traditional outfits, there are several traditional elements (buildings, churches, 

haystacks). 

 

The perception of the Romanian people is that they are friendly, welcoming and make the tourist 

feel at home. The video also refers to locals and presents them as friendly, warm, and always 

smiling. 

 

The images from the video are always taken in a sunny, bright landscape. This corresponds to the 

image perceived by the respondents, that Romania has sunny weather. 

The video begins with an image of foggy forests suggesting a mysterious, dark, adventurous 

place. Moreover, during the ad churches are featured several times, which contributes to the 
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atmosphere  of  mysticism.  The  results  of the survey  show  that  the most  mentioned  type of 

atmosphere  expected  to  find  in  Romania  is  ‘adventurous’  (16%  of  respondents),  ‘exciting’ 

(12%), ‘mystical’ (6%) or ‘mysterious’ (5%). 

 

People  also  refer  to  Dracula  or  Dracula  Castle  when  asked  to  identify  characteristics  or 

attractions in Romania, which also contributes to the atmosphere of mystery and adventure. 

 
 
 
 

4.3.5.2.  Negative divergences 
 

 
 
 
 

Although most of the aspects highlighted by the survey as perceived image are addressed 

throughout the promotional video, some attributes less familiar to the respondents (items scored 

with 3= ‘neither disagree, nor agree’) or some negative perceptions are not considered and not 

included in the add. 

 

Several  snapshots  feature  churches,  a very  significant  aspect  of  the  Romanian  society,  and 

symbol of the traditional values but also an allusion to spirituality, emotions, tranquility, escape 

that tourists can find and experience in Romania. The marketers want to transmit a message that 

is not perceived by potential tourists as being representative of this country; only 4% of the 

respondents  mentioned  that they would  expect  to find an atmosphere  of ‘freedom’  and 3% 

thought that the mood is ‘relaxing’. 

 

The survey revealed some negative perceptions about Romania as tourism destination, but which 

are not addressed in the promotional advertisement. 

 

The attributes  that  received  the lowest  scores  were  ‘personal  safety for tourists’  (3.05)  and 
 

‘infrastructure’ (2.79). The video makes no reference to these aspects although they are essential 

for a successful tourism sector. Romania fails to communicate its strengths, because people are 

underestimating the cleanliness of the place and the quality of the infrastructure. 

Many of the respondents characterized Romania as a ‘cheap’ destination. The promotional ad 

doesn’t make reference to this aspect even if this could be a good way to differentiate from other 

neighbor countries that offer similar possibilities at a higher cost. 
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The campaign does not depict some important unique features that are part of its image and are 

considered important attractions: Bucharest (the capital), Dracula Castle, Transylvania region. 

Romania fails to differentiate itself positively through its unique attractions, except of the 

Carpathian Mountains and beautiful natural landscapes. 

 

The  survey  highlighted  several  aspects  about  Romania  as  tourism  destination  that,  are  not 

familiar  to  potential  tourists:  local  cuisine,  the  good  nightlife,  tourists’  accommodation  or 

beaches.  The  marketers  of  the  campaign  could  take  advantage  of  this  ‘ignorance’  of  the 

consumers  and build  a positive  image  about  these features.  Nevertheless,  none of them are 

presented in the promotional video. 

 

It’s interesting that in the ad, tourists only feature on one occasion: in a recreational activity 

(horse riding on the hills). One of the main target markets is the ‘empty nesters’, individuals 

years looking for adventure, with desire to explore the wild nature; they also look for authentic 

traditions,  rural  lifestyle  (healthy  and  natural),  journeys  of  self-discovery  and  return  to  the 

origins. The video doesn’t feature any recreational activity related to adventure and exploration, 

makes vey indirect reference to the emotional part (through the myth of churches), and thus 

ignores important characteristics identified about the target group. 

The perceived image is fragmented, foreigners consider Romania a dangerous place, but with 

nice locals. Since the objectives of promotion activities are to create a clear, positive and realistic 

image,  the  marketers  should  address  these  issues  and  create  a  positive  holistic  imagery 

(functional and psychological). 
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Figure 4-11 Analysis of the perceived and the promoted image 
 

 

 
 

 

Source: Own compilation 
 

 
 
 
 

4.3.6.   Analysis of the fit between the corporate identity and perceptions about the 

identity (logo and slogan) 

 
 

 

The logo and slogan are fundamental elements of a brand and contribute to identifying and 

distinguishing the destination through positive image building. As Cai (2002) suggests in his 
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model, the brand elements mix constitutes one of the pillars of a strong brand and have to be in 

concordance with the brand identity and the brand image building. 

 

The  slogan  chosen  for  the Romanian  branding  campaign,  ‘Explore  the Carpathian  gardens’ 

promotes the most famous touristic attraction, the Carpathian Mountains. The verb ‘explore’ 

addresses the main target market: tourists wishing to discover different exciting destinations in 

Romania. 

 

The logo is a leaf; according to the marketers, it suggests mountains, sun and the importance of 

water which could be Danube. 

 

The survey highlights the fact that most of the respondents would not associate the slogan with 
 

Romania. 
 

 

The slogan “Explore the Carpathian garden” does not address a unique theme, it has no attraction 

and is not specific only to Romania. Specialists argue that the slogan is an indirect advert for six 

other tourism destinations linked to the Carpathians (Ioniţă, 2010). The answers confirm this 

position: all the countries that have the Carpathians on their territory are selected with similar 

probabilities, as possible possessors of the slogan (Figure 4-8) (consumers are not exposed to any 

promotional campaign yet). 

 

As the literature in the field suggests, the logo is the most important visual element for a brand. 

The  slogans  are  not  essential  and  can  be  changed  if  the  logo  is  visually  strong  and  help 

differentiate  the destination.  Because  the campaign  has not been  launched  yet, it cannot  be 

determined if the logo is recognized and associated to Romania; the author could only investigate 

if the logo is perceived as the marketers intended to be: suggesting mountains, sun and the 

importance of water (represented by the blue stem) (MDRT, 2010). Sixty percent of the 

respondents thought that the logo suggests nature and only 26% associated it with mountains, 

sun and water. 

 

The logo also strikingly resembles that of an Irish project regarding eco-transport and also a 

poster used by Oltchim (a company) at an exhibition in 2009, and it can be bought from an 

image   bank   for   250   Euros;   therefore,   it   cannot   be   considered   unique   and   authentic 

(Popescu&Cordbos, 2010). 
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4.3.7.   Comparison  between  the  Romanian  branding  campaign  and  the  Spanish 

branding campaign ‘Smile, you are Spain’ 

 
 
 
 

Unlike Romania, Spain has a long tradition of promoting its tourism, with the first promotions 

done during the 1930s (Gosálvez, 2011). The first tourism marketing plan was developed in 1983 

under the management of Turespaña (the Spanish Tourism Institute, body of the General 

Administration of State, responsible for the promotion abroad of Spain as tourist destination); 

during that campaign the artist Antonio Miro designed the logo (Figure 4-12) that is still used 

nowadays in all the campaigns, giving the brand continuity and consistency. 

 
 
 
 

 
 

 

From the launching of the first coherent promotion campaign, the Spanish tourism developed a 

strong brand, with positive reputation worldwide. Using different campaigns, from ‘Everything 

under the sun’ (1980s) to ‘Smile you are in Spain’ (2005), Turespaña has always maintained a 

strong brand identity, charged with emotion and enhanced using the diversity and values of the 

Spanish   society.   Spain   is   considered   the   most   successful   example   of   rebranding   and 

repositioning of its tourism; it was a gradual transformation (over twenty years) which came with 

significant changes in politics, economics and involvement of the population in the process (Fan, 

2006). 
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In  2005  Turespaña  launched  the  branding  campaign  ‘Smile,  you  are  in  Spain’  aiming  to 

reposition Spain as a destination with historical, cultural and gastronomical attractions, not only 

as a ‘sun and beach’ vacations place. 

 

The campaign was shown on all the communication media: TV, Internet, printed media. 
 

 

Concerning the target markets, almost everybody is targeted: from young to old, from middle 

class to luxury, transmitting a message of a diverse country that offers something for everybody. 

This campaign’s objectives were mainly to increase cultural and business tourism. Europe is the 

segment targeted the most, especially Germany and UK. 

 

The campaign wants to highlight, through a smile featured in all the posters, the hospitality and 

warmth  of  the  Spanish,  and  the relaxed  rhythm  of  life  that  tourists  can  enjoy in  Spain.  It 

promoted a lifestyle, the Spanish culture and richness of the cultural diversity (Turespana, 2011). 

 

Further,  the  marketers  focused  on  developing  an  architecture  to  allow  the  brand  to  be 

representative and adaptable to Spanish regions without losing coherence and identity. 

 

The marketers used an emotional branding approach to respond to the new needs and trends of 

the tourism sector: attention and experiential tourism, where visitors look for new experiences, 

adventure, self-discovery journeys. 

 

Both Romania and Spain have gone through a history of dictatorship; Romania was part of the 

Soviet Union until 1989 and Spain was under the dictatorship of Franco until 1975. Despite of 

the common past, the two countries followed different paths since they became democracies. 

Spain adhered at the EU in 1986 and Romania only 19 years later; Spain used efficiently the 

development funds from the EU until becoming one the fastest growing economies of the union. 

The  internal  conflicts  in  the  Romanian  politics,  affected  the  economy;  most  of  the  funds 

provided by the EU are not accessed because of the lack of development projects (Nicolescu 

et.al. 2011). 

Compared to the successful Spanish campaign, the Romanian tourism branding campaign differs 

in some aspects that could challenge its success. 
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First, this is the first coherent branding campaign done in the Romanian tourism sector. The 

image of the country abroad is quite negative, influenced both by stereotypes (gypsies, Dracula, 

Eastern European country) and acts of Romanian citizens living abroad (especially Spain, France 

and  Italy)  (Nicolescu  et.al.2011).  Spain  enjoys  a  positive  reputation  abroad  and  has  a 

consolidated  brand after almost thirty years of marketing campaigns  for improvement  of its 

image. The success of the Romanian campaign will depend on the ability of the marketers to 

change the negative image of the country abroad and increase its reputation. 

 

Second, given the different paths followed, the Spanish campaign promotes more sophisticated 

vacations: cultural tourism, gastronomical and business tourism. Like Spain did at the beginning 

with the ‘sun and beach’ tourism, Romania seeks to promote natural attractions and rural 

landscapes and traditions. 

 

Third, while Spain built a strong brand identity promoted in all its campaigns, Romania still 

works to build its identity (the objectives of the campaign are not clearly transmitted in the 

promotional video). The slogan is too general and not special, while the logo is confusing and 

not unique. 

 

Fourth, Spain adopted the ‘emotional’ branding during this campaign, being in line with the 

actual trends in tourism, when tourists look for experience and self-discovery in a destination. 

The Romanian  campaign,  on paper (Plan of Objectives)  aims to use the same approach  by 

offering tourists unique opportunities of exploration of the nature, wilderness, adventure and 

traditions, possibility to reflect up the sense of life and rediscover one-self. Nevertheless, in the 

promotional campaign this message is so far transmitted only very indirectly. 

 

One of the most critical success factors of the campaign is the support of the government. In 

Spain,  the  government  created  a  special  agency  (Spanish  Tourism  Institute)  specifically  in 

charge  of  the  promotion  of  the  destination  abroad.  From  the  beginning,  the  government 

understood the strategic importance of tourism and over the years all the political parties 

collaborated and supported the promotion of the sector. The involvement of the stakeholders is 

done  at  all  the levels  (the  destination  brand  is flexible,  giving the  possibility to  adapt  and 

incorporate the regions under the same logo and identity). In Romania, though, the Ministry of 

Tourism is responsible  of the campaign which makes the promotion  of the destination  very 
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susceptible to changes in the power, and hence to losses of continuity and purpose (e.g.: there is 

already a big scandal in Romania for the campaign, with the opposition accusing the party in 

power of fraud and excessive costs of the campaign). The brand is still general and has not been 

adapted for any region (Transylvania, Moldavia, Banat, Valachia). 
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5.   CHAPTER 5 CONCLUSIONS 
 

 
 
 
 

Tourism is considered one of the fastest growing sectors worldwide, with significant contribution 

to GDP. Globalization and the interconnection of countries have increased competition among 

destinations for potential tourists. 

 

Governments became aware of the need to use marketing tools to differentiate themselves from 

competitors, gain competitive advantages and reach sustainable development of their tourism 

sector. 

 

Nowadays the battle for clients in the tourism industry is not on price, but ‘for the minds and 

hearts of the clients’; branding is the key to success in tourism (Morgan& Pritchard, 2001:214). 

 

Countries can promote their tourism through destination branding. Destination’s image plays a 

fundamental role for destination branding, being a key element of the process. 

 

For  transition  countries,  the process  of destination  image  formation  is  important  because  it 

supposes, more than destination promotion, the creation of unique national identities, rejection of 

the communist legacy and reorientation towards the Western cultures. 

 

This study analyzed the signification and importance of destination branding, destination image, 

the role of government in the development of the industries and the special case of branding 

destinations from transition countries as fundament for the analysis of the findings. 

The theoretical perspective and a coherent methodology were used to analyze the Romanian 

branding campaign “Explore the Carpathian garden’ by focusing on the actual image of Romania 

as a tourism destination through a survey done in nine countries, and by comparing the campaign 

with the Spanish case. 
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5.1. Recommendations 
 

 
 
 
 

The objectives of this survey were: to analyze the perceived and promoted image of Romanian 

tourism in other countries, to analyze perceptions of the campaign’s slogan and logo and to 

analyze the branding campaign by comparing it with the successful case of Spain. The results of 

the survey and the analysis of the Spanish campaign allowed the researcher to accomplish the 

research objectives and propose several recommendations for enhancing the success of the 

campaign. 

 

First, analysis of the negative divergences between perceived and promoted image highlighted 

the  existence  of  areas  of  improvement.  Promoting  brand  identity  without  solving  possible 

problems could cause negative effects due to the difference between the expectations and the 

actual performance (Qu et.al. 2011). 

 

The marketers should promote famous and unique attractions, others than the Carpathian 

Mountains: Bucharest, Dracula Castle or Transylvania. The promotion campaign should address 

the negative perceptions of Romania (personal safety, infrastructure) and try to change them into 

positives. 

 

One of the main targets is the ‘empty nesters’. The campaign should refer more directly to their 

expectations: adventure and self-discovery journey. The video only suggests the opportunity of 

spirituality and re-discovery through the myth of churches, but presents no challenging or 

adventurous recreational activity (e.g.: extreme sports, ‘vampire haunting’ etc.). 

 

The campaign should also promote other aspects of Romanian tourism with which potential 

tourists are not very familiar: local cuisine, good nightlife, seaside vacation opportunities. 

 

Second, the analysis of the slogan and logo revealed that the corporate identity of the country is 

not very consistently defined. The slogan is common and has no attraction, and should therefore 

be changed before launching the campaign on the international markets, o, if it used, a stronger 

promotional message should be created to go with it, to highlight the uniqueness of Romania as a 

vacation destination. 
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The logo, the most important visual element of a brand, is not unique and should thus also be 

changed to avoid confusion and a diminution of the brand recognition. 

 

Third,  the  comparison  to  the  Spanish  campaign  allowed  for  the  discovery  of  areas  of 

improvement.  The  state  should  play  a  major  role  in  this  campaign  and  involve  all  the 

stakeholders in the process, both private sector and civil society. 

 

The government should also create a separate agency in charge of tourism promotion, which will 

not be affected by changes in power or by political tensions. 

 

The marketers of the campaign should work to build a coherent, strong brand identity and clearly 

transmit  it through  all the promotions.  The brand  identity should  be flexible  and allow  the 

adaptation to regional level, without losing its sense and values. 

 

The campaign should be adapted to the actual trends in tourism and aim to establish an emotional 

and personal relationship with potential visitors to the country. 

 

This research has both theoretical and practical value. Theoretically, it added to the existing 

knowledge of destination image and destination branding by adding empirical evidence to 

Echtner& Ritchie’s (1993) model of destination image measurement. This project supports 

Echtner&Ritchie’s results about the importance of holistic and unique images to categorize and 

differentiate a destination. 

 

Applying Cai’s model (2002) for a country, this survey assessed perceived image vs. promoted 

image for obtaining information to build the desired image that is consistent with the brand 

identity of the destination. 

 

This study contributes to the limited literature on destination branding in transition countries, the 

example of Romania highlighting many challenges other countries in the region could face and 

proposing possible solutions. 

From a practical perspective, this study offers insight on the measurement and determination of 

the destination image and its relationship with destination branding. 
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5.2. Limitations and further research 
 
 
 

The findings and conclusion of this research should be read consideration of several limitations. 

The main limitation of this research is the credibility of the research findings based on the 
 

selected sample. Due to the impossibility of determining the population, it was impossible to 

calculate the representative sample. The time constraint limited the size of the sample to 100. 

Future research should be undertaken using a bigger sample, for a better understanding of the 

determinants of the destination’s image and its relationship with the destination branding. 

 

The Romanian case was compared only to the successful Spanish campaign; more cases should 

be considered, especially with other transition countries, to understand better the particularities 

and challenges of destination branding in the region. 

 

There may be other factors influencing the image formation process and other items that form 

the image of a destination. This study is limited to including consistent variables that repeatedly 

appear  in the  literature.  Subsequent  research  should  include  additional  factors  and  items  to 

determine the image of destinations. 

 

The number of items included in the survey was limited by the practical needs of developing a 

relatively short questionnaire. More research should be done applying other methods like in- 

depth interviews or focus groups which would allow the gathering of more detailed information. 

 

It would be also interesting to investigate  what the results  of the campaign  are,  and if the 

perception of Romania changes after the exposure to the promotional materials. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

57 
Y6355047 



Destination image and destination branding in transition countries 
 
 

BIBLIOGRAPHY: 
 
 
 
 
 

Aaker, J.& Joachimsthaler, E. (2000), ‘Brand leadership’, The Free Press 
 

Aaker, J.(1997),’ Dimensions of brand personality’, Journal of Marketing Research, 34:3, 

pp 347-355 

Anholt,  S. (2009), ‘ Places: identity, image and reputation’, Palgrave Macmillan 

Anholt, S. (2005), ‘ Brand new justice: how branding places and products can help the 

developing world’, Elsevier Butterworth-Heinemann, Oxford 

Baloglu, S.& Mangaloglu, M.(2001), ‘Tourism destination images of Turkey, Egypt, 

Greece and Italy as perceived by US-based tour operators and travel agents’, Tourism 

Management, 22, pp1-9 

Baloglu, S.(1997), ‘The relationship between destination images and socio-demographic 

and trip characteristics of international travelers’, Journal of Vacation Marketing, 3:3, pp 

221-233 
 

Baloglu,S.& McCleary, K. (1999), ‘A model of destination image formation’, Annals of 
 

Tourism Research, 26, pp 868-897 
 

Bryman, A. & Bell, E. (2007), ‘Business research methods’, Oxford: Oxford University 
 

Press 
 

Buchet, J. (2004), ‘The Fabulous Destiny of Tourism: films impacts on destination image 

formation’, NHTV Breda University of Professional Education 

Cai, L. A. (2002), ‘Cooperative Branding for Rural Destinations’, Annals of Tourism 
 

Research , 29:3, pp 720–42 
 

Cai, L.; Gartner, W.& Munar, A.M. (2009), ‘ Tourism branding: Communities in Action’ 

(online version), available at: 

http://books.google.com/books?id=wy0QIkGJbpIC&pg=PA68&dq=william+Gartner++i 

mage+formation+process&hl=en&ei=tehITqSIJJHFtAaP5PzFBw&sa=X&oi=book_resul 

t&ct=result&resnum=2&ved=0CC8Q6AEwAQ#v=onepage&q&f=false,  accessed on the 

25th of July, 2011 

Caldwell, N.& Freire, J.(2004), ‘The differences between branding a country, a region 

and a city: Applying the Brand Box Model’, Brand Management, 12:1, pp 50-61 
 

58 
Y6355047 

http://books.google.com/books


Destination image and destination branding in transition countries 
 

 

De Chernatony, L.(1999), ‘Brand Management Through Narrowing the Gap Between 
 

Brand Identity and Brand Reputation’, Journal of Marketing Management, 15, pp 157- 
 

179 
 

Demick,D.H. & Mc Guckin, M. (2000),’ Northern Ireland’s image-platform or pitfall for 

gaining the competitive edge?’, in Ruddy,J. & Flanagan,S. (2000), ‘Tourism Destination 

Marketing; Gaining the Competitive Edge’, Dublin, Tourism Research Centre, Dublin 

Institute of Technology 

Dinnie, K.(2003), ‘Place branding: overview of an emerging literature,’, available at: 

http://www.centrefornationbranding.com/papers/Dinnie_PB_litreview.pdf,  accessed on 

the 2
nd 

of July, 2011 

Easterby-Smith, M.; Thorpe, R.& Lowe, A. (1991),’ Management research: An 
 

Introduction’, London: Sage Publications 
 

Echtner, C. M., & Ritchie, J. R.B (1993), ’The measurement of destination image: An 

empirical assessment’, Journal of Travel Research, 31:3, pp 3-13 

Echtner,C.M & Ritchie,J.R.B ( 2003),’ The Meaning and Measurement of Destination 
 

Image’, The journal of tourism studies, 14:1, pp 37-46 
 

Fakeye, P.& Crompton, J. (1991),’Image Differences between Prospective, First-Time, 

and Repeat Visitors to the Lower Rio Grande Valley’, Journal of Travel Research, 30:10, 

pp 9-16 

Fan, Y. (2006), ‘Nation branding: what is being branded?’, Journal of Vacation 
 

Marketing, 12:1, pp 5-14 
 

Fetscherin, M. (2010), ‘The determinants and measurement of a country brand: the 

country brand strength index’, International Marketing Review,27: 4, pp 466-479 

Finn, M.; Elliott-White, M. & Walton, M. (2000),’ Tourism& Leisure Research Methods: 

Data collection, analysis and interpretation’, Edinburg gate: Pearson education 

Gallarza, M.; Gil Saura, I.& Garcia, Calderon, H.(2002), ‘Destination image: Towards a 

conceptual frame work’,  Annals of Tourism Research, 29:1, pp 56-78 

Gartner, W. (1993), ‘Image formation process’, Journal of Travel and Tourism 
 

Marketing, 2:2, pp 191-215 

Gartner, W. C. (1989),’ Tourism image: attribute measurement of state tourism products 

using multidimensional techniques’, Journal of Travel Research, 28, pp 16-20 
 

59 
Y6355047 

http://www.centrefornationbranding.com/papers/Dinnie_PB_litreview.pdf


Destination image and destination branding in transition countries 
 

 

Gartner, W.(1986), ‘Temporal influences on image change’, Annals of Tourism 
 

Research, 13, pp 635-644 
 

Goodall, B. (1990),’ How tourists choose their holidays: An analytical framework’, In B. 

Goodall, & G. Ashworth (Eds.), ‘Marketing in the tourism industry: The promotion of 

destination regions’ (pp 1-17), London,  Routledge 

Goodrich, J.N.(1978), ‘The relationship between preferences for and perceptions of 

vacation destinations’, Journal of Travel Research, 17:2, pp 8-13 

Gosálvez, P. (2011), ‘España en tres palabras: De 'Spain is different' a 'I need 

Spain’’(newspaper article), available at:  http://www.portaldeamerica.com/, accessed on 

the 5
th 

of August, 2011 

Gunn, C. (1972), ‘Vacationscape: Designing tourist regions’, Bureau of Business 
 

Research, University of Texas 
 

Hailin Qu, H.; Kim H.& Im, H. (2011), ‘A model of destination branding: Integrating the 

concepts of the branding and destination image’, Tourism Management 32, pp 465-476 

Hall, D.(1999), ‘Destination branding, niche marketing and national image projection in 
 

Central and Eastern Europe’, Journal of Vacation Marketing, 3, pp 227-237 
 

Hall, M.(1994), ‘Tourism and politics: Policy, Power and Place’, Chichester, Wiley 

Hall, M.(2000),’ Tourism planning: policies, processes and relationships’, Harlow, 

Pearson 

Henderson, J. (2007), ‘Uniquely Singapore? A case study in destination branding’, 

Journal of Vacation Marketing, 13,pp 261-274 

Hunt, J.D. (1975), ‘Image as factor in tourism development’, Journal of Travel Research, 
 

13:4, pp 1-7 
 

Ioniţă, C., (2010) (newspaper article),’Brand turistic de 890.000 €, ăfră drepturi de 

proprie tate intelectuală’,  www.financiarul.ro (30 July), Available at: 

http://www.financiarul.com/articol_48515/brand-turistic-de-890-000-%E2%82%AC- 

fara-drepturi-de-proprietate, accessed on the 23
rd 

of August,2011 

Jenkins, C.L.& Henry,B.M. (1982), ‘ Government involvement in tourism in developing 

countries’, Annals of Tourism Research, 9, pp 499-521 

Jenkins,H,O. (2003),’ Photography and travel brochures: the circle of representation’, 
 

Tourism Geographies, 5:3, pp 305-328 
 

60 
Y6355047 

http://www.portaldeamerica.com/
http://www.financiarul.ro/
http://www.financiarul.com/articol_48515/brand-turistic-de-890-000-%E2%82%AC-


Destination image and destination branding in transition countries 
 

 

Kaneva, N.& Popescu, D. (2011), ‘National identity lite: Nation branding in post- 

Communist Romania and Bulgaria’, International Journal of Cultural Studies, 14, pp 191- 

207 
 

Kauw, K.M. (2004), ‘Image and Image; A research in the role pictorial elements play in 

image formation and interpretation of the Languedoc-Roussillon’, as cited Buchet, J. 

(2004), ‘The Fabulous Destiny of Tourism: films impacts on destination image 

formation’, NHTV Breda University of Professional Education 

Keller, K.L. (1998), ‘Strategic brand management’, Upper Saddle River, Prentice Hall 

Keller, K.L.(1993), ‘ Conceptualizing, measuring and managing customer-based brand 

equity’, Journal of Marketing, 57, pp 1-22 

Konecnik, M.(2003), ‘Evaluating Slovenia’s image as tourism destination: A self- 
 

analysis process towards building a destination brand’, Brand Management, 11:4, pp 307- 
 

316 
 

Konecnik, M& Go, F.(2007), ‘Tourism destination brand identity: the case of Slovenia’, 

Brand Management, 15:3, pp 177-189 

Kotler, P.& Gertner, D. (2002), ‘Country as a brand, product and beyond: a place 

marketing and brand management perspective’, The Journal of Brand Management,9:4, 

pp 249-261 

Kotler, P., Haider, D.H., Rein, I.& Hamlin, M.A. (2002), ‘Marketing Asian Places’, John 
 

Wiley & Sons Inc. 
 

Krippendorf, J. (1982), ‘Towards new tourism policies: The importance of environmental 

and socio-cultural factors’, Tourism Management, 9, pp 135-157 

Lacko, M.(2000), ‘ Hidden economy-an unknown quantity?’, Economics of Transition, 
 

8:1, pp 117-149 
 

Light, D.(2007),’Dracula tourism in Romania: Cultural identity and the State’, Annals of 
 

Tourism Research, 34:3, pp 746-765 
 

Lindstrom, K. (2005), ’Brand sense; Build Powerful Brands through Touch, Taste, Smell, 

Sight, and Sound’, The Free Press, New York 

Loo, T.& Davies, G.(2006), ‘Branding China: The Ultimate Challenge in Reputation 
 

Management?’, Corporate Reputation Review, 9:3, pp 198-210 
 
 
 

61 
Y6355047 



Destination image and destination branding in transition countries 
 

 

Mendiratta, A. (2009) (newpaper online article), ‘The role of government in tourism: The 

critical “how"’, available at: http://www.eturbonews.com/10980/role-government- 

tourism-critical-how, accessed on the 5
th 

of August, 2011 

Milman, A.& Pizam, A.(2005), ‘The Role of Awareness and Familiarity with a 
 

Destination: The Central Florida Case’, Journal of Travel Research, 33:3, pp 21-27 
 

Morgan, N.& Pritchard, A. (2001),’Advertising in tourism and leisure’, Butterworth- 

Heinemann 

Nadeau, J.;Heslop, L.;O’Reilly, N.& Luk, P. (2008), ‘Destination in a country image 

context’, Annals of Tourism Research, 35:1, pp 84-106 

Narula, R. (2003), ‘Globalization and Technology’, Cambridge, Polity Press Nicolescu, 

L.; Paun, C.; Popescu, I.A.& Draghici, A.(2011), ‘Romania trying to be an European 

brand’, available at: http://www.managementmarketing.ro/pdf/articole/93.pdf, 

accessed on the 24
th 

of June, 2011 
 

O’Regan, M. (2000),’ The use of image in tourism destination marketing’, in: Ruddy, J. 
 

& Flanagan, S. (2000),’Tourism Destination Marketing; Gaining the Competitive Edge’, 

Dublin: Tourism Research Centre, Dublin Institute of Technology 

Papadopouls, N.& Heslop, L. (2002), ‘ Country equity and country branding: Problems 

and prospects’, Journal of Brand Management, 9:4-5, pp 294-314 

Passow, T.; Fehlmann, R.& Grahlow, H. (2005), ‘Country reputation-from measurement 

to management: the case of Liechtenstein’, Corporate Reputation Review, 7:4, pp 309- 

326 
 

Peters, S.(2008)(Spanish version),’ El papel del Estado en el desarrollo: lecciones de la 
 

India’, Kairos 
 

Phelps, A. (1986), Holiday destination image: the problem of assesment: An example 

developed in Menorca’, Tourism Management, 7, pp 168-180 

Pike, S. (2004), ‘Destination marketing organisations: Bridging Theory and Practice’, 

Elsevier, Oxford 

Pike, S.(2002), ‘Destination image analysis—a review of 142 papers from 1973 to 2000’, 
 

Tourism Management, 23, pp 541–549 
 
 
 
 
 

62 
Y6355047 

http://www.eturbonews.com/10980/role-government-
http://www.managementmarketing.ro/pdf/articole/93.pdf


Destination image and destination branding in transition countries 
 

 

Popescu, R.& Corbos, R.(2010), ‘A Review of Strategic Options for Achieving a Country 
 

Brand for Romania’, Review of International Comparative Management, 11:5, pp 881- 
 

893 
 

Reilly, M.D.(1990), ‘ Free elicitation of descriptive adjectives for tourism image 

assessment’, Journal of Travel Research, 28, pp 21-25 

Remenyi, D.; Williams, B.; Money, A.& Swartz, E.(2005),’ Doing research in business 

and management: an introduction to process and method’, London, Sage 

Saunders, M.;Lewis, P.& Thornhill, A., (2007), ‘Research methods for business 

students’, Harlow: Financial Times, Prentice Hall 

Stanicioiu, A.;Teodorescu, N.;Pargaru, I.;Vladoi, A.& Baltescu, C. (2011), ‘Image of a 

tourism destination- support element in the construction of the regional tourism brand’ 

(Romanian version), Economie Teoretica si Aplicata, 18:2, pp 139-152 

Swanborn, P.G.( 2002),’ Evaluating’, Amsterdam, Boom 
 

Szondi, G. (2006), ‘ The role and challenges of country branding in transition countries: 

The Central and Eastern European Experience’, Place branding and public diplomacy, 

3:1, pp 8-20 
 

Taft, C. (1997), 'Color Meaning and Context: Comparisons of Semantic Ratings of 
 

Colors on Samples and Objects', Color Research and Application, 22:1, pp 40-50 
 

Tasci, D.A.& Kozac, M.(2006), ‘Destination brands vs destination images: Do we know 

what we mean?’, Journal of Vacation Marketing, 12:4, pp 299-317 

van Ham, P. (2001), ‘The rise of the brand state: the postmodern politics of image and 

reputation’, available at: http://eastwestcoms.com, accessed on the 18
th 

of May 2011 

Ziarul de Vrancea (2010, 29 July), ‘New brand of Romania: Explore the Carpathian 

garden (Romanian version), available at:  www.ziaruldevrancea.ro/national, accessed on 

the 20
th 

of September, 2011 

Ziarul Financiar (2010, 28 July), ‘Explore the Carpathian garden: new tourism brand for 

Romania/ what is your opinion?(Romanian version)’, available at:  www.zf.ro/eveniment, 

accessed on the 20
th 

of September, 2011 

Wall Street Romania (2010, 29 July), ‘New tourism brand of Romania’(Romanian 

version), available at: www.wall-street.ro/articol, accessed on the 20
th 

of September, 

2011 
 

63 
Y6355047 

http://eastwestcoms.com/
http://www.ziaruldevrancea.ro/national
http://www.zf.ro/eveniment
http://www.wall-street.ro/articol


Destination image and destination branding in transition countries 
 

 

Weiss, C.H.(1998),’ Evaluation’, Prentice-Hall 
 

Yan, J. (2008), ‘Ethical imperatives in nation branding: smaller nations enter the global 

dialogue through nation branding’, pp 170-179, as cited in Dinnie, K. (2008), ‘Nation 

Branding: concepts, issues, practice’, Butterworth-Heinemann Dutton, Oxford 

 
 

 
Special publications and websites: 

 
 
 
 
 

‘Handbook on tourism and destination branding’ (HTDB)(2009), World Tourism 
 

Organization, Madrid 
 

Eurostat, available at: http://epp.eurostat.ec.europa.eu/portal/page/portal/eurostat/home/ 

Institutul Roman de Statistica (Romanian Institute of Statisctics), available at: 

http://www.insse.ro/cms/rw/pages/index.ro.do 

Fujita, M.& Dinnie, K.(2009), ‘The nation branding of the Czech Republic, Slovak 
 

Republic, Poland and Hungary-contrasting approaches and strategies’, accepted for the 
 

2
nd 

International Conference on Brand Management 
 

Lall, S.(2003), ‘Reinventing industrial strategy: The role of government policy in 

building industrial competitiveness’, Paper prepared for the G24 Intergovernmental 

Group on Monetary Affairs and Development, available at: 

http://www3.qeh.ox.ac.uk/RePEc/qeh/qehwps/qehwps111.pdf, accessed on the 27
th 

of 

July, 2011 

Ministerul Dezvoltarii Regionale si Turismului (MDRT)-Ministry of Rural Development 

and Tourism, available at:  http://www.turism.gov.ro/turism/promovare-turistica 

Olins,  W.  (2001),  video  presented  in  the opening of the Typo  2001  Brands  Forum, 

available  at:   http://nation-branding.info/2010/01/23/wally-olins-keynote-the-nation-and- 

the-brand-and-the-nation-as-a-brand/, accessed on the 24
th 

of August, 2011 

Turespana (Spanish Tourism Institute), available at:  www.tourspain.es, accessed on the 
 

2nd of August, 2011 
 
 
 
 
 
 

64 
Y6355047 

http://epp.eurostat.ec.europa.eu/portal/page/portal/eurostat/home/
http://www.insse.ro/cms/rw/pages/index.ro.do
http://www3.qeh.ox.ac.uk/RePEc/qeh/qehwps/qehwps111.pdf
http://www.turism.gov.ro/turism/promovare-turistica
http://nation-branding.info/2010/01/23/wally-olins-keynote-the-nation-and-
http://www.tourspain.es/


Destination image and destination branding in transition countries 
 

 

World Tourism Organization (2006), ‘Master Plan for the development of national 

tourism between 2007-2026’ (Romanian version), available at: 

http://www.turism.gov.ro/turism/promovare-turistica, accessed on the 5
th 

of June, 2011 

World Travel and Tourism Council (WTTC) (2011), ‘Travel and tourism economic 

impact, 2011, Romania’, available at: www.wttc.org, accessed on the 1
st 

of September, 

2011 

World Travel and Tourism Council (WTTC)(2010), ‘Economic impact data and 

forecasts’, available at: www.wttc.org, accessed on the 23
rd 

of August, 2011 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
65 

Y6355047 

http://www.turism.gov.ro/turism/promovare-turistica
http://www.wttc.org/
http://www.wttc.org/


Destination image and destination branding in transition countries 
 
 

GLOSSARY OF TERMS 
 
 
 
 
 

Brand equity =  the  value  that  a  brand  gave  to  a destination  (in  terms  of  perceptions) 

compared to the value that would have had if the brand had not existed 

(Handbook on Tourism Destination Branding, 2009). Within this concept, 

several dimensions can be identified: awareness, image, quality and loyalty 

(Keller, 1993). 

 

Destination =  refers to the location visited by a tourist and may be interpreted as a city, 

region or country (Nadeau et.al. 2007). 

 

Destination brand =  the sum of perceptions that someone has about a place (whether based on 

experience, hearsay or prejudice), which influence his attitudes towards 

that destination at an emotional level. It represents a mix of the core 

characteristics of the place that make it distinctive and memorable. It is the 

enduring essence of the place that makes it different from all other places 

(and competitors). Importantly, a destination brand exists in the eyes of the 

beholder. It has to be credible and real, it cannot be manufactured. It is the 

way in which a destination nurtures, develops and presents its core 

characteristics to its main audiences that enables it to establish, reinforce 

or even change its reputation.(Handbook on tourism destination branding, 

2009). 
 

 

Destination image =   ‘the aggregate sum of beliefs, ideas, impressions and expectations that a 

tourist has about a tourist destination area’ (Crompton 1979 in Demick& 

Guckin, 000:336). 

 

Logo =  ’is a visual  design  mark,  which  is used  consistently  on  all  destination 

marketing communications as a symbol of the destination. Its value comes 

from its consistent application over time, which encourages recognition of 

it as emanating from, and representing, that particular destination’ (HTDB, 

2009:160). It can be associated to the brand identity. 
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Slogan =  ‘A word, or more usually a set of words, attached to a logo to describe a 

product (or destination). Slogans usually attempt, but often fail, to convey 

a destination’s characteristics succinctly, and uniquely (HTDB, 2009:161). 

 

Transition country =  countries from the former East-European block which economies change 

from centrally planned to free market (Lacko, 2000). 
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APPENDICES 

Appendix 1 Categories of images 

 

 

Goodrich (1978) categorized images into primary (formed after visit) and secondary (formed 

with information gathered about a destination, but without previous visit) categories. 

 

Gartner (1993) proposes three components of an image: cognitive, affective and conative. The 

cognitive dimension refers to the beliefs and knowledge about a destination’s attributes and is 

formed with the stimulus factors received from a destination. The affective component refers to 

feelings or attachment to a destination (Buchet 2004). These two dimensions are interrelated: the 

affective evaluation depends on the cognitive process, but the behavior of a tourist is influenced 

by both components; the decision to choose a destination may be determined by the affective 

quality  of  an  environment  rather  than  by  its  objective  properties.  The  conative  dimension 

represents the overall image of a destination, formed after a cognitive and affective evaluation. 

 

Milman& Pizam (1995) argue that a destination image has three components: the product 

(uniqueness of the destination, price, quality etc.), the behavior and attitude of the employees 

who directly interact with the tourists and the environment (weather, accommodation, physical 

safety). 
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Appendix 2 Destination image formation process (other models) 
 

 
 
 
 

Gallarza et al. (2002) proposed a theoretical  model for tourism destination image formation 

based on the complex, multiple, relativistic and dynamic nature of image. 

 

Image  is  complex  from  a  conceptual  perspective  because  there  are  several  definitions  and 

different  possible  components.  Almost all the authors agree that image is concerned  with a 

global impression, but there are different opinions when it comes to determining what forms this 

overall impression and how these elements interact; there is a debate around the destination 

image construct in its nature (uni-personal or collective) and in its composition. The complex 

nature of image is reflected in the increased number of variables and factors that determine its 

identity. The reason for this multiplicity is two-fold: the nature of the image (attribute-based or 

holistic) and the formation process (static or dynamic). 

 

Image is relative because it is based on perceptions and the perceptions differ from person to 

person. Image is also a dynamic construct that changes depending on time and space (Gallarza 

et. al., 2002). 
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Appendix 3 The establishment of the categories of countries for the tourism branding 

campaign 

 
 
 
 

The target countries and their strategic importance was established after market analysis done for 

the National Agency of Tourism by different investigation centers from 14 countries, after the 

analysis of the provisions made by the World Tourism Organization and consideration of studies 

on tourism trends and opportunities for Romania ( Master Plan for the development of national 

tourism between 2007-2026, 2006). 
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Appendix 4 Arrivals of foreigner visitors in Romania (the first 10 countries of origin of the 
 

tourists) 
 

 
 
 
 

 Country Arrivals in 2010 

  thousands persons 

1 Hungary 1735 

2 Republic of Moldova 1216 

3 Bulgaria 786 

4 Ukraine 672 

5 Germany 395 

6 Italy 331 

7 Turkey 265 

8 Yugoslavia 244 

9 Poland 238 

10 Austria 177 

Source: Romanian National Institute of Statistics 
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Appendix 5 The composition of the sample used for the survey on European citizens’ 
 

opinions about Romania as tourism destination 
 

 
 
 
 
 

 

Country 

Percentage of the total European Union's 
 

population in 2010 

Number of respondents in the 
 

sample  (N=100) 
 

 

Austria  1.70%  2 
 

 

Bulgaria  1.50%  2 
 

 

France  12.90%  17 
 

 

Germany  16.30%  22 
 

 

Hungary  2%  3 
 

 

Italy  12%  16 
 

 

Poland  7.60%  10 
 

 

Spain  9.20%  12 
 

 

UK  12.40%  16 
 

 

Total  100 
 

 

Source: Eurostat 
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Appendix 6 Promotion campaigns of tourism sector, Romania 
 

 
 
 
 

Romania’s  first  promotion  activities  occurred  in the  mid-‘90s.  The  ‘Eternal  and  fascinating 

Romania’, although not a campaign itself, was meant to create an external positive image of the 

country through an album of photographs that would present a unique country, with incredible 

values. The project started in 1995 and cost around $5.97 million, raising controversy and a 

corruption scandal (Popescu& Corbos, 2010). 

 

In  2003  Romania  launched  the  first  promotional  campaign  at  international  level  aiming  to 

improve its image and attract foreign tourists. The slogan was ‘Romania, simply surprising’ and 

the target market was medium-level educated Europeans between 30 and 55 years of age. The 

campaign was criticized for its high costs ($20 million) and was abandoned before final results 

were published (Nicolescu et.al. 2008). 

 

In 2009, the Ministry of Tourism launched a new campaign for the promotion of Romania as a 

tourism destination, with the slogan: ‘Romania, land of choice’. The spots were broadcasted on 

CNN  and  Eurosport  during  August-December,  for  1,344,500  Euros  (excluding  VAT).  The 

campaign’s objectives were to increase Romania’s reputation as a tourism destination, enhance 

the interest of the international public for Romania and increase the number of foreign tourists 

(Popescu& Corbos, 2010). A few months after the launch, the Ministry was involved in a scandal 

because the slogan was already registered at the State Office for Inventions and Brands by a 

private individual (ibid.). 
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Appendix 7 Quantitative and qualitative analysis of the promoted image of the Romanian 

tourism through the analysis of the promotional video 

 
 
 
 

1)  Quantitative analysis 
 

 
 
 
 

The TV commercial consists of a fast-paced view of selected landmarks and natural landscapes 

(26 snapshots in 29 seconds). Each image includes a key word; a man speaks including all the 

key words in his discourse (the background sound is classical music): ’From the moment you 

start your journey, to the adventure it becomes, from the inspiring architecture, to the discovery 

of traditions,  from  nature’s  finest  moments,  to  the feeling  of being lost  amongst  them,  for 

everything  Romania  has  to  offer,  to  the experience  you’ll  take  away-Romania,  explore  the 

Carpathian garden.’ Figure 1 presents the five categories and their recurrence, as they appear in 

the video. 

 
 
 
 

Figure 1 Recurrence of the categories 
 

 

Category Recurrence on the pictures 
 

(N=26) 

Percentage 

Manmade landscape and 
 

buildings 

17 65,3% 

People 3 11,53% 

Recreational activities 2 7,69% 

Culture 4 15,38% 

Natural scenery and landscape 8 30,7% 

Source: Own compilation 
 
 
 
 

The manmade landscape and buildings are the most featured in the video, in seventeen of the 

twenty-six snapshots. The buildings represent traditional houses, churches, a palace and a stage. 
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Natural scenery and landscape appear in eight images. Most of them present mountain landscape, 

with valleys, rivers and forests. 

 

What is surprising is that people appear in only three images, with two pictures showing locals in 

traditional outfits. The human absence suggests a daring, wild environment, where tourists can 

explore the nature without contact with civilization, in total freedom. 

 

The  cultural  images  refer  to  traditional  crafts  (pottery),  children  wearing  traditional  outfits 

singing or traditional painting in a cemetery and on the outside walls of a church. 

 

The only recreational activities present are horse riding in the middle of the nature and pottery. 
 

 

The scenarios represent different categories that appear in the same image. Even if in theory, 

thirty-two  combinations  are  possible  considering  five  elements,  Figure  2  presents  the  most 

logical combinations and the most usual ones. 

 
 
 
 

Figure 2  Scenarios 
 

 

Nb     Recurrence 
 

of the 

particular 

combination 

Recurrence 
 

of the 

categories 

1 Natural 
 

scenery 

and 

landscape 

People   1 0 

2 Natural 
 

scenery 

and 

landscape 

People Recreational 
 

activity 

 1 1 

3 People Culture   2 1 

4 People Culture Manmade  2 2 
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   landscape 
 

and 

buildings 

   

5 Manmade 
 

landscape 

and 

buildings 

People   2 2 

6 Manmade 
 

landscape 

and 

buildings 

People Recreational 
 

activity 

 1 1 

7 Manmade 
 

landscape 

and 

buildings 

People Natural 
 

scenery and 

landscape 

Recreational 
 

activity 

0 0 

8 Manmade 
 

landscape 

and 

buildings 

Natural 
 

scenery 

and 

landscape 

  3 3 

Source: Own compilation 
 

 
 
 
 

As most images feature natural scenery or manmade landscape and buildings, the scenarios with 

these elements appear the most: in three of the cases (a monastery by a lake, a wooden house in 

the middle of the forest and haystacks in a garden). 

The scenarios, like the categories, highlight the importance of nature for the campaign. Six of the 

twenty-six snapshots include only natural landscapes. 
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2)  Qualitative analysis 
 

 
 
 
 

As seen from the quantitative analysis, most snapshots present natural landscapes or manmade 

landscapes  and buildings.  People appear in only three images and recreational  activities are 

featured on two occasions. 

 

This part is concerned with the analysis of the connotations, the meanings behind the pictures, 

the symbols and myths presented. 

 

The promotional video is built around four myths, stereotyped aspects of the modern society 

which  form  ready-made  significations:  the  myth  of rural  space  and  traditions,  the  myth  of 

mysterious, mystical space (Dracula myth), the myth of wild nature and the myth of the church. 

 
 
 
 

a)  Myth of mysterious, mystical space (the Dracula myth) 
 

 
 
 
 

The video begins with a foggy, dark forest that gradually becomes brighter, until a beautiful 

mountain  landscape  is revealed  (Fig 3). The fog is symbolic  of mystery and darkness.  The 

marketers used these images to induce a feeling of adventure and mysticism, enforced by the 

word ‘explore’ that appears in the three images. 
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Figure 3 Fog as symbol of mysticism, mystery 
 

 

 
 

 
 

 
 
 
 

‘Dracula’ is probably one of the most famous things related to Romania. Even if   only a vampire 

fantasy (from a novel by Bram Stocker), the main character is associated with Transilvania (region in 

Romania) worldwide. It is conceived as a sinister, remote place, the home of supernatural. In the 

Western  imagination,  Dracula  still  determines  the  ways  in  which  Romania  is  seen,  as ‘land  of 

Dracula’ (Light, 2007). 

 

The marketers wanted to connect the beginning of the video (foggy, dark forests) with the Dracula 

myth in order to introduce something familiar to Western citizens and capture interest. 

 
 
 
 

b)  Myth of rural space and authentic traditions 
 

 
 
 
 

The  video  does  not  feature  images  with  modern  connotations.  All  the  images  are  of  natural 

landscapes or traditional, rustic places and culture. 

 

While  all the other images  in the video  could  be associated  with different  countries  in Central 
 

Europe, the only aspects that are truly unique to Romania are the ones related to traditions and rural 
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lifestyle. Even if they might not be exactly identified by the potential viewers, the images cleary 

suggest something different, diverse and unique. 

 

Figure 4 presents a colorful image with painted crosses (known as the ‘Merry Cementery’). This is a 

unique cementery where each cross relates a funny story about the burried person. The representation 

of a sad place in a vivid, jolly manner transmits optimism and positivity, and so using this image in 

the ad highlights the optimistic view about life in the rural world. 

 
 
 
 

Figure 4 Merry cementery 
 

 

 
 

 
 
 
 

The representation of children smiling, in traditional outfits (Figure 5) is used in the video to suggest 

pure, innocent, warm feelings specific to Romanian villages, and the kindness of the people. 

 

The traditional outfit suggests authenticity of rural world and its traditions, confirmed by the word 
 

‘authentic’ that appears in the image. 
 

 
 
 
 

Figure 5 Children wearing traditional outfits 
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Even  the images  presenting  town  views  are  rooted  in traditionalism,  featuring  traditional  house 

styles, specific rustic elements (the windows) and warm, familiar colors, typical of villages (Figure 

6). 
 

 
 
 
 

Figure 6 Towns 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

c)  Myth of wild nature 
 

 
 
 
 

In all the representations of natural landscapes in the images, people appear only once. The 

landscapes feature mountains to suggest wilderness, grandeur, solitude and silence. The absence 

of people is intended to highlight the opportunity of escaping alone in a trip of self-discovery, 

leaving the everyday stress behind and getting close to nature. 

 

One of the images (Figure 7) shows wild yellow flowers. Yellow is symbol of joy and warmth, 

perhaps because of its connection to sunlight (Taft, 1997) and was probably used to induce a 

state of joy and optimism into the viewer and highlight the pleasant Romanian climate. 
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Figure 7 Nature 
 

 

 
 

 
 
 
 

d)  Myth of culture and traditions related to church 
 

 
 
 
 

Religion is central to Romanian culture and an integral part of the spirit of the nation. Many of 

the traditions are related to religious customs or derive from them (e.g.: different rituals during 

the Easter week or around Christmas). This aspect is also represented in the promotional video 

(Figure 8). In six of the twenty-six snapshots churches or church towers appear. 

 
 
 
 

Figure 8 Churches 
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Figure 8 presents some of the representations  of churches as they appear in the video. The 

religious symbols suggest an atmosphere of spirituality, mysticism,  purity, connection to the 

origins, self-discovery, escape, freedom of the spirit. 

 

The final images feature (Figure 9) a stage with opening curtains and in the end an image with 

the campaign’s logo and slogan appears. These images present Romania as a theatre masterpiece 

that tourists (the public) can enjoy and experience. 

 
 
 
 

Figure 9 Romania as a theatre play 
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Appendix 8 Analysis of the perceived image 
 

 
 
 
 

For the analysis  of the functional-holistic,  psychological-holistic  and unique component,  the 

answers of the open questions of the questionnaire were used. One of the questions asked the 

respondents to list three images or characteristics they could think of, about Romania as vacation 

destination (functional-holistic component). 

 
 
 
 

Figure 1 Three images or characteristics about Romania as tourism destination 
 

 

 
 

 

Source: SPSS output 
 

 
 
 
 

Figure 1 shows the most mentioned elements 10.33% of the responses indicated ‘mountains’ as 

one  of  the  first  images  related  to  Romania;  next  most  mentioned  elements  are  the  capital 

‘Bucharest’ (7.00%), ‘nature’(6.33%), ‘sunny weather’(5%) and ‘Black Sea’ (3.67%). 
 
 
 
 

Figure 2 The complete list with the three images or characteristics about Romania as tourism 

destination as resulted from the analysis of the questionnaires 
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Frequency 

 
 

Percent 

 
 

Valid Percent 

Cumulative 
 

Percent 

Valid A lot of trees 
 

 

Authentic 
 

 

Poor infrastructure 

Balkan music 

Bikes 

Big 
 

 

Black Sea 

Brasov (city) 

Bucharest 

Carpathian Mountains 
 

 

Castles 
 

 

Ceausescu (last communist 

president) 

 
Cheap 

Churches 

Communism 

Dracula 

1 .3 .3 .3 

1 .3 .3 .7 

3 1.0 1.0 1.7 

1 .3 .3 2.0 

1 .3 .3 2.3 

1 .3 .3 2.7 

11 3.7 3.7 6.3 

1 .3 .3 6.7 

21 7.0 7.0 13.7 

2 .7 .7 14.3 

9 3.0 3.0 17.3 

1 .3 .3 17.7 

11 3.7 3.7 21.3 

1 .3 .3 21.7 

1 .3 .3 22.0 

8 2.7 2.7 24.7 
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1 .3 .3 25.0 

1 .3 .3 25.3 

4 1.3 1.3 26.7 

1 .3 .3 27.0 

1 .3 .3 27.3 

4 1.3 1.3 28.7 

1 .3 .3 29.0 

1 .3 .3 29.3 

1 .3 .3 29.7 

5 1.7 1.7 31.3 

2 .7 .7 32.0 

1 .3 .3 32.3 

3 1.0 1.0 33.3 

2 .7 .7 34.0 

7 2.3 2.3 36.3 

10 3.3 3.3 39.7 

2 .7 .7 40.3 

1 .3 .3 40.7 

10 3.3 3.3 44.0 
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Countryside 
 

 

Crystal clear air 
 

 

Culture 
 

 

Dacia 
 

 

Dangerous 
 

 

Danube 
 

 

Desolate 
 

 

Difficulty communicating 
 

with locals 
 

 

Discovery 
 

 

Dracula Castle 
 

 

Environment 
 

 

Exotic 
 

 

Fields 
 

 

Folklore 
 

 

Good food 
 

 

Forests 
 

 

Friendly people 
 

 

Great views 
 

 

Natural landscapes 
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3 1.0 1.0 45.0 

31 10.3 10.3 55.3 

3 1.0 1.0 56.3 

3 1.0 1.0 57.3 

34 11.3 11.3 68.7 

1 .3 .3 69.0 

1 .3 .3 69.3 

1 .3 .3 69.7 

1 .3 .3 70.0 

2 .7 .7 70.7 

3 1.0 1.0 71.7 

1 .3 .3 72.0 

1 .3 .3 72.3 

1 .3 .3 72.7 

19 6.3 6.3 79.0 

2 .7 .7 79.7 

1 .3 .3 80.0 

2 .7 .7 80.7 

2 .7 .7 81.3 
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Gypsies 
 

 

Mountains 
 

 

Lakes and hills 
 

 

History 
 

 

I don't know 
 

 

Incredible driving roads 
 

 

Ignorance 
 

 

Ladies 
 

 

Latin language 
 

 

Lovely 
 

 

Mamaia 
 

 

Monasteries 
 

 

Music 
 

 

Mutu (soccer player) 
 

 

Nature 
 

 

Villages 
 

 

Old traditions 
 

 

Party 
 

 

Peaceful, silent places 
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Poverty 

Rain 

Relaxing 

Rivers 

Romans, Latin origins 
 

 

Rural world 

Seaside 

Snow 

Sunny weather 

Traditions 

Traditional dances 

Transfagarasan 

Transylvania 

Visit a friend 

Wooden architecture 

Vodka 

Total 

5 1.7 1.7 83.0 

2 .7 .7 83.7 

1 .3 .3 84.0 

3 1.0 1.0 85.0 

2 .7 .7 85.7 

2 .7 .7 86.3 

5 1.7 1.7 88.0 

2 .7 .7 88.7 

15 5.0 5.0 93.7 

4 1.3 1.3 95.0 

2 .7 .7 95.7 

1 .3 .3 96.0 

9 3.0 3.0 99.0 

1 .3 .3 99.3 

1 .3 .3 99.7 

1 .3 .3 100.0 

300 100.0 100.0  

Source: SPSS output 
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Another question refers to any two distinctive or unique tourism attractions in Romania (unique 

component). From Figure 3 it can be observed that from the 200 answers, 37% (74 answers) said 

‘I don’t know’, which means that many persons are not familiar with any touristic attraction in 

Romania. Of the respondents, 16.5% identified ‘Bucharest’ as a unique tourism attraction. The 

next most known attractions are: ‘Dracula Castle’ (9% of the answers), ‘Transylvania’ (8.5%), 

‘Carpathian Mountains’ (6%) and ‘Black Sea’ (5.5%). All the other attractions are mentioned in 

less than 2% of the cases. 

 
 
 
 

Figure 3 Two distinctive or unique attractions in Romania 
 

 

 
 

 

Source: SPSS output 
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Figure 4 Complete list with the answers about unique attractions in Romania 
 

 
 
 
 

  
 

Frequency 

 
 

Percent 

 
 

Valid Percent 

Cumulative 
 

Percent 

 
 
 

Valid 

I don't know 
 

 

Danube delta 

Dracula Castle 

Bicaz Canyon 

Black Sea 

Bran Castle (same as 
 

Dracula Castle) 

Bucharest 

Bukovina (monasteries) 

Voronet Monastery 

Camping cars 

Carpathian Mountains 

Castles 

Holiday resorts, ski resorts 

Cluj-Napoca (city) 

Constanta (harbor) 

74 37.0 37.0 37.0 

1 .5 .5 37.5 

18 9.0 9.0 46.5 

1 .5 .5 47.0 

11 5.5 5.5 52.5 

2 1.0 1.0 53.5 

33 16.5 16.5 70.0 

1 .5 .5 70.5 

1 .5 .5 71.0 

1 .5 .5 71.5 

12 6.0 6.0 77.5 

2 1.0 1.0 78.5 

3 1.5 1.5 80.0 

1 .5 .5 80.5 

4 2.0 2.0 82.5 
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Forests 
 

 

Fun events 

Maramures 

Moldavia 

National parks 

Palace of parliament 
 

Bucharest 
 

 

Palace of culture Bucharest 
 

 

Transylvania 

Timisoara (city) 

Transfagarasan 

Vienna 

Caves 
 

 

Total 

4 2.0 2.0 84.5 

1 .5 .5 85.0 

1 .5 .5 85.5 

1 .5 .5 86.0 

2 1.0 1.0 87.0 

4 2.0 2.0 89.0 

1 .5 .5 89.5 

17 8.5 8.5 98.0 

1 .5 .5 98.5 

1 .5 .5 99.0 

1 .5 .5 99.5 

1 .5 .5 100.0 

200 100.0 100.0  

 

 
 

Source: SPSS output 
 
 
 
 

The question about the atmosphere or mood expected in Romania provides information for the 

unique component. 
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Figure 5 Expected mood/atmosphere in Romania 
 

 

 
 

 

Source: SPSS output 
 

 
 
 
 

Sixteen percent of the respondents expect to find an ‘adventurous’ atmosphere, 12% think of 
 

Romania  as  an  ‘exciting’  place.  11%  of  the  answers  mentioned  that  in  Romania  there  are 
 

‘friendly people’, and the atmosphere would thus be nice and enjoyable. Nine percent of the 

respondents consider Romania a ‘dangerous’ place, where they would not feel very safe. 

 
 
 
 

Figure 6 The complete list with answers to the ‘atmosphere/mood’ question 
 

 
 
 
 

  
 

Frequency 

 
 

Percent 

 
 

Valid Percent 

Cumulative 
 

Percent 

Valid Adventurous 16 16.0 16.0 16.0 
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1 1.0 1.0 17.0 

1 1.0 1.0 18.0 

1 1.0 1.0 19.0 

1 1.0 1.0 20.0 

9 9.0 9.0 29.0 

2 2.0 2.0 31.0 

3 3.0 3.0 34.0 

12 12.0 12.0 46.0 

1 1.0 1.0 47.0 

4 4.0 4.0 51.0 

11 11.0 11.0 62.0 

1 1.0 1.0 63.0 

3 3.0 3.0 66.0 

2 2.0 2.0 68.0 

7 7.0 7.0 75.0 

5 5.0 5.0 80.0 

6 6.0 6.0 86.0 

1 1.0 1.0 87.0 

1 1.0 1.0 88.0 
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Amazing 
 

 

Authentic 
 

 

Back in time feeling 
 

 

Back to roots feeling 
 

 

Dangerous 
 

 

Different 
 

 

Entertaining 
 

 

Exciting 
 

 

Foggy 
 

 

Freedom 
 

 

Friendly people 
 

 

Funny 
 

 

Home like 
 

 

I don't know 
 

 

Interesting 
 

 

Mysterious 
 

 

Mystical 
 

 

Nice 
 

 

Peaceful 
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Picturesque 

Relaxing 

Rustic 

Special 

Welcoming 

Total 

1 1.0 1.0 89.0 

3 3.0 3.0 92.0 

4 4.0 4.0 96.0 

1 1.0 1.0 97.0 

3 3.0 3.0 100.0 

100 100.0 100.0  

Source: SPSS output 
 

 
 
 
 

Figure 7 presents the average scores of the attribute-based questions. A score of 4.0 or 5.0 is 

considered ‘high’, 3.0 as ‘medium’ and less than 2.0 is a ‘low’ score (on a five-point scale). 

 
 
 
 

Figure 7 Scores of the attributes 
 

 

 N Minimum Maximum Mean Std. Deviation 

Beautiful mountains and 
 

lakes 
 

 

Authentic folklore and 

traditions 

 

Beautiful scenery and 

natural attractions 

 

Authentic rural landscapes 
 

 

Wild natural environment 

100 
 

 
 
 

100 
 

 
 
 

100 
 

 
 
 

100 
 

 

100 

1 
 

 
 
 

1 
 

 
 
 

1 
 

 
 
 

1 
 

 

2 

5 
 

 
 
 

5 
 

 
 
 

5 
 

 
 
 

5 
 

 

5 

4.10 
 

 
 
 

4.10 
 

 
 
 

3.99 
 

 
 
 

3.96 
 

 

3.95 

.870 
 

 
 
 

.772 
 

 
 
 

.904 
 

 
 
 

1.004 
 

 

.869 
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Interesting historical 
 

attractions 

100  1  5  3.85  .903 

 

 

Lovely towns and cities  100  1  5  3.78  .811 
 

 

Interesting traditional events  100  2  5  3.77  .737 
 

 

Good climate  100  1  5  3.63  .895 
 

 

Interesting cultural 
 

attractions 

100  1  5  3.62  .962 

 

 

Nice and friendly locals  100  1  5  3.61  .909 
 

 

Appealing local cuisine  100  1  5  3.47  .948 
 

 

Unspoiled and unpolluted 
 

environment. 

100  1  5  3.33  .877 

 

 

Good nightlife and 
 

entertainment 

100  1  5  3.32  .803 

 

 

Standard hygiene and 
 

cleanliness for tourists 

100  1  5  3.18  .770 

 

 

Suitable accommodations 
 

for tourists 

100  1  5  3.11  .764 

 

 

Great beaches and water 
 

sports 

100  1  5  3.10  .870 

 

 

Shopping facilities  100  1  5  3.06  .839 
 

 

Personal safety for tourists  100  1  5  3.05  .903 
 

 

Good infrastructure  100  1  5  2.79  .880 
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Source: SPSS output 
 

 
 
 
 

Romania obtained ‘high’ (4.1) scores in only two items: ‘beautiful mountains and lakes’ and 

‘authentic folklore and traditions’. The lowest scores are related to ‘personal safety’ and ‘good 

infrastructure’. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

 
95 

Y6355047 



Destination image and destination branding in transition countries 
 
 

Appendix 9 SPSS outputs with the age and gender of the respondents to the questionnaire 
 

 
 
 
 

Age of the respondents 
 

 

 N Minimum Maximum Mean Std. Deviation 

Age 
 

 

Valid N (list-wise) 

100 
 

 

100 

22 35 
27.0 

27.02 
2 

3.309 

Source: SPSS output 
 

 
 
 
 
 
 
 

 
 

 

Source: SPSS output 
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Appendix 10 The questionnaire used for the survey 
 

 
 
 
 

Each question has one possible answer. 
 

 

1.   To what European country do you think the next promotional slogan refers to: "Explore 

the Carpathian garden"? 

 
 
 
 

2.   What is the first ADJECTIVE that comes into your mind when you read this slogan 
 

“Explore the Carpathian garden”? 
 

 
 

3. What does this logo suggests to you?  
 

 
 
 

 
Nature 

 

 
Forest 

 

 
Mountains, sun, water 

 

 
Something else...please answer in the text box below 

 

 
 
 
 

4.   In your opinion, which country uses the next slogan for its tourism promotion campaign: 
 

"Explore the Carpathian garden"? 
 

 
 

Czech Republic 
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Hungary 

Poland 

Romania 

Slovakia 

Ukraine 

 

 
The following questions are concerned with your impressions/  perceptions  about 

Romania as a touristic destination. Please express your opinion even if you haven't 

visited Romania. 

 
 
 

5.   Have you ever visited Romania for vacations? 

YES-please go to question 6 

NO- please go to question 7 
 

 
 
 
 

6.   Would you recommend Romania for vacations to other persons? 

Yes 

No 
 

 
 

Maybe 
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7.   Would you visit Romania if you could? 

Yes 

No 
 

 
 
 
 

8.   What three images or characteristics come into your mind when you think of Romania as 

a vacation destination? 

 
 
 
 

9.   Please list any 2 distinctive or unique tourist attractions that you can think of in Romania 
 

 
 
 
 
 
 
 

10. How would  you describe  the atmosphere/mood  that  you would expect to experience 

while visiting Romania? 

 
 
 
 

11. Romania has beautiful scenery and natural attractions. 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
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12. Romania offers interesting cultural attractions 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

13. Romania has suitable accommodations for tourists 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 

14. Romania has appealing local cuisine 
 

 
 

I strongly disagree 
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I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

15. Romania offers personal safety for tourists 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

16. Romania offers standard hygiene and cleanliness for tourists 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
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Destination image and destination branding in transition countries 
 
 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

17. Romania has good infrastructure 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

18. In Romania the persons are nice and friendly 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
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19. Romania has good climate 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

20. Romania has great beaches and offers great water sports 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

21. Romania has interesting historical attractions 
 

 
 

I strongly disagree 
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Destination image and destination branding in transition countries 
 
 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

22. Romania has unspoiled and unpolluted environment. 

I strongly disagree 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

23. Romania offers good nightlife and entertainment 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
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Destination image and destination branding in transition countries 
 
 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

24. Romania has interesting traditional events 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

25. Romania has lovely towns and cities 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
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26. Romania has beautiful mountains and lakes 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

27. Romania has authentic rural landscapes 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

28. Romania has wild natural environment 
 

 
 

I strongly disagree 
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I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

29. Romania has good shopping facilities 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
 

 
 

I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

30. Romania has authentic folklore and traditions 
 

 
 

I strongly disagree 
 

 
 

I somewhat disagree 
 

 
 

I neither disagree, nor agree 
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I somewhat agree 
 

 
 

I strongly agree 
 

 
 
 
 

31. Country of residence of the respondent. 
 

 
 
 

32. Age 
 

 
 

33. Gender 
 

 
 

Male 
 

 
 

Female 
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