The Eastern Danube Region
Marketing Plan

General context and stakeholder’s point of view

KEY ELEMENTS OF THE
ROMANIA BULGARIA CROSS
BORDER AREA

The Romania Bulgaria cross-border area
The Romania-Bulgaria Cross-Border area is located in northern Bulgaria and southern Romania along
their 610 km common border that extends from Serbia to the Black Sea mainly along a 470 km natural
boundary line, the Danube River.
It covers a surface of 71 930 km2 where around 4.8 million people live


54.66 % of its surface belongs to Romania representing 14.49% of its total surface, with 7 Counties:
Mehedinţi, Dolj, Olt, Teleorman, Giurgiu, Călăraşi and Constanţa



45.34% of its surface to Bulgaria with 9 Districts: : Vidin, Montana, Vratsa, Pleven, Veliko Târnovo,
Razgrad, Silistra and Dobrich .

The Romania-Bulgaria cross-border region is one of the European Union less developed region, 6 out of
the 10 poorest EU regions (NUTS III) are situated in the programme area. In relative value, the crossborder area share of each nation’s GDP is low: it produces less than its importance in terms of
population and territorial size.


The unemployment rate is a key aspect of social stability and social cohesion. The figures for the
cross-border area are constantly and worryingly higher than the national averages.
•

In Romania cross border area, the unemployment rate is 30% higher than the one of the
overall country.

•

In Bulgaria, the unemployment rate for the cross-border region is of 20.18%, which is higher
than the average for the country (12.3%).

•

The services sector is very important in tourism counties/districts like Constanta, Dobric and
Veliko Turnovo, while in others tourism is almost absent – like in Calarasi or Olt where
industry developed through FDI dominates.

•

A sustainable regional development has to rely on a strong service sector in need of
educated and skilled employees. Therefore, tourism development can likely be seen as a key
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leverage to foster the services sector growth.

RELIEF, RIVERS AND INLAND WATERWAY

THE RAILROAD NETWORK, PORTS AND WATERWAYS

NATURAL RESERVES IN THE CROSS-BORDER AREA

ROAD NETWORK IN THE CROSS-BORDER AREA

The stakeholders’ view: a strong need for
sustainable tourism and its positive externalities

A qualitative and quantitative survey, which took place in December 2013, highlighted several
priorities for the developpement of the cross border area:
The first five priorities mentionned by 86 stakeholders were:
1. Youth unemployement
2. New ways and opportunities of employement
3. Protecting, promoting and developing cultural heritage
4. Tourism development
5. Human capital development
As we can say the two main priorites for the stakeholders (public and private) are:
— The need of a labor demand in priority towards the youth and on the other side a skilled
population to fulfill it.
— The need to consider natural and cultural heritage as strategic assets for the economic
development of the region if they are valorized through tourism development

Context and first recommendations

TOURISM

Why tourism ?

Tourism is a sector full of high positive externalities in transport, retail, leisure services, cultural
services and even local agriculture.
It can be one of the best assets for a global development of the region:
–

Sustainable employment and an opportunity for a seasonal income, especially for the
youth.

–

Development of joint governance structure that can become best practices of cross-border
cooperation

–

Increase of the regional global awareness and the creation of a qualitative and valorised
image

–

Creation of a common and positive identity

Tourism flows and accomodation capacity
The arrivals in the cross‐border area
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The area is split, in tourism terms, between the
Black Sea cost – both in Bulgaria and Romania – and
the rest of the territory.
The sea cost is well known for its resorts for mass
summer tourism and is far more developed in the
Constanta area than in the Dobric area, which
includes only one main resort: Albena.
Therefore, the statistical data at the cross border
level are mainly influenced by the Constanta and
Dobric county and an analys by county is far more
relevant.
At a county level, two main conclusions can be
made:
 The seaside counties suffer from an important
seasonality which is less important in a district
that valorized its strong natural and cultural
heritage as Veliko Turnovo.
 The majority of the counties/districts in the
cross border area have very few accommodation
capacities
It is obvious that regarding tourism we are in front
of two different worlds. The region at the exception
of Constanta and Dobrich attracts very specific
populations interested by niche activities more
cultural or nature oriented.
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Balancing tourism development


The tourism potential of the region is obvious, presenting a mix of opportunities for cultural,
religious, culinary, adventure and eco-tourism. A recent inventory of the tourist sites in the
whole cross-border territory indicated a variety of 423 tourist sites in both countries. (Source:
http://danubetournet.eu/). Two of the UNESCO protected world cultural and natural heritage
sites in Bulgaria are located in the cross-border region – the Ivanovo Rock Churches and the
Srebarna Natural Reserve.



The natural and cultural heritage is under-used, e.g the Danube and its surrounding natural
areas, the Natura 2000 sites, the chain of Roman fortresses.



The historic urban centres, such as the twin cities, are not valorised, even though they
correspond to present-day trends in international tourism.



The Danube represents not only a tourism destination per se, but is an access vector to all the
cross-border area. The emergence of a Danube-centred tourism offer with integrated
products is a necessity in order to balance tourism development inside the cross-border
region, while conferring a more coherent and profound common territorial identity.

•

Tourism won’t be the main development tool of the entire cross border area but a catalyser. The
priority is now to build a basis for a balanced tourism development focused on specific targets and
activities in order to become a must-see area for people travelling in Romania or Bulgaria and a pole of
attraction for the inhabitants of the main urban centres close to the area.

•

Therefore, a choice has to be made in order to focus primarily on niche markets and qualitative
development, the region has not the means nor the short-term advantage to be a mass-tourism area but
to become a sustainable experience area. This positioning will be positive for all stakeholders and will
attract tourists respectful and interested in local traditions, folklore or food and looking for authentic
experiences that create more direct and indirect incomes at the local level.

The three key tourism sectors

Nature
tourism

Culture
tourism

Sea & sun

MICE TOURISM
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Tourism zoning of the cross border area
This zoning is the result of:


The tourist statistical analysis (quantitative),



The review of the attractions in the region and,



The direct discussions with relevant territorial stakeholders (qualitative) on the tourist
behaviour in the crossborder area.

This integrated process resulted in the identification of three coherent areas according to their
current profile of territorial attractiveness and to their potential one analysed through a productconsumer perspective.
Those areas are not restrictive and/or exclusive. We are talking here about an illustration of the
gradual connection between the main tourist attractions in order to create an integrated tourism
offer. Those areas are (from East to West) :


Seaside (including Constanţa County and Dobrich District) :
products

focused on «sea and sun»



Area with specific cultural profile (Călăraşi, Giurgiu, Teleorman Counties and Silistra,
Razgrad, Ruse, Veliko Turnovo Districts) : focused on cultural tourism for city-break



Area with remarkable natural profile (Olt, Dolj, Mehedinţi Counties and Pleven, Vratsa,
Montana, Vidin Districts) focused on nature-based tourism (spa, mountain, hunting, fishing,
Danube, agro-oenological, etc.)

The following map illustrates those areas and the different degree of accessibility that each area
has in relation to the issuing large or medium basins (direct or intermediary points) in its
proximity (Bucharest, Sofia, Constanta, Craiova, Varna)
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Tourism zoning map of the cross border area

THE BRAND CREATION PROCESS:
A COMMON BRAND FOR A
COMMON DESTINATION

Work methodology

We divided our work in six phases
–

An analysis of the human, natural and cultural assets of the RO-BG cross border area

–

An analysis of the stakeholders expectations on the development priority of the CBC Area

–

An analysis of the tourism flows in the Cross Border area

–

An analysis of the results of the studies and workshops that were realized through the
Spatial project, through other CBC RO-BG Tourism projects and through Détente own
studies.

–

The organization of four brainstorming workshops in the Cross Border area ( Constanta,
Giurgiu, Ruse, Dobrich & Ruse) with 63 participants

–

An online survey with 53 participants

First conclusions for the brand creation process

The conclusions of the research were the following:


The area has a rich cultural and natural heritage but without any “common landmark”:
Mehedinti & Dobrich for example has nothing in common: historically, culturally, architecturally,
etc. The only region who has a common cultural identity that may be used for a cross border
marketing strategy is Dobrudja which of course is a too much restrictive choice at the cross
border scale. So we are in front of a large territory without any cultural, historical or
mythological common basis.



The area has a negative image amongst its own citizens. During the workshops in Bulgaria,
relevant stakeholders has defined their own region as “the shrinking North Western Bulgaria».
Few stakeholders consider that the area has a real business and tourism potential except the
counties of Dobrich and Constanta and the main urban centers such as Craiova, Ruse or
Constanta.



The area is “unknown” to foreign people. Moreover, we realized at the beginning of 2013 an ereputation study on the Danube area and we remark that very few messages were linked to the
Romanian-Bulgarian part.

First conclusions

DETENTE E REPUTATION STUDY:
 Method:
 Keywords linked with the tourism forms that prevail in
connection with the Danube
 Data collection for 2012 year long in order to take into
account seasonality, tourism flows patterns, etc.
 Sources of data: websites, blogs, social media networks, etc.
(Twitter, Facebook, Dailymotion, Youtube, etc. Data collection
through RSS, API,…
 More than 13 000 messages analyzed for 2012
 Manual (human) qualitative classification instructs the
software and thus enables high quality classification of the
content of all of the collected Internet information

Some results concerning the
Danube tourism in 2012:
 Danube tourism is
dominated by cruises. Citybreaks and ecotourism are
far less present in volume.
 Eco-tourism (hiking, biking,
sailing by itself) on the
Danube: its practitioners
are trend-setters

Two main obstacles/ prejudices have to be overcome:
• The image of an unknown territory without any common landmark or unifying asset at
an external level
• A unattractive representation shared by most of the stakeholders and a total lack of
common identity

The creation of a brand to structure a regional
identity, to express a common message
A brand name is the foundation of a brand’s image. While the image and the baselines associated
with a brand name can be built with advertising and changed over time, a carefully created and
chosen name can bring inherent and immediate value to the brand. In our case, the main
objectives were to give a very clear information, not only for historians or geographers, about
which area we are talking about and in the same time to link this unknown region to a well known
one in order to reassure people on this destination. Indeed, a brand name resonate with the
associations and memories of the audience. The brand does not live in a vacuum. It does not inject
meaning into a personʼs mind. People bring their past, their cultural reference-points, and their
individual experiences when they engage with a brand. So we have to provide a brand name that
resonates for the wider part possible.
The most common asset in the RO-BG cross border area is the Danube river:
–

The river is well known in Europe and all over the world and gives a first information about
the geographical positioning of the region.

–

The use of the world Danube allows us to anchor the cross border area in the Europe
common history and to link the region with an already known tourism and business
destination which is the upper Danube River with cities such as Vienna, Bratislava,
Budapest. Moreover, the Danube River is presented by tourism agencies such as the River
Cruise Tour operators as the European destination where "East meets West" or rather said
where "West meets East, where history, art and music lovers will be exposed to a
wide range of new cultures and experiences”

–

The Danube is more and more considered as a strategic waterway with possibilities of
economical and sustainable development.

The creation of a brand to structure a regional
identity, to express a common message

So, we had to position the cross border area in the Danube river region:
–

When crossing the Iron Gates, the Danube river was named in Thracian times, Istros.
Indeed, since the antiquity, there has been a differentiation between the upper part and
the lower part of the Danube.

–

The lower Danube area is related to a specifically geographical area in Romania which
includes the Counties of Braila, Galati and Tulcea that are not in the RO-BG Cross border
area.

–

In Bulgaria, the Danube river is also often named the “white Danube” in reference to a
Bulgarian patriotic song "Still White Danube Undulates”. We didn’t consider relevant to
use any reference to patriotic and nationalist history.

The brand name of the cross border area

The final choice approved during the workshops was to name the RO-BG Cross Border area: “The
Eastern Danube Region”:
The choice of Eastern is justified by the necessity to:
• To give a very clear geographical positioning to the region to help people remind it
easily.
• To put it in the continuity of the Western/Upper Danube region. It is a direct message
to the tourists, for example, who already visited the upper Danube region. We
announced them that the Danube region include also an Eastern part where they can
continue their first trip.
• Eastern is less and less considered as a pejorative term. It is linked more and more
with the ideas of dynamism, opportunities, newness, freshness, etc
• As the Danube flows into the Black Sea, by using the term Eastern, we directly make
a link with the Black Sea element.

The Eastern Danube Region
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The Brand Baseline: A

Gateway.

The brand must be a territorial brand which means that it must be relevant not only for tourists but
also for inhabitants, for business investors, for public administrations, etc. It must therefore give an
indication about the development vision of the region. The term that encountered the wider
approval during our meetings was the term Gateway as the cross border region is strategically
positioned between the two capital cities of the two countries and is a hub to Asia through the
Black Sea ports and a hub to Western Europe for Eastern investors. The term of Gateway is now a
common business term that is widely used and easy to understand even for people who don’t have a
solid knowledge of English
As we remind it previously, the image and the baselines associated with a brand changed over time,
can evolve according to the evolution of the products, of the trends etc. So through this baseline,
our aim was to define what the brand can stand for, what unique benefit it can provide and what it
can promise to consumers in this first step. Moreover, as it is a new brand for an unknown region,
the brand must take the risk to surprise, to have unexpected elements, as the first priority is
to make people remind the brand by associating it with their reference points.
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The Brand Baseline: A

Gateway. An Odyssey

One of the main issue in a branding process is always to give a real promise and not to promote
unreal elements. For example, we cannot promote Ruse as the new Vienna only because of its past
name. The Eastern Danube region is still one of the less developed region of the EU with a
significant gap in business and tourism infrastructure. We, therefore, choose using the term
Odyssey because: every negative statement you make about yourself is instantly accepted as
truth and is the basis to tell positive things that will likely be granted for true (The marketing
rule of candor)


It allows us to keep the idea of water as the two main elements of the region are the Danube
river and the Black Sea



It underlines the idea of opportunities in a new territory that must be explored. The term
odyssey is usually linked worldwide and especially in Europe more as a synonym of the term
adventure and not only in reference to the Greek epic poem ( It seems like a really rich area, I
really want holidays where there is a space for unexpected things or discoveries, I hope there
will be beautiful sirens)



It can excuse in advance the lower offer of business and tourism infrastructure. The baseline
didnʼt make any false promise.



It underlines apart of the cultural heritage of the region and the strong and ancient links with
the common European heritage



It creates a surprise as the term Odyssey is not usually linked with the area. This surprise effect
will help to distinguish this brand from others and will enhance the reminding of the brand.
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The Brand design process

Once the name of the region and the baseline were defined. A competition was organised and we
received different propositions of logo.
These proposals were presented to public and private stakeholders during four workshops and
during a meeting with the representatives of the spatial project partners.
A short list of logo was then selected and an online survey was organized.
You will find in the next slides some examples of logos that have been presented during all these
workshops. This working process was highly participative and the workshops took place all over the
cross border area.
During all these working process, more than 40 logos were created and presented to local
stakeholders.
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Proposal 1

Proposal 2

Keywords:
Odyssey
Danube/River
Sea
Nature

Proposal 3

Proposal 4

Keywords:
Odyssey
Danube/River
Sea
Nature
Flag`s Colors

Proposal 5

Proposal 6

Proposal 7

Keywords:
Romanian pottery (tradition)
Danube/River
Bulgarian culture/art

Proposal 8

Keywords:
Romanian pottery (tradition)
Danube/River
Ancient Greeks Culture

Proposal 9

Proposal 10

Proposal 11

Keywords:
Odyssey
Danube/River
Flag`s Colors

Proposal 12

Proposal 13

Keywords:
Danube/River
Nature
Sea

Proposal 14

Proposal 16

Proposal 15

Proposal 17

Proposal 18

Proposal 19

Proposal 20

Proposal 21

Proposal 22

Proposal 23

Proposal 25

Proposal 24

Proposal 26

Proposal 27

Proposal 28

Proposal 29

Proposal 30

Proposal 31

The final choice

The flow of the river is underlined
but no separation, with a distinctive
line, is made to give an image of
unity. The color of the flags of the
two countries are used in order to
define the area named Eastern
Danube region.

The baseline is at the bottom. The use of the
green color is linked to various elements:
• A rich natural heritage
• A rich biodiversity
• A region with green energy production
• A sustainable region
• A region for green tourism
• A region with a strong agriculture potential
• The desire to promote the Eastern Danube
lands not only the river which is already
known

The brand name is up and is
highlighted as the first objective of
the branding strategy is to make
people know that this region exists
and is a potential place to be visited
or to invest in. The green and the
blue are used to focus on the natural
assets of the region: the Danube
river, the sea and the green nature.
As proposed and validated during the
stakeholdersʼ workshops, the language of
the baseline is English.
The main reasons for this choice are:
•The brand will be mainly used for external
communication outside of the cross border
region;
•The Cross Border region inhabitants donʼt
have, for the moment, a sense of common
identity. We, therefore, propose to adopt a
reflexive strategy: ”To Develop a sense of
belonging to a region through the vision of
the foreigner." For example, if tourists will
tell and repeat that they spent excellent
holidays in the "Eastern Danube Region",
then the inhabitants will consider that they
are part part of this region because it exists
in the eyes and in the spirit of their guests.
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THE EASTERN DANUBE REGION
MARKETING PLAN
A common brand and a common positioning

A global tourism strategy for the Eastern Danube region
Today, the main attraction of the region is its seaside which represents the main part of its tourism
and economical activity. Positioned on mass tourism, the payload of the seaside area is
overstepped, too seasonal, and do not benefit to the inner zones of the region. Furthermore, the
future development of the Eastern Danube region has to consider the sustainability of all the three
zones.
The potentials of the three zones is complementary and has to be considered as a global
opportunity for the economical development of the region. Hence, 3 challenges exist for the
tourism strategy:
–

Ensuring the sustainability of tourism development in all three zones

–

Developing a less seasonal tourism activity

–

Encouraging the attractivity of the two inner zones

In order to answer to these challenges we defined 3 stages of development:
–

Structuring the identity of the destination through the creation of a regional brand
promoted mainly on the Internet and by the relay of the social media

–

Create a common institutional infrastructure, composed of private and public
stakeholders, that will promote and coordinate the implementation of the strategy

–

The development of new tourism products, infrastructures and marketing tools
according to the Eastern Danube marketing strategy

These three objectives are shared by the three zones and will allow the implementation of the
tourism strategy. Each zone may have to implement specific actions due to its particular
positioning and in complementarity with the other ones.
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Short
break
destination

The eastern Danube regionʼs
future as a destination

2020

Today

As it was
once

Dynamic
destination

2025

Innovative
destination

There are four key areas to keep in mind as we move towards
Key area of focus

What this means

New experiences

People are increasingly lessening their emphasis on material wellbeing and becoming more
concerned with quality of life. They will look for access to new experiences and new ways
of living.

Authenticity

More sophisticated visitors want to have a real experience and will reject imitation.

Cultural capital

As people become better educated and more sophisticated they will want to differentiate
themselves less by their material possessions and more by what they know. This may be
learning more about the world such as in history, culture, new skills etc or it may be
learning more about yourself and your own connection to the world in experiences such as
in health and well being, spiritual retreats or genealogy.

Business Tourism

With the rise of technological solutions, business travel will be more closely linked to
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leisure travel as a way to improve relationships, build networks and incentivise teams.

Zoning and strategic tourism products
for each of the 3 areas
A tourism strategy imply to define different couples markets/products. The territorial touristic
analysis makes possible the measurement of the potential of different tourism products for the 3
zones.
Our analysis will highlight the opportunity to develop common tourism products in each area. This
common tourism product strategy will be linked with the promotion of the brand, which is a
powerful way of attracting numerous and distinctive visitors in the region. Producing diverse sub
brands for each area would have been counterproductive: the collaboration and the creation of a
common image, as a first step, was essential.
In conclusion, the brand, the zoning and the common marketing positioning are composed of the
different aspects of the region, and mainly of the new products identified as great development
opportunities related to visitors new expectations:


New experiences



Authenticity



Cultural capital



Business tourism

These new products will


Complete the seaside mass tourism



Develop the inner land



Ensure the sustainability of tourism development by the promotion of local communities,
art, gastronomy….
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THE CURRENT TRENDS IN THE
TOURISM INDUSTRY
Key elements for the Eastern Danube segmentation strategy

World and tourists are changing
The world is geGng older and the ‘today seniors’ have the :me and disposable income to travel. However
these mature tourists are also more young at heart. As people are healthier and live longer, 60 is the new 40.
People are becoming more sophis:cated, more demanding and more :me pressured.
Family and holiday groupings are changing, with smaller households and more women who don’t have
children.
There is a growing concern for health, wellbeing and relief from the stress of everyday life.
People are becoming beTer educated and want to learn new skills. Increasingly they want to diﬀeren:ate
themselves by what they know rather than by what they have.
Niche markets are growing as people are more aTracted to a unique experience within a des:na:on rather
than just the des:na:on itself.
Overall, people are looking for a greater meaning to their lives and will reject things that don’t seem genuine.
Authen:city is vital.

KEYWORDS: Authenticity, Silver Tourism, Wellbeing, Niche tourism, New
Experience
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From a destination to an experience
Making the most
of their time

People increasingly want to make the most of their time by turning the individual things they can do on holiday
into the ‘whole experience’. This may be mixing outdoor activities with culture and opportunities for self
improvement, together with shopping in the city and a fabulous meal out.

Choosing what
to do

With access to vast amounts of information and choice, it can often be wildering for people to know what to
choose. Increasingly people are turning to reviews on the internet like Trip Advisor and to specialist advisors for
guidance on their options. Word of mouth recommendations have never been more important. People want to be
sure that the experience they choose is ‘right for them’ and in some way personalized and unique.

Taking time out

Consumers agree that they ‘suffer from stress nowadays’ and as the pace of life increases, people are looking for
new experiences that are centered around ‘well being’. They want to be able to reinvigorate their spirits on
holiday and take care of both physical and spiritual health. Therefore they will be looking for a variety of ways to
do this.

Making it easy

As much as today’s tourists want to chill out and relax, they are also demanding and fiercely precious about what
they spend their limited time on. So the service offered needs to save people time and energy. This could be
anything from having the right information to hand, to anticipating needs and offering suggestions of things to do.

Authenticity

People want an experience but it must be an authentic one. As people are becoming more sophisticated, their
idea of authenticity stretches into both the luxury and the discount end of the market. As long as it feels like the
genuine article then they will be attracted to it, at whatever price they can afford.

By giving back

There is also a growing trend for people wanting to ‘give back’ on a holiday and the entire holiday may be focused
around this. Whether it is planting trees or working as a volunteer there are a growing number of options for
people to get involved. These sorts of holidays precisely demonstrate the evolving trends in tourism people can
learn new skills, meet other like minded people, feel a sense of well being in their achievements, have 47
a new
experience – all while doing something worthwhile.

What are Eastern Danube region travellers
are looking for?

For many travellers, itʼs all about the “experience”. Eastern Danube region must target, in a first
phase, tourists that make active choice to do something new on holiday, which enhances their
knowledge and skills level Compared to other visitors, Eastern Danube region travellers are the ones
who place a higher importance on:

Exploring new
spaces

Enjoying nature

Meeting and
engaging with
local cultures

Additionally, in line with other types of visitors, these travellers “want it all” in terms of value –
they expect activity, good levels of comfort and service at a cost effective price. They will
search hard for the best deals, and whilst price may not be the deciding factor, they will strive
to achieve the best possible experience and value for money.

The Eastern Danube region: A land of authentic
experiences

A travel in the Eastern Danube Region has to relate to the experience as much as
to the activity. The Eastern Danube Region must provide to the traveller a mix of
activities that enable authentic, un-manufactured experiences

As such, the Eastern Danube Region guests will undertake a range of activities
during their stay which go beyond the purely physical and that will include
interaction with the environment and cultural learning or exchange – all designed
to provide them with an authentic and unique experience of the Eastern Danube
region

In conclusion, the Eastern Danube region must provide sustainable ways to explore
the region, for very precise visitors’ segments and with an adapted promotion
strategy based on specific tourism products e.g. cycling, walking, wildlifewatching and sailing.
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ZONING AND SEGMENTATION
STRATEGY
Couple market/products for the three zones

A diversity turned into opportunities
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Couple market/product for the West Zone

Market

Existing

New

Market penetration

Product development

Product
Existing

- Nature tourism
- Active tourism

New

Market development
- MICE
- City break
- Cycling activities

- Cultural tourism
- Wine & gastronomy
tourism
- River activities
Diversification
- Cruise
- Sailing tourism
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Couple market/product for the Central Zone

Market

Existing

New

Market penetration

Product development

Product
Existing

- Cultural tourism
- Active tourism

New

Market development
- MICE
- City break

- Wine & gastronomy
tourism
- Rural tourism
- Wildlife/ Nature
tourism
- River activities
Diversification
- Cruise
- Sailing tourism
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Couple market/product for the East Zone

Market

Existing

New

Market penetration

Product development

Product
Existing

- Seaside
New

- Spa
- Thalasso

Market development
- MICE
- Cruise
- City break

Diversification
-

Rural tourism
Active tourism
Cultural tourism
Wine & gastronomy
tourism
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ZONING AND SEGMENTATION
STRATEGY
A common product development toolbox for the Eastern Danube
Region

A toolbox for product development

As we have seen it in the previous slides, the three zones have a different but complementary
positioning. Indeed, the product development strategy that must be implemented in the Eastern
Danube region is a common one but with different priorities in the three zones.
Therefore, we have developed a common toolbox for product development that includes:


A product enhancement strategy



A segmentation of the expectation of the clienteles by tourism products



A methodology for the product promotion

The following slides will illustrate this toolbox for the common tourism products that must be
enhanced/developed in the three tourism zones.
All these common tourism products can be considered as active tourism products and we will,
therefore, start by a description of the clientele of Active Tourism.

Active tourism emerging consumer trends
Sociability
• Solo active travellers are more likely to participate in small group holidays, and 61% of those who have
taken a small group active holiday will take another one. The perceived benefits of travelling in small
groups include:
• Meeting like-minded people
• Sharing an experience
• Acceptable and safe solo travel, particularly for females
• The opportunity to network online, before and after travel

Sustainability
• Demand for ethical and environmentally sensitive travel is predicted to quadruple over the next three
years, and consumers are attracted by the active travel industry’s more and more important commitment
to responsible and ethical travel.

Decline in self-packaging
• Whilst there will always be a band of ‘enthusiasts’ who have the necessary knowledge and training to
organize their trip independently, it is likely that there will be an increase in visitors organizing their trip
through an established active/nature travel supplier.

Authentic travel experiences
• With greater awareness of active travel experiences and destinations being generated through the media,
demand for ‘off the beaten track’ holidays has rocketed. Demand is likely to grow further for ‘under the
skin’ authentic travel experiences that cannot be obtained through guidebooks.

Families that play together stay together
• Demand for family active holidays is set to grow, as families spend more quality time together. Parents
will increasingly supplement traditional sun, sea and sand holidays with aspirational and active
experiences which enable them to learn new skills together.
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Active Tourist Profiles


Activity holidays are usually seen as a supplementary break rather than a main holiday,
particularly by the domestic market.



The common perception is of the ‘activity’ tourist as a young, independently wealthy individual
without family commitments. However research has found that the market for active holidays
crosses socio-economic groups, ages and genders. Active travellers are therefore equally likely
to be single or married, and male or female.



Compared to other visitors, active travellers place a higher importance on exploring new places,
enjoying nature and engaging with local cultures.



37% of active travellers tend to travel as a couple, 25% travel in groups, individuals make up 21%
of the market, and families 17%.



Around a quarter of people choose ‘soft’ adventure holidays, enjoying cultural activities and
things like bird watching, so it’s important not to forget to target these markets.

The market can be split into three broad categories:
Gen Y + Gen X
 High disposable
income (young
professionals who are
:me poor)
 Smaller budgets
(students, recent
graduates, lots of :me,
low budgets)

Baby Boomer
 > 45 – 64 years
 Large budgets
 Looking for
adventure by day,
comfort by night

Other
 Moving towards
 ‘Wanna be’
adventurers, with
aspira:ons which are
as yet unfulﬁlled
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Active Tourist Profiles
There is increasing interest from near-European countries in the outdoor activities that the Eastern
Danube region can provide. Research has show that along with other activities, walking and hiking are
particularly important to certain markets.
France: walking/hiking

Spain: exploring the scenery and walking

Germany: walking/hiking

Austria: exploring the scenery and walking
Italy: exploring the scenery

The Netherlands: exploring the scenery and walking
Indeed for French and German tourists, walking is considered to be one of the most important elements
of their visit.
Who

Holiday likes

Trend

Attitude

Seniors

Big fans of edutraveland
Cruises
City breaks and sightseeing

Time rich
Open to new challenges and
opportunities
More money to spend on themselves
Less apologetic of fun and frivolity

Like comfort, no hassle and
variety
Increased in health and ways to
stay young

Families

Activities need to be child
friendly
Being around other families

Time poor
More working parents
More single parent families
More grandparents in holiday group

Peace and quiet and the kids
occupied
Kids being happy makes them
happy

Affluent singles

Adventure sports e.g.
Cycling Water sports, Rock
climbing, Walking
Lots of variety
Key events and occasions

Money and freedom
Need to relax and escape stress
One in 4 women expect to be
childless
Very conscious of time and energy
they give to things.
Want things to be made easy

Being pampered
Hate boredom
Crossing off a to-do list
Want to feel re energized
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How to reach potential active travellers ?

How to reach potential active travellers

Communicate differently

Provide exciting information

Working with the consumer

If the aim is the consumer, Public and
private tourism stakeholders must be set
Active travellers are naturally inquisitive Technological developments now give
and have adapted to the new world of
customers the opportunity for a virtual
up to reach visitors who pre-plan and
social media with ease. Word of mouth is “try before you buy” experience
pre-book their activity as well as those
extremely important and web forums
To include video footage of activities on who choose to book once they have
and blogs are therefore heavily used to
promotional website to give potential
arrived in the destination. An obvious
visitors a flavour of what they can
example of this would be a cruise on
pick up personal recommendations.
It will be crucial to communicate with
expect
Danube which can be booked on a local
them in their own particular online
Use Google Earth to highlight trekking,
basis, possibly on the same day. This
world, particularly via: Facebook
walking and cycling routes, photos from type of business results from ‘on the
accounts, Twitter, Youtube, blogs and
previous visitors to bring the website
ground’ marketing communications such
and marketing material alive
as leafleting in Visitor Information
forums.
Centres or cross-selling between local
businesses.

Tourism products in the
Eastern Danube Region

Walking/Climbing
•Mountain walks/treks, long distance
trails, rock climbing and
mountaineering

Cycling/Biking:
•Cycle touring and mountain biking

River Activities & Sailing tourism:
•Canoeing, kayaking and rafting
•Sailing on the Black Sea and Danube
river

Wildlife/Nature watching:
•Boat and vehicle excursions and
walking

Sea Activities:
•Sea sports
•Sun & bathing

Cultural activities:
Cultural events
Architecture, Engineering and Built
Heritage

Wine & Gastronomy Tourism:
Wine tasting and visit of wine cellar,
Gastronomy and participation to
culinary festivals

Biking tourism
Who are biking tourists ?
Nowadays, biking is the perfect social activity for families, an alternative day out for older couples, and an
exciting new challenge for beginners. The idea of a healthy adventure activity, where you can just pick up
your bike and go, has grabbed the imagination of the mass market. It plays into current trends of health
and wellbeing for body and soul, and the search for new, authentic experiences – and this growing interest
is proving very lucrative for tourism businesses.
Mountain biking is an activity that involves riding off-road, over natural or purpose-built paths and tracks. It
can be enjoyed by nearly everyone, from young to old and from family groups to serious enthusiasts.
Knowing your markets
To provide the best possible experience you need
targeting and what they want.

to have a clear idea of what types of bikers you are

Bike enthusiasts

Leisure bikers

Have biking as a key driver for their visit

Have the destination as a key driver for their visit

Want to enjoy biking as the core part of their visit

Want to enjoy biking as a part of their overall holiday
experience

Are looking for top class biking facilities, and the prospects
of variety and challenge

Are looking for other activities to do during their stay

Want to be able to plan in advance so need lots of detailed
information

Tend to be more flexible in their planning

Will bring their own bikes/equipment

Will need equipment provided for sale/hire

Are seeking the ultimate experience in terms of cycling and
the environment and want to improve their skills

May be new to cycling as an accessible leisure activity which
they can enjoy with their family

Will appreciate suggestions of things to see and do on rest
days

May need more information/marketing to persuade them to
visit

Some necessary services for bikers
.

When considering the tourism opportunities of biking, we must avoid thinking just about specialist
bikers who live and breathe the sport. In fact the leisure market is showing real growth potential
and is a more lucrative market to target. Here are some key products and services that a biker
looks for during a visit:
Accommodation
A confortable post biking experience.
A place to wash bikes (outdoor hose); a drying room for
clothing, shoes and other equipment; facilities to wash and
dry muddy clothes; a hot shower whenever required

Visitor attractions
Information about other attractions
Display leaflets and flyers to show the wealth of attractions
on offer and give them more reasons to return to the area

Bike security.
A garage, shed or basement could be transformed into added Information about biking
value for your business, as it could be used for any
Sell bike guidebooks or maps of the area.
adventure sport equipment
Trail guidance
Know where your nearest graded and wild trails are. You
could put a large map or area map in your hall or guest
lounge.

Eating and drinking

Location information
Provide an information pack of local biking opportunities,
bike hire companies, bike shops, trails, guides,
transportation options and choices for eating out.

Flexibility
Be flexible about meal times. Offering meals later into the
evening and earlier in the morning allows you to cater for
riders who have been out on day trips or riders who have an
early start.

Wi-Fi
Provide free internet access so visitors can book equipment,
prepare their journey or send pictures about their journey
to their relatives

Energy foods
Offer energy foods such as sports drinks, cereal bars and
bananas during the day and good portions in the evening63

How to reach them ?

Bike enthusiasts

Leisure bikers

Promote biking as the best way to experience
Eastern Danube region given the sheer variety and
challenge of the landscape

Promote biking as part of the Eastern Danube
region outdoor experience, open to everyone – not
just the die-hards!

Acknowledge skills levels and individual needs

Promote that itʼs a way to spend time together,
opening up new experiences for fun and
exploration

Provide information about improving skills and
meeting new personal challenges

Provide information about the wide range of trails
and emphasise the accessibility of trails and
tuition for beginners

Provide information about bike storage, washing
and repair

Provide information about bike and equipment hire
and how to get to the nearest trails

Direct them to Tourism Information centersfor
information about joining group activities and
provide links to bike tour operators who can
organise challenging day rides, especially useful if
they havenʼt biked in Romania or Bulgaria before

Create special trail information in the Tourism
information centers for more route information,
guidance and tuition

EUROVELO 6 (Atlantic Sea to the Black Sea route)
The Eurovelo route 6, which crosses the Eastern Danube Region, is one of the most popular and
well promoted Veloroute at the European level. A development of the biking infrastructure and
facilities will have, in a very short term, direct and indirect benefits in the region. This
development must be made steps by steps, starting by the creation of strategic nodes linked with
the main emitting poles of tourists.
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An example of strategic nodes to be developed
Strategic Concept

Wildlife tourism in the Eastern Danube region
Eastern Danube area has an abundant range of rich and unique wildlife and habitats. The Danube
creates unique habitats that are home to numerous species, including endangered species also.
The Danube River Basin, including its tributaries, is home to around 2,000 plant and 5,000 animal
species, including numerous endangered or nearly extinct species most of which are aquatic or
water dependent. Many mammals live along the shores of the Danube River and in the higher areas
of the Danube Delta that cannot be reached by waters. Otters, minks, muskrats, foxes, black bears,
wolves, polecats and hares are to be found along with tortoises, adders and colonies of snakes. The
highly diverse ornithological fauna of the Danube Basin and its delta, counts over 250 species of
birds, like herons, eastern flossy ibises, small cormorants, golden eagles, black-winged eagles,
avocets, pelicans, reed nightingales, singing swans, plovers, polar grebes, half snipes, cranes,
golden eagles, egrets, mute swans, large cormorants or Mandarin ducks.
Wildlife tourism, especially in rural tourism industry offers endless opportunities for visitors to
enjoy the wildlife around them in a less formal way. Having a city as a attraction for tourists
doesn`t mean that wildlife opportunities are less relevant. According to tourism surveys, a third of
urban tourists make an excursion out of the city during their trip. This can be an important
argument for linking wildlife tourism with city tourism to create an attractive package for visitors.
What represents wildlife tourism:
•
•
•
•
•

Bird watching
Wildlife cruises and charters
Photography
Spotting single species
Nature spotting in kayaks

•
•
•
•

Guided wildlife walks
Fully inclusive wildlife watching holidays
Enjoying wildlife as part of a walk, bike ride
or visit to an attraction
Enjoying gardens and looking at plant life
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An example of segmentation: Wildlife visitors
Wildlife visitors forms a diverse group , with most noticeable contingent being middle-aged,
professional and middle-class couples travelling without children, many of them members of
different bird protection associations.
Level of wildlife
interest

Key attributes

Serious enthusiast







Wildlife watching opportunities have motivated their visit.
They may be interested in all types of wildlife, or may be enthusiastic about a specific species.
They may go in search of wildlife themselves, rather than use guides or join tours.
They will want to learn more about wildlife from experts.
They are likely to have their own equipment, which may be valuable.

Active interest

 Seeing wildlife is an important reason for the visit but not the only reason.
 They will often want advice on where to watch, and are more likely to take organized wildlife
tours.
 They want to find out more about particular species and, if with families, will want an
educational element to their activities.
 They may have their own equipment.

Passing interest

 They will be looking for an authentic Danube-Black Sea experience, and wildlife could enhance
that.
 They will want wildlife watching to be comfortable and easy, therefore may not realize that
animals may be a long distance away or that they may have to wait some time.

No interest in wildlife  These visitors are unlikely to watch wildlife but may accompany others who are interested.
 They may not be excited by the thought of a wildlife trip, but may still enjoy the overall
experience, especially if they see something memorable.
Children

 They will have varying levels of interest in wildlife, but will enjoy spotting things.
 Will prefer doing things, rather than just having to listen and keep quiet.
 Their attention span is likely to be limited.
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Promoting wildlife as a year-round activity

Taking into consideration the climate of the Eastern Danube region, May, June and September can
bring the most wildlife tourists. However, the region can offer wildlife experiences almost all year
round and in many ways, from spring to autumn the region offer the best experiences.
By highlighting to potential visitors which species or events they can view at different times of year
it my be possible to attract more off-peak business and extend the tourism season.
Helping visitors see wildlife on a walk or adventure activity is a powerful way to enhance their
experience. It can influence their decisions to come back and to recommend the experience to
others. It also gives us that all-important way to differentiate the Eastern Danube region from its
competitor destinations and give visitors another reason to choose to come here.
Marketing wildlife tourism
Promotion campaign must promote the “beautiful wildlife, habitats and picturesque landscapes” of
the Eastern Danube area in key tourism markets.

Promoting wildlife as a year-round activity

An example of e-marketing tools:


Include a seasonal section on the website, telling people what wildlife can be seen at different
times of year



Seasonal information should be localized to the area and include links to forthcoming wildlife
events or festivals. It is essential to keep such links up-to-date, and not have long-past events
listed in “what`s on” sections.



Blogs, photos and Twitter are goods channels for showing seasonal wildlife events – from a blog
entry recording the arrival of the first wave of migrating birds, to a photo of an eagle in the
depths of winter.
Wildlife tourism marketing tools

Free wildlife and nature images
that you can use in marketing
materials

A programme of partner events
that you could join up to, such as
wildlife festivals

Suggested itineraries for wildlife
and nature-themed tours that you
can promote to visitors

Sailing tourism in RO-BG cross-border area
Sailing can be an expensive pursuit and traditionally attracts people with a high disposable income.
Given this association with the luxury end of the market, itʼs no surprise that sailing is a good
business sector, which attracts large numbers of high-spending visitors. But this visitor market is
actually widening as sailing becomes more accessible in terms of opportunities and costs.
Current tourism trends are attracting a whole new audience of participants, such as the visitors who
are looking for authentic experiences and are keen to sample our local produce. Others may
combine a sailing trip with cultural tourism, wildlife- watching or photography, mixing their love of
scenery with a taste of the ʻrealʼ Romania and Bulgaria.
The presence of the Danube river
A unique coastline
What makes RO-BG crossborder area stand out ?

A natural freshness and unspoiled scenery
An uncrowded environment
Sailing option on Danube or on Black Sea, for expert and relative
beginners also
A wide variety of wildlife

Sailing tourism trends
Search for new experiences
• People now trade on experiences more than they do on material possessions. They are
constantly looking for new ways to learn.
Environmental concerns
• World travellers are aware of the concept of carbon footprints so if they can find a holiday of
equal quality at home, cutting back on travel time and emissions, then many will be happy to
try it. Responsible sailing is a green activity that still provides an exotic experience.
Social inclusion
• Sailing has the ‘cool’ factor, and visitors want trips that they can talk about and use as
‘currency’ among peers.
Wellbeing and connecting with nature
• For many people caught up in busy lives, a holiday surrounded by clean air and clean water is
the perfect antidote.
Increasing availability of information
• With the accessibility of information online, people are more aware. Information about new
opportunities and destinations that might previously have passed them by are now just a
click away.
Convenience culture
• Visitors want it all, and now. They can enjoy fantastic scenery from the comfort of their own
boat; the convenience of self-catering, with the joy of being mobile.

Visiting boat expenditure

Visitors coming to enjoy sailing and on cruises over the Danube and the Black Sea tend to come in
groups, so the total spend per boat night can be relatively high. If nearly one third of this
expenditure could be on tourism activities, then there is clearly money to be made for everyone
from food providers to local attractions.
The make-up of cruising visitors and their interests can vary greatly, for example all-male groups
may be interested in winery visits and action-packed activities, whereas family groups may be
looking for more relaxed dining and greater amenities.
Cruise visitors have the potential to spend a lot of their docked time ashore. After many days on
boat, they will be keen to relax on dry land and are likely to spend money on food and drink,
entertainment and occasionally accommodation. However, their sailing activity is weather and time
dependent and advance planning can be a problem, so itʼs important for businesses to be really
flexible.

Visiting boat expenditure

Benefits of sailing tourism to the economy

 Sailing visitors are generally yacht cruising holiday-makers who sail into a destination and spend at
least one night there. But they can also include yacht racing participants, sailing event and festival
visitors, sailing package holiday or independent cruising sailors.
 Crewed boat businesses are either owned independently or operated by a tour operator, and tend to
offer day-type excursions like sport fishing, diving, wildlife-watching, and can run short cruises of up
to a week or more.
 Sailing-specific commercial enterprises are the dedicated facilities and services needed to
accommodate sailing, and they include marinas, boatyards, moorings, marine equipment supply
shops, chandlers and marine financial services.
 Sailing tour operators offer day excursions on a crewed boat, however tour operations can involve
management of resorts, operating multiple bare and crewed boat charters, offering sailing courses,
and organising rallies and flotillas.
 Sailing events which include regattas, organised social events, conventions and trade fairs.
 Specific commercial businesses in a community such as taxi drivers, car rentals, travel agents, banks,
restaurants, supermarkets and entertainment.

How to attract sailing visitors and cruise tourism

Sailing visitors and cruise tourists are particularly keen to pick up recommendations from online
enthusiasts.
Use customer testimonials and photos from previous visitors to really bring your website and
marketing material alive.
Think about logistics of getting sailings visitors and cruise tourists from the boats to the main
services and facilities in the local area.
Encourage sailing visitors and cruise tourism to stay longer in the area by working with others to
develop new packages and experiences that will appeal to sailing visitors.
Provide for cruise tourists informative brochures about the region and local attractions as soon as
they take off from cruise ships.
Create special routes for the cruise tourists as they have limited time to visit the surrounding and
the region.

Culture Tourism, Events and festivals
Come on a cultural tour in the Eastern Danube Region:
Cultural tourism in broad terms, includes:
– Built, natural and historical heritage(buildings, gardens, castles, stately homes)
– Cultural heritage(museums, galleries, traditional arts, culinary culture)
– Contemporary culture(music, film/TV, fashion, performing arts)
Events and festivals provide a compelling reason for visitors to visit the region and provide a
memorable experience while they are here, cultural tourism is a fantastic resource for tourism
.
businesses. Tourism
public stakeholders in the Eastern Danube Region must foster and support the
creation of yearly cultural event that will give visitors an authentic taste of region`s life.
Successful events and festivals will help tourism businesses by:


Increasing visitor spend in the area



Encouraging visitors to stay longer



Extending tourism season or boosting your off-season



Improving visitor awareness of the area



Increasing local pride and community spirit



Strengthening regional values and traditions
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How to enhance Cultural Tourism in the Eastern Danube
Region ?
The Eastern Danube Region can provide to its local and foreign visitors a very rich cultural heritage,
as the one located in Veliko Turnovo. The region can easily become a short break destination for
cultural tourism for tourists emitting basins such as Sofia or Bucharest.
Category

Services to be developed

Architecture, Engineering and Built
Heritage

Provide information on local buildings of interest – how to get
there, ticket details and opening times

Music

Provide visitors with information about traditional and modern
music listings

Theatre and Dance

Display a list of shows and times of what is on. Present traditional
dance in an attractive manner and organize periodical shows for
tourists.

Visual Arts, Museums and Galleries

Offer season tickets to encourage repeat visits from local visitors
Galleries must provide excellent food and drink offerings and
local products in order to increase their incomes

Textiles and Crafts

Create workshops so visitors could see some of traditional crafts
in action, or even try them.
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A focus on Event and Festival tourism clientele
Event and festival tourism is one of the fastest growing forms of tourism. And though we may first think
of what potential extra visitor spend these events can bring to an area, the positive impacts are not
purely economic – there are social and environmental impacts, too. We have decided to focus on this
segment of Cultural Tourism as it is a less known one in the Cross Border area but due to the proximity of
main tourism emitting basins and to the need to promote the area, it can be one of the most fruitful
tourism product to be developed in a short term period.
POSITIVE EFFECTS OF EVENTS OR FESTIVALS

SOCIAL

Improved reputation – a successful event or festival can highlight the best of what your area has to
offer and send out a positive message to future visitors.
PR/media coverage – bringing attention to your area through an event or festival raises awareness
among potential visitors of what you have to offer, and can increase local pride and community spirit.
Community involvement – bringing the community together to promote the area helps to create a
more joined-up experience for visitors and helps you to work together to target more visitors for all.

ECONOMIC

Extend the tourist season – the fixed length nature of events and festivals encourages visitors to stay
for the duration of the event and for longer than they might have.
Spread the spend – events and festivals can boost an area’s off-season, and help to spread spend by
geography and season.
“The ripple effect”– it’s not only the businesses directly involved with an event or festival that will
benefit from the spend. Visitors will also be looking for places to stay, places to eat and local
attractions to visit while there.
Legacy – a themed event or festival can also attract visitors that would otherwise not have come to an
area, which means businesses can reach a whole new audience.

ENVIRONMENTAL

Sustainability – if handled sensitively, an event or festival can support the local economy and allow
preservation of its natural assets.
Preservation of heritage – by celebrating the unique culture of an area, we are helping to preserve
that heritage for generations to come, while giving visitors an authentic experience of life in the
Eastern Danube Region
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The needs of “festival or event” visitors
Event visitor type

What they may want

What they may need

Participant

Easy to find/navigate website
Surprise added value, e.g. welcome gift,
such as an item from a local craftsperson
with their business card/studio address

Comfortable accommodation with easy access
to venues
Flexible meal times
Wi-Fi access
Instant/quick booking response
Highest quality customer service

Participant
entourage

Advice about the local area and proximity to Space for storing equipment
other facilities
Details about parking
Details about group activities in the area
Staff who speak their language

Spectator

Information about other events taking place
during the time of their visit
Information about events going on at other
times in the year

Local food and drink options on the go
Transport options

Day visitor

Information about transfers to and from the
event
Web access via mobile technology

Information about wet weather options/
somewhere to dry off
Food and drink options

Overnight visitor

Information on other things to see and do in
the area
Flexible meal times

Accommodation close to the event
Details about authentic eating options

Special interest
visitor

Knowledgeable staff and local product
knowledge
Special themed offers

Testimonials from other like-minded visitors
Personal
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Key recommendations to market an event
The promotion of events and festivals need a specific marketing work, before, during and after
the event in order to ensure its success and its sustainability for the forthcoming years.
Therefore, we detail in the next slides some key recommendations about how to promote events
and more important about how Public and Private stakeholders can collaborate in this scope.
Before the event

• To establish the event – set up a domain name; set up social media presence with Facebook
and Twitter -allowing to develop a relationship with potential attendees and start a blog to
excite and engage potential attendees during the build up
• To start communicating – create a content roll-out plan to include exciting news
announcements, images from past events, competitions and incentives
• To make posts shareable and interesting, and demonstrate the ‘personality’ of the event
• To promote through an online presence – in PR, marketing materials and email signatures
• To cross-promote between the event website and social media sites at the Eastern Danube
region level

During the event

• To encourage visitors to ‘check-in’ to the event with small rewards in order to increase the
online visibility
• To encourage visitors to share information about their experiences through their own social
media
• To stream parts of the event with live online video through the event’s website
• To share images of the event in real time
• To generate discussion about interesting bits of news and gossip related to the event

After the event

• To blog about the highlights of the event
• To ask event-goers for feedback and get them to post their favourite pictures
• To keep the fanbase engaged in the build-up to the next event by tweeting updates and
posting competitions on Facebook
• To measure how successful social media was in spreading the word and to review the
marketing plan
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Collaboration methodology between public and private
stakeholders
How private tourism stakeholders can collaborate with event organizers and cultural providers
To promote the events as an additional incentive/perk for existing visitors – through email, on your
website, social media and blogs.
To have a ‘what’s on’ page with links to this and other events in order to encourage a visitor to book with
you.
To collaborate with other attractions/accommodation providers to create a package deal to tie in with
events.
To advertise with event organisers, and to offer promotional offers to visitors.
To build themed activity around the event. For example to create a special short-term menu linked with
the event
To talk to event organisers about other special services that private stakeholders could offer for event and
festival visitors that will fit with their planned activity, such as early breakfasts or late dinners.
To offer transport to and from the event – or to work with event organisers to arrange transfers.
To collaborate with other tourism businesses to create a ‘joint’ pass for visitors who may be on a short visit
without much time to plan. The “joint” could be a multi-experience attraction and restaurant pre-paid
pass.
To attend to the event as a business and to showcase its own products
To engage with visitors for pre and post stays even if the accommodation is not based right next to where
the event is taking place.
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Food and culinary products

Todayʼs visitors are looking for a ʻfood experienceʼ where they can sample a local culture through
the food and drink of the region. By offering the fresh ingredients and local dishes that visitors are
looking for is more likely to attract them in the first place and entice them back. Delight visitors
and they will tell their friends about their holiday.
Providing good food for tourists will improve the whole experience:
•
•
•
•
•
•

More visitors
Longer visits
Higher visitor spend
More satisfied customers
Better recommendations
Improved reputation

Why is food tourism important for the region?
In today`s competitive market good food is a really powerful means to attract and entertain
visitors, and they will spend more on all areas if the food offered have quality.
The retail sector does this successfully by promoting food as an integrated part of their experience
– a “total shopping” experience means that consumers shop for an extended period and will spend
significantly more than anticipated.

Food as part of the experience

Food as part of the experience
• VISITOR ATTRACTIONS
Many attractions consider food to be a secondary part of their offering, but in fact food is
crucial to growing revenue by creating a complete visitor experience. The catering revenue for
places like visitor centers grows quickly in relation to how long a visitor spends at the
attraction.
• EVENTS AND FESTIVALS
Provide good food at your event and people will stay longer and spend more. It gives you that
‘something special’ that makes your event distinctive and adds to the atmosphere. Festivals are
an opportunity to highlight regional diversity through food, by providing visitors with culinary
learning opportunities, while also generating income for suppliers and producers.
• FOOD AND DRINK ATTRACTIONS
With a growing interest in authentic tourism experiences, businesses have a great opportunity
to develop their offering into a tourist attraction. In their desire to get closer to the food they
are eating, visitors will pay to watch and learn about their food of choice. Culinary attractions
put food at the centre of the experience – often this will involve tours or demonstrations as to
how a food item is produced.

MARKETING ACTION PLAN
A common marketing plan for the Eastern Danube Region

1 major
strategic
objective

2 priority axis

Materialized in 7
intervention axis
2. Development of MICE
tourism

12 actions/projects
3. Eastern Danube towns partnership for
MICE development
4. Creation of thematic trails and greenways

Tactical tools

3. Accessibility of natural
and cultural heritage

4. Nature tourism

5. Tourism information infrastructure
6. Creation of special low-season products
and packages
7. Creation of specific cultural events for the
region

5. The Eastern Danube
on-line promotion

Creation of a
Common
institutional
infrastructure:

1. The Eastern Danube
Tourism Cluster

Head of
strategy,
management
and promotion

8. The Eastern Danube on-line portal:
tourists and professionals
1. Creation of a tourism cluster for the
promotion of the Eastern Danube Region

2. Creation of The Eastern Danube
Convention bureau
6. The use of the Eastern
Danube cross-border
territorial brand

9. A common brand for the cross-border
region

10. E-reputation

Destination
promotion
7. Promotion

11. Ambassadors club
12. Internet and social media promotion
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Strategic action 1: . Creation of a Tourism cluster for the Eastern Danube Region
Objective

 Piloting (and partially financing) the promotion of the Eastern Danube region
 This action needs to identify the main stakeholders that can create the Eastern Danube Tourism cluster. They will
be the founding members of an association that will implement the present marketing plan actions
 The cluster’s activity will have a direct impact on a visitorʼs/touristʼs travel in the cross-border area in all its 3
sequences :
 Before : the locations and attractions animated and promoted by the association create the territoryʼs
attractiveness

Content

 During : the association should play a leading role as an access facilitator for the tourists to the local crossborder tourism offers
 After : the association will act for obtaining customer loyalty through on-line marketing tools, feed-back
collection and distribution, etc.
 The cluster will also analyze the tourism economy and its statistics in the cross-border region, in order to decide
on strategic marketing product on selected markets, measure the effectiveness of marketing activities, manage
tourism-sector crisis (exogenous shocks, etc.) and account of its activities to its members
 The cluster will provide the tourism professionals toolboxes for tourism product development, urban and
territorial development strategies and policies, sectorial policies (transport infrastructure, rural development...)

How? (method)

 The creation of a working group composed of representatives of the ministries in charge of territorial
development/tourism in RO and BG, county/district authorities, main tourism professional stakeholders in the
area (tourism associations, accommodation companies, transport companies, tourism agencies, tour-operators)
that will discuss the modalities of the creation of the cross-border cluster: legal (what law shall govern it,
statute formulation, responsibilities), structure (HQ, personnel, managing team, offices in the territory, etc.)
and financing (contributions, public financing, EU funded projects, local tourism taxes, etc.).
 A first draft of the Statute of the association will be published and used to attract new members

Output indicator

Creation of a tourism cluster with key tourism stakeholder as its members (county councils, hoteliers, etc.)
No. of partners/members

Result indicator
Participating
stakeholders

Number of promotion activities implemented
The tourist flows to the cross-border area
Tourism professionals, local public administration

Who is in charge of
monitoring?

The Eastern Danube Tourism
cluster
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What is a tourism cluster?

It is necessary to avoid a simple superposition of the industrial cluster on the tourism sector of the
cross-border area:
– It would be irrelevant since it relies on complex synergies that apply only in well-developed
sector where outsourcing or economy of scale are crucial issues
– It would bring an unfitted instrument to an unadapt area
Some definitions


Beni (2003) defines tourism cluster as a set of attractions with touristic differential,
concentrated in a limited
geographical area with facilities and services of quality,
collective efficiency, social and policy cohesion, with coordination of the production chain
and of the cultural associations, and with excellent management of companies’ networks
that generate comparative and competitive advantages



Costa (2005) adds that to the cluster’s development in the tourism field should be included,
the accommodation services, restaurant and beverages services that represents the static
elements of the sector, transport services for passengers, the agencies travel services and
tour operators, and rent-a-car services, which are called as mobility elements
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What is a tourism cluster?

Our definitions
– A cross-border tourism cluster would be an initiative of both public and private stakeholders
that will coordinate them and adapt or create related policies in order to foster the
creation of an attractive destination answering a touristic demand with an offer based on an
natural, cultural or heritage asset of the region. The cooperation and the approval of all
stakeholders will benefit them financially ( more frequentation) socially ( recognition of
their work, breaking of their isolation) and at the end will create a an attractive image of
the region and a greater customer value
– It is a way to structure a touristic destination, to create awareness, customer value and
opportunities of development for the region
– It is one of the best way to create an attractive destination that includes and valorises
all the key components of a destination sustainable success
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The key components to create an
attractive destination

1. A portfolio of natural and/or built resources that creates a comparative advantage and is meant
to be the basis of any further initiatives
–

It is for instance the natural and cultural heritage with its uniqueness and authenticity
that influence the positioning and the thematic of the tourism destination

–

It is also all the infrastructures, accommodations and human resources devoted to tourism

2. A competition policy oriented towards the creation of added value
–

The price and the quality of service is a key element of competitiveness, an attractive
destination has to rely on a competitive and structured tourism sector capable to adapt
dynamically the supply and the demand

–

To that purpose it is necessary to adopt innovative and integrated tools (ITC), to create or
renew their offers, to have reliable infrastructure, well-trained HR and eventually a
strong public policy for instance towards the preservation of the resources.

–

It implies therefore a collaboration between private and public stakeholders, a genuine
implementation of governance practices.
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The key components to create an
attractive destination
3. An institutional and public support of the destination
–

The communication and the attraction of main events are crucial for the promotion of the
area

–

There has to be regulation of the tourism sector as qualitative norms that permits to avoid
« black sheep » in the tourism sector that damage the image and the efforts of the other
operators

–

Finally the public authority has the responsibility to provide education and training, to
reinforce human capital in order to sustain the development of the destination

4. A clear and dynamic understanding of the market demand
–

The competition policy cannot be efficient if the destination does not provide products
and experiences that are in constant evolution in order to address new needs and new
trends moreover in a market with numerous niches and varieties of positioning

5. A tourism cluster approach
–

It is the link between all these components, the method that can help
dynamic of a common mobilisation of knowledge, energy and capital.

to spur the

–

The cluster is the connecting thread since it can allow tourism to become a central sector
in an area, to gather stakeholders around a strong and common identity and to generate
added-value by giving coherence, consistence and reliability to a destination
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An Tourism cluster framework:
Starting from “nothing” as a key leverage
When the tourism sector is young or inexistent, all destination players must work together by
identifying the elements that make up the destination, beginning with the reasons tourists will
travel to the area, the services available to them and the activities that support the tourist
services.
The objective that the organisations participating in it realise more economic profit than they
could as independent organisations in the market, while more tourists are coming more
steadily all year around while the natural values are conserved and sustained jointly.
The main policy priorities for the Eastern Danube cluster:
–

Infrastructures (enhanced accessibility stressing alternative and public transportations as
the use of bikes to reach protected areas)

–

Accommodation (financial incentives for inhabitants in order to be able to offer
modernised housing opportunities to eco-tourists)

–

Environment (Protection of the environment as a main priority since it is the principal
assets of the region)

–

Training (Language learning courses and basic training for services sectors as using a
computer for web browsing or basic tasks, knowing the most important regulations…)

The key components to create an
efficient tourism cluster

1. Baseline study
–

Gathering and identification of all the local assets (skills, resources) and stakeholders that
will be the core of the comparative advantage, of the specialization

2. Delimitation of the market
–

Identification of the target and of the market

3. Definition of the cluster’s nod
–

Choice of the thematic that will convey the image of the destination and unify and
integrate services and stakeholders

4. A communication plan, directed towards the customers and the cluster’s members, that:
–

Reinforces the external visibility of the area, the thematic image that the destination
wants to address to the demand

–

Reinforces the internal readability of the area which consists in federating the multiplicity
of stakeholders that may be at the same time
geographically concentrated and
economically separated and valorising their interactions by transforming isolated actions in
concerted and integrated ones.
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The key components to create an
efficient tourism cluster

5. Implementation of a business ecosystem
–

This economic community supported by a foundation of interacting organizations and
individuals allows to a better integration of services and to the building of
complementarities between isolated or heterogeneous players

6. Definition of result indicators in order to assess the cluster added-value
–

On the short term: rate of bed occupancy, spending per capita, part of the thematic in the
overall tourism profits, accessibility of the area

–

On the mid-term: Evolution of tourism linked employment, weight of tourism in the
regional GDP, development of specific skills
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Cluster Map

Related clusters
Suppliers and
related
instruments

Core Components

Supporting
agencies

• Infrastructure & Real Estate development
• Energy supplies
• Domestic retailers ( Handcraft, cafes, etc.)
• Hospitality Equipment suppliers
• Emarketing and management software

• Travel Agencies and Tour operators
• Attraction & activities
• Transport
• Accommodation
• Restaurant
• Government agencies ( National tourism
authority, Ministries of culture, Tourism or
Culture)
• Regional & local public authorities
• Education/Research institutions (Hospitality
training schools, etc.
• NGOs, professional associations, etc.
• Banking & financial sector

Agriculture/food/ wine
cluster
Textil, design & fashion
cluster
Real Estate/
Construction cluster
ICT Cluster
Transport/logistic
Cluster
Health cluster
Finance/ Banking
cluster

THE CLUSTER: A NECESSARY TOOL TO IMPLEMENT AN
EFFICIENT DISTRIBUTION STRATEGY


Industry Partnerships

Partnerships have become an increasingly important
approach for meeting the needs of various organizations.
Without partnerships it will be very difficult to design a
distribution system that will permit the ROBG cross-border
area countries to be seen as a credible destination.
There are many forms of partnerships that could be
envisaged including accommodation and transportation
companies and distributors. The issue of incentives is of
particular importance in the formation and sustainability
of successful partnerships.


Local tourism
associations

Private-Sector
Companies

Public Sector
Organizations

Coordination

The overall responsibility for the marketing strategy rests
in the first place with the CLUSTER where a Marketing and
Communications Working Group will be created.

International
Organizations

Partnership between the Cluster and local stakeholders
As part of the marketing strategy it is essential that each
local tourism stakeholder commits to the piggybacking
activities (A low cost market entry strategy in which two
or more firms represent one another’s complementary
(but non-competing) products in their respective
markets )
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Piggybacking on the Activities of the Tourism Cluster
One of the most cost-effective ways of getting the message to the target markets will be for the
Eastern Danube Tourism Cluster to collaborate with regional public and private stakeholders (counties/
districts , local tourism associations , private stakeholders, etc. ) in order to:
 Imbed the Eastern Danube Region tagline and logo in all of their campaigns, collaterals and
websites. This is a no-cost strategy that will begin to at least direct people to the regional website.
While promoting their individual sites or attractions can still tie them into the larger regional
context. This could be seen as mutually beneficial since people who might be attracted to a
cultural site in Bulgaria could be made aware of a comparable experience in Romania that they
may also consider visiting.
 Work together to either get free space at trade fairs through which they can promote the region or
distribute ROBG region collateral through each of their own booths.
Piggybacking on the activities of regional DMO must be seen as the minimum level of contribution and
cooperation. Without this type of cooperation the implementation of the entire marketing strategy is
called into question.
The Eastern Danube tourism cluster , as a Destination Management Organisation, will need to be able to
work with third-party distributors and technology providers. As part of this process, the cluster will
need to determine who specifically will develop and own the content. Therefore, the cluster will need
to ensure that somebody is responsible for maintaining the integrity of the destination’s brand. This is
not something that can be done by a volunteer working group but must be the responsibility of a
dedicated (part or full-time) employee who can help to ensure that the brand and identity of the
destination are maintained and a sustainable competitive position is created.
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Piggybacking on the Tourism Cluster website
All methods used for promoting the Eastern Danube region must be interconnected to create a
network of marketing instruments in order to target a large amount of prospective tourists.
The official website of the region will collaborate with all relevant actors from the region in order
to propose an updated and attractive content to the public. The website content will be created
by the Tourism Cluster but to assure a uniformity of articles and news it is recommended that all
involved institutions and organizations from the region’s tourism industry will send periodically
articles presenting new attractions, activities that tourists can do in certain locations,
accommodation offer, local newspaper articles, etc. Through these sharing of information, local
stakeholders will also have access to the activities, information of possible partners in order to
create new integrated tourism products. Better collaboration mechanisms will therefore appear at
the cross border level.
Furthermore the official website will integrate all social media accounts of the region and also
distribute content to them:

Eastern Danube cluster website

FACEBOOK

TWITTER

YOUTUBE

PINTEREST

BLOGS
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Piggybacking on PUBLIC RELATIONS ACTIVITIES
Public relations is a management tool designed to positively influence attitudes towards an
organization, its products, and its policies. Public relations will be an important tool when trying to
create the Eastern Danube Region as a destination and the Tourism Cluster as a credible source of
information.
The first basic PR initiatives of the Tourism Cluster will include the following activities:
 The cluster management team , working with other stakeholders, will ensure that through its
PR policy there will be cohesiveness in the message that is being portrayed/shared with all
stakeholders. The objective will be to ensure that there is a very clear and consistent positive
perception of the Eastern Danube tourism experience.
 Develop press releases for specific target markets in line with the campaigns designed by the
regional and counties local tourism associations.
 Utilize target e-newsletters in order to continually inform interested parties about the variety
of different programs/projects that the cluster and local tourism associations are developing
 Prepare short pieces to be included in the public relations activities of the public and private
tourism stakeholders.
 Utilize the Eastern Danube region website as a place in which to house the press releases;
keeping an electronic clip book of the press received will also increase search engine visibility,
something that advertising cannot do.
 Work with partners to ensure that the Eastern Danube region logo and messages are routinely
included in their different media programs whether they are digital or print-based.
It must be remembered that public relations does not directly influence nor is directly correlated to
increasing revenue; the main function of public relations is to develop a strong image and
connection with the public and target markets.
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Strategic action 2: . Creation of the Eastern Danube Convention Bureau

Objective

 The increase of the competitiveness and visibility of the Eastern Danube Region in the MICE field and
increasing the administrative capacity to steer this important tourism sector
 Promotion of the Eastern Danube Region as a brand and destination for meeting, incentive, conferences and
events by presenting the offer in this field in the area;
 Marketing the local offer on foreign markets, identifying potential clients (especially international events
organizers), participation on events for promoting fairs and exhibitions ;

Content

 Support for the clientele in its efforts to identify MICE providers in the cross-border area (contracting,
consulting, facilitation and intermediation, etc.) ;
 Creation of a department for economic analysis of the MICE sector in the cross-border area in order to better
orient the public policy in the fields with major impact on MICE tourism (local or national fiscal policy for
MICE providers, accessibility : transport infrastructure, public transport services and availability, Danuberelated policies, environement protection aetc.)

How? (method)

Output indicator

 For efficiency reasons, the Convention Bureau should be a sub-structure or a department of the tourism
cluster. Its creation should also be tackled by the working group mentioned in the first action.
 The financing of the activities of this department could be done through a combination of public funds
(national and/or local/municipality funds) and private voluntary contributions.
Positioning of the area as a MICE destination in Europe
Creation of the Eastern Danube Convention Bureau
MICE promotion activities in Romania, Bulgaria and abroad

Result indicator

Participating
stakeholders

MICE Tourists flows

MICE tourism professionals, public
local administration

Who is in charge of
monitoring?

Eastern Danube Tourism cluster
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Strategic action 3: The Eastern Danube towns partnership for MICE development

Objective

 Raising the awareness of the target clienteles on the MICE offer of the Eastern Danube and the creation of
specific, innovative and competitive MICE tourism products (packages) by the clustering of the main MICE
destinations from the Eastern Danube area
 Gradual creation of a network of towns/cities/MICE areas that have or want to develop in the area a new and
competitive MICE offer.
 The network should foster the creation of new MICE products that will package the professional tourism
products with leisure products, by capitalizing on the professional tourism hot-spots of the area and built
leisure tourism products that target the untapped demand of business tourists for leisure (e.g. hunting in
Calarasi and cultural sightseeing in Veliko Turnovo should be built into tourism products that take into account
the importance of Bucharest and Ruse as MICE attractors).

Content

 The network will be a « territorial » branch of the initiative behind the creation of the Eastern Danube
Convention Bureau. Its role will be that of a facilitator between local MICE and leisure tourism professionals
and the Eastern Danube Convention Bureau. It will thus be a loose informal association of local administrations
and major tourism professional associations and representatives, that will act as a « tutor » for the network of
smaller tourism providers and stakeholders (tourism associations, little owners, cultural institutions, etc.) that
will:
 Disseminate the activities of the Convention Bureau and explain the importance of MICE tourism in the
area
 Atract new members for the Convention Bureau
 Provide consultancy input to local administrations and/or tourism service providers for tourism product
development so that MICE is taken into account and the region offers a coherent and competitive global
touristic offer: MICE product development guidelines, indications on the latest trends, etc..

How? (method)
Output indicator
Result indicator
Participating
stakeholders

 The network should be a loose and flexible association that is animated by the Eastern Danube cross-border
Convention Bureau and composed of tourism or local development offices of the local public authorities
Number of active members in the network
The number of professional guidelines published and adopted by partner towns
The notoriety of the area as a MICE destination
The number of MICE tourists/events in the cross-border area
Municipalities in the Eastern
Danube area, the Eastern
Danube Convention Bureau

Who is in charge
of monitoring?

Eastern Danube Convention Bureau,
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Strategic action 4: . Creation of thematic trails and greenways
Objective

 Raising awareness/increasing accessibility to the Eastern Danube regionsʼs historical/cultural/folklore/natural patrimony
and increasing the attractiveness of the area by tapping the demand for proximity, short-break activities in nature
 Contributing to the emergence of a territorial brand for the area

Content

 Identification and promotion of thematic trails in the cross-border area to create the areaʼs identity as a coherent region
(they need to include both the RO and BG sides). It is obvious that the Danube is the backbone of such an enterprise.
 The themes need to focus on the real tourism assets of the area given the competition, the seasonality and the potential
clientele. As such thematic trails could be:
 Natural : based on the natural attractions of the area
 Cultural/urban: based on the urban landscapes of the area and its heritage and attractions
 Agricultural-folkloric: based on the traditions and specific rural landscapes of the area
 A combination of two or all of the previous. We can suggest an « Antiquity tour » (all Greek, Roman, Thracian and
Geto-Dacian heritage in the area), a « Balkans gastronomy tour » (including all the specific rural and urban areas
with gastronomic tradition on both sides of the Danube accompanied by the natural environment interpretation), a
« Lower Danube tour on …(horseback, kayak, bycicle, etc.) that could include all the above 3 aspects, a « Lower
Danube tributaries tour » for discovering the nature and local traditions of the areas of the mouths of the majors
tributary rivers of the Danube (Olt, Yantra, Iskar, Jiu, Vit, Srebrana, Mostistea, Lom, Arges, etc.), a « Ethnic
minorities tour » for discovering the multi-ethnicity of the area (Turks, Roma, Bulgarian, Romanians, Germans,
Tatars, etc.), etc.
 The thematic trails must be accessible by any means of transport, but given the Danubian character of the cross-border
area, the natural aspect has to be in the center with different types of greenways as the main form of tourist trail.
Greenways for boats, horse-riding, trekking and of course bicycle riding have to be built and/or marked.

How? (method)

 The fact that the EuroVelo Route no.6 is centered on the Danube and crosses the whole European continent from Nantes to
Constanta (Atlantic to the Black Sea) is an extraordinary asset that has to be capitalized upon by creating a greenway
backbone centered on the Danube in the cross-border area
 The financing of the first (mainly on the backbone of the greenways) thematic trails should be made by the ROBG Cross
Broder programme:
 The European signalectic system
 The latest highly cost-effective technologies for guiding the users (Bluetooth-based, mobile applications, 2D tags,
etc.)

Output
indicator

Available km of trails (built, marked)
Tourist flows on the trails

Result indicator

The tourism economy of the areas

Participating
stakeholders

Eastern Danube Cluster, Public &
private stakeholders

Who is in charge
of monitoring?

Eastern Danube Cluster
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Strategic action 5: Tourism information infrastructure

Objective

 Raising awareness/increasing accessibility of the Eastern Danube region’s historical/cultural/folklore/natural
patrimony through the creation of an on-the-ground informative infrastructure for the tourists
 The information infrastructure can consist in : tourist information points with staff, information material,
information signposts, interpretative infrastructures (observation of nature, information on cultural and historical
sites)

Content

 Creation of the infrastructure of tourist information points in the main entry points of the area (the main urban
centers of the area like Constanta, Ruse, Craiova, Pleven, Vidin, Silistra, Veliko Turnovo, etc.) in order to raise
touristsʼ awareness on the territoryʼs attractions and tourist services that are either less known (or unknown) or
that are less accessible
 Given the importance for the cross-border area to retain transit tourists and raise their awareness on the regionʼs
attractions and tourist services, the un-staffed information infrastructure is essential because of its 24/7
availability. This infrastructure needs thus to be highly visible. New technologies can also be used in this case in
order to provide a highly cost-effective and sustainable solution for the tourist information network (stickers with
2D tags, new bluetooth technology, etc.) in area isolated but crossed by tourist transit.
 All the elements of this infrastructure should provide both practical guidance (where to stay, prices, schedules,
what is needed to visit different natural spots, etc.) and information on the Eastern Danube attractions

How? (method)

 The Eastern Danube cluster should draft a coherent strategy for the creation of the informative infrastructure to
decide : what types of elements should be financed, what time frame for the roll-out, what public administration
input is necessary, budget, financing sourcing and key territorial points.
 The association will then work closely with the local and district/county administration in order to implement the
strategy and build the information infrastructure

Output indicator

Creation of tourist information points in the main urban centers of the area and the main transport hubs (or critical
points where main Eastern Danube attractions are nearby)
Information infrastructure is rolled-out and functional

Result indicator

Participating
stakeholders

Increase of the tourist flows
Increase of touristsʼ awareness on the Eastern Danube region attractions and tourist products
Eastern Danube cluster, local
and county/district
administrations

Who is in charge
of monitoring?

Eastern Danube cluster
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Strategic action 6: Creation of special low-season products and packages

Objective

 Emergence of a new generation of tourism products built on local specificities that manage to attract tourists during
the tourism low-season (autumn, spring and even winter)

Content

 The proximity with important emitting national basins (Bucharest, Sofia, Varna, Constanta) needs to be capitalized
upon by the region through the use of its specific character and attractions for a new and more positive positioning
on the low-season market. The demand for short-stay trips in the nature and for sight-seeing (including culture and
urban leisure) not far away from home is very important in towns like Bucharest and Sofia. The Eastern Danube crossborder area has to tap this demand by offering new tourism products for short breaks and short holidays outside the
summer period.
 These products must be based on the authenticity of the area and on its still unknown heritage. The products might
be :
 Agro-tourism products that combine
• Accommodation
• The discovery of the traditional agriculture and folklore of the local communities
• The discovery of the specific Eastern Danube cross-border area natural environment, cross-border
gastronomy, oenological tours or stays
 Eco-tourism products that strive to present the spectacular nature of the area: Danube tours by both boat
and road

How? (method)

 The Eastern Danube cluster should work closely with its tourism professional members in order to decide what type
of products can be created. The approach should be based on sustainability: products have to include all the
necessary (not only attractions, but accessibility, accommodation, essential services, etc.) and the carrying capacity
of the territory has to be taken into account.
 Then the Eastern Danube cluster should draft guidelines for tourism stakeholders in the area explaining the steps for
building new tourism products and marketing them in order to ensure an overall coherence and avoid mutual
cannibalization
 The promotion of the new products must be undertaken through a careful and targeted marketing campaign

Output indicator

Number of new tourism products created and promoted
Number of guidelines published for Eastern Danube cross-border tourism entrepreneurs and professionals

Result indicator

Increased tourist flows in low season

Participating
stakeholders

Eastern Danube cluster, local
tourism professionals

Who is in charge
of monitoring?

Eastern Danube cluster

103

Strategic action 7: Creation of specific events for the region

Objective

 Creation of a calendar of recurring events that raise the awareness of national and international tourists
 Emergence of regionally important and highly visible events that gradually become regional events
 The area sees already a series of local events linked to the traditions/folklore or to specific circumstances of
local communities. These might be restructured and reshaped in order to be more tourist-minded. E.g.: a
Danubian cultural festival, a Modern Art on the Danube Biennale (taking advantage of the literary tradition of
Ruse), or a gastronomy touring festival

Content

 There are well-known music festivals in the area (Vama Veche Stufstock, Kaliakra/Kavarna Rock Fest) but they
are centered around the sea-side. The main cities in the area see a rather vibrant concert scene (Ruse,
Constanta, Dobrich).
 Given the specific feature of the twin cities on the Danube, areas that in big need of urban renewal and
ingenious solutions and strategies for urban development, contests for urban plans and urban design can be
organized in all the twin cities and build-up into a regional event.

How? (method)

Output indicator

 The Eastern Danube cluster should work with local municipalities in order to create new events, identify
financing and build-up a general annual calendar of events
 The calendar has to be available well in advance in order to enable the efforts to enroll as many key and wellknown participants as possible
Number of new events created and promoted
Number of events organized at least 3 years in a row
Events that emerge as local brands

Result indicator

Participating
stakeholders

Increased tourist flows

Eastern Danube cluster, local
authorities, event stakeholders

Who is in charge of
monitoring?

Eastern Danube cluster,
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Strategic action 8: The Eastern Danube on-line portal: tourists and professionals

Objective

 The creation of the on-line information portal for the Eastern Danube Region

 The creation of an on-line portal with 2 sections:

Content



a general-public section with: information on the attractions and events, actuality (upcoming
events), practical information for organizing a trip to the area, mobile applications and eventually
even a section with offers from local tourism service providers



a professional section dedicated to:
o

tourism professionals : guidelines for tourism product development, for efficient marketing,
promotional tools, etc.

o

MICE organizers : an on-line marketplace where offer and demand can meet

 The Eastern Danube cluster decides on the precise content of the portal and on its development stages
How? (method)

 The Association has then to raise the necessary funds (RO BG CBC Programme, national RO or BG EU-funded
OPs, local public funds, etc.) and organize a competitive tender for the IT development


Once the IT provider is decided the association needs to mobilize tourism stakeholders for the provision of
content

 The portal updating and management has to be done by a team inside the Eastern Danube tourism cluster
Output indicator

The portal sections on-line and operational
On-line visitors

Result indicator

Participating
stakeholders

Increased tourist visibility of the Eastern Danube region as a tourist destination and increased tourist flows
Increase of the MICE activity in the Eastern Danube region
Eastern Danube cluster, , tourist
service providers, IT services
providers

Who is in charge
of monitoring?

Eastern Danube cluster,
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The Eastern Danube region Tourism Website
The website is critical to the success of the overall marketing and promotion and distribution effort.
This importance is recognized by the recommendation to hire full-time staff to help in this process.
One of the challenges for the success of the website will be to ensure the quality and timeliness of
the content by developing and updating, on a regular basis, complex content such as packages,
circuits and trails using existing Eastern Danube area`s resources.
This could be a shared activity between the cluster’s members and the cluster’s management team
in order to provide the necessary quality control and supervision. The cluster’s management team
will be responsible for ensuring that content is up-to-date and that partners are encouraged to
participate.
In a recent European Tourism Commission (ETC) report, five basic principles for Destinations’
websites were identified, discussed and recommended to be included in the design process and the
development of the website:


Easy to read and navigate



Ensure that the content is up-to-date, has qualitative and diverse information, trip planning
tools, attractive visual materials etc.;



The website must be multilingual;



Be connected to the relevant social media sites;



Make use of the latest search engine optimization techniques and keywords.

Some examples of relevant design and content can be found in the following slides.
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Website Design

A creative web design is all about
making a website visually
attractive, easy to read and
navigate, with a greate rate of
usability and accesibility.

The website design it also oﬀers a
gallery with events and places very
dynamic and interac9ve.

For exemple, the California DMO
website
(http://www.visitcalifornia.com/)
offers an interractive way to find
out the informations you need
about certain events and
activities you can do in their
territory.
It also provides a set of travel
tools (downloadable maps,
interractive maps, informations
about airports, road conditions,
public transportation and trains).

The website oﬀers the opportunity for tourists
to create a trip in California by selec9ng any
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events and places they want to see.

Content and Audience engagement

Website content is all that matters in many
cases because though it the various
messages and the region brand will be
promoted. Offering different contact
informations, trip planning tool and a
multilingual content are the premises for a
successful destination website.
Also its important for a destination website
to identify visitators social activities and to
build an on-line community to spread the
word and news about the destination
advantages.
L o n d o n D M O w e b s i t e (
h t t p : / / w w w. v i s i t l o n d o n . c o m / ) i s
constantly updating and posting messages
and news through a linked blog (
http://blog.visitlondon.com/).
Informa9ve ar9cles and news are
oﬀered for tourists and also links to
social media networks:
Facebook, Tweeter, Google+ and
YouTube.
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Conversion Strategies

It represents the plans and actions
implemented to transform a visitor into a
buyer. The website design, the content
and the social media should contribute
to the conversion process of a looker into
a buyer. The website should also sell
souvenirs, ticket to museums, tours and
visits to other regional attractions
(http://bcnshop. barcelonaturisme.com)

Through Barcelona ʻShop website
tourists can look and book for
accommoda9on, ﬂight 9ckets, events,
museum 9ckets, guided tours or to
download tourist materials.
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Strategic action 9: A common brand for the cross-border region

Objective

 The reinforcement and affirmation of the cross-border identity through the use of a common brand
 The creation and use of a common signature by all the touristic stakeholders (accommodation,
transport operators, etc.) in the area

Content

 The signature has to convey a market positioning in terms of a coherent identity appealing to the
main target clienteles of the area
 The reiterated use of this signature by all the territorial stakeholders in all their activities is
essential in to convey its public message of a “coherent and attractive region”

How? (method)

 The Eastern Danube cross-border tourism association should take advantage of the previous
endeavors in drafting a Eastern Danube cross-border tourism brand and consult its members in order
to adopt a widely accepted brand image
 The brand image will then become the mandatory territorial “seal” for tourism stakeholders

Output indicator

Adoption of the Eastern Danube brand logo and motto
Uses of the common brand by local stakeholders
Identification of the image as the cross-border brand by tourists

Result indicator

Participating stakeholders

Emergence of a “brand identity” for the Eastern Danube cross-border area

Eastern Danube cluster, Public and
private stakeholders

Who is in charge of
monitoring?

Eastern Danube cluster,
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Strategic action 10: E-reputation

Objective

Content

 The measuring of the e-reputation of the Eastern Danube cross-border area in order to evaluate the effect
of destination marketing and strategically and tactically re-calibrate it
 The initial evaluation of the reputation of the Eastern Danube region’s tourism products and main
attractions over the Internet and over public social media channels. The conclusions should be included in
the analysis of the existing situation and form one of the main basis for deciding the tactics of marketing:
what products should be promoted and towards what clienteles (type of clientele, country or region of
origin, etc.), what on-line channels to use for conveying the message, what tonality should be adopted for
each couple product-clientele, etc.
 Following the implementation of the first round of marketing and promotion measures, the e-reputation
gauging and evaluation has to be relaunched in order to understand the effects and re-orient the
marketing actions
 On a longer term and once the region has emerged as an important tourist destination the e-reputation
evaluation can become a real-time tool for the orientation of the marketing activity and the management
of the “crisis”

How? (method)

Output indicator

 The Eastern Danube region can use one of the available e-reputation measurement software in order to
measure the e-reputation of the region as a tourist destination. At first the software tool will need to be
further developed in order to be adapted to local tourist specificities (what tourists visit the cross-border
area, what are the tourism products that are offered here, etc.). This will be done through a further
qualification of its instruments: definition of key terms for semantic research (e.g. “cruise” and “Danube”,
etc.), decision on the languages that will be used, the choices of qualitative categories (e.g. adoption of a
“negative/positive” axis of interpretation, in this case what is “negative” and what “positive”, etc.) and
quantitative (what period should be taken into consideration for analysis, etc.) .
Reports on the e-reputation of the Eastern Danube region as a tourist destination
Marketing measures adopted to address the conclusions of the e-reputation analysis

Result indicator

Participating stakeholders

Increase and improvement of the e-reputation of the Eastern Danube region as a tourist destination
Increase of the tourist flows to the area

Eastern Danube cluster

Who is in charge of
monitoring?

Eastern Danube cluster
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Strategic action 11: Ambassadors club

Objective

 The mobilization for tourism promotion of the area of all the inhabitants/residents of the area, former
residents that live abroad and foreigners residing in the Eastern Danube region
 The main missions of the ambassadors are the following:
 Raise awareness on the Eastern Danube region and its attractions
 Induce the desire to visit the area

Content

 Produce and lead to the production of on-line contents on the area that promote it as a tourism
destination
 Increase the ambassadors network through recruitment
 The club will gather the persons interested in the touristic/cultural/natural issues of the area and
willing to get involved in the touristic promotion of this region

How? (method)

 The ambassadors will receive regular information and training concerning the area in general and its
touristic offer in particular and will have the possibility to experiment in advance new tourism products
(thematic itineraries, integrated Pass, etc.)
 The membership is free of any charge
 The inscription can be made via the tourism association or the Eastern Danube touristic social media
channels, website, conventional post or e-mail or during the special events organized to promote the
destination. The recruitment can also be made through the ambassadors network or local tourism
providers.

Output indicator

Dedicated social media channel functioning
Number of active ambassadors in the network
On-line channel traffic

Result indicator

Number of contacts established with ambassadors
Increased e-reputation

Participating stakeholders

Eastern Danube tourism cluster, IT
providers

Who is in charge of
monitoring?

Eastern Danube cluster
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Site intégré dans
la page Facebook

Strategic action 12: Internet and social media promotion

Objective

Content

 The development of the on-line presence of the Eastern Danube region as a tourism destination and a better targeting
of the targeted clientele segments
 Implementation of innovative promotion campaigns that will generate the necessary “buzz” around the destination and
its attractions
 The creation of a social media infrastructure of communication channels that are connected with the on-line portal
(strategic action no.8) and integrate different information flows into the Web 2.0 environment : events and their
calendar, discussions and debates about the different topics connected with the cross-border area, the evaluation of
touristic services in the area, etc…
 The objective is to generate « buzz », discussions on different aspects connected with the Eastern Danube regionin
order to raise awareness on the area and its specificities and generate an affinity promotion process (one of the most
effective marketing methods that supposes transforming clients into promotion agents towards their peers).
 The affinity marketing is based foremost on the ambassadors of the area and strives to attract attention on the
destination:

How? (method)

•

The students of the universities located in the area (locals or foreigners, Erasmus) can be used for promotion
through a network of student blogs

•

The Bulgarian and Romanian migrants can be a very efficient ”transmission belt” of the Eastern Danube tourism
association efforts and marketing towards important emitting markets (Italy, Spain, Germany, UK, France, etc.)

 The satisfied clients of the destination can be used as « influencers » in order to :
•
•

Amplify the buzz
The systematic sending of information towards key tourism web-sites or social media (TripAdvisor, Lonely Planet,
Booking, Bootsnall, Vinivi, etc.)

 The communication is based also on the inhabitants as key stakeholders of local tourism
Output indicator

The building of social media sites and pages
Building of promotion mechanisms on the social media networks
Creation of the community management team inside the Eastern Danube cluster and associating external stakeholders
(tourism professionals, clients, etc.)

Result indicator

Number of persons targeted by on-line campaigns (dispaly, email, games, contests, etc.) and the answer rate
Clients database: number of social media subscribers and fans
Number of on-line visits

Participating
stakeholders

Eastern Danube tourism cluster, IT
providers, clients, tourism
stakeholders

Who is in charge
of monitoring?

Eastern Danube tourism cluster (the community management
team)
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The Development of an e-Marketing Strategy Based on
Digital Distribution

Effective use of social media requires an investment of time and a well-developed
understanding of the brand/product. Since social media is based on a two-way communication
stream, it allows for personalized attention by and for the followers.
An appropriate e-Marketing approach will allow the region to target specific interest groups
with a great deal of accuracy and a minimal level of funding. Social media should be seen as a
major instrument in the overall e-Marketing approach.
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Social media promotion
Social media incorporates many platforms where users can interact and share information with other users
over the internet. It became the main sources of information for tourists, especially for their functions to
provide acces to other travellers experiences.
Trip Advisor

Facebook

Reviews

Influence

More than 60 million travel
reviews and opinions from
travelers around the world

1.23 billion monthly active
users as of December 2013.

Post-vacation, 46% of
travelers post hotel reviews.

 Photo uploads total 300
million per day
 Facebook is available in
more than 70 languages

 40% post activity/
attraction reviews
 40% post restaurant
reviews
 76% post vacation photos
to a social network
 55% “liked” Facebook
pages specific to a
vacation

Of those who used social
media to research travel
plans, only 48% stuck with
their original travel plans.

 69 million monthly visitors
 More than 90 percent of
topics posted in the
TripAdvisor forums are
replied to within 24 hours

 33% changed their hotel
 10% switched resorts
 10% changed agent/
operator/website
 7% holidayed in a different
country



Using the social media for promoting Eastern Danube region gives the ability to use others travellers
opinions and stories about the destination for marketing purposes. The content generated by former
tourist that enjoyed travelling in the Romania-Bulgaria cross-border area gives more confidence to the
prospective tourist and a higher influence during the decision making process.



The tourism industry takes advantage of social media as it is largely based on destination reputation,
tourists opinion, spread of information and positive user generated content

Principals instruments for promoting over internet and social media:
Website

Smartphone application

Facebook

Facebook Promotion
Facebook have gained millons of users around the world in the last years, as million new users
establish accounts each week, becoming the most powerful social media channel for travel
marketers because of the platform`s flexibility and ability to drive awareness, empower brand
advocates and push consumers further into the travel purchasing process.

Facebook Marketing Goals
Brand
awareness

Generate
visitor leads

Inspire
visitations
Facebook
marketing
goals

Build brand
advocates

Consumer
engagement

Facebook Promotion
Facebook offers travel brands the ability to identify prospective travelers, communicate directly
with users, engage with advocates and create branded experiences through advertisements. The
content available on the Facebook page should generate:
Inspiration

• Presents the stories and the elements that creates unique
experiences through immersive, engaging content

Authenticity

• Share and promote the perspectives, insights and experiences of
real people

Relationship

• Create meaningful connection and conversations with past and
future visitors

Audience

• Put your visitors on the first place, share what they want to read,
see or listen.

Sense of Place

• Help visitors to discover the"where" of the destination

Reach

• Provide great content where, when and how visitors want it in
today`s connected, real-time world.

Evolution

• Stay ahead of competitors through constant test new type of ads

Facebook users are passionate about sharing their travel experiences. In 2012, Facebook reviewed
the top stories people shared to their Facebook timelines and discovered that the top story being
shared by users was travel experiences, more exactly 42% of stories were travel experiences.
If the content posted on the destination page is helpful, interesting and valuable, the page will
attract an audience that matches with that content and will reward for it through likes/shares.

Best practices for destination tourism
promotion on Facebook
Visit NORWAY Facebook Page

The page contains tabs for photo gallery,
Travel guide , Instagram and YouTube.
It integrates all social media network used
by the DMO to promote Norway as a
destination and also the DMO official
website and a link to Twitter DMO`s
account.

Visit SWEDEN
Facebook Page

The page contains also a
Photo and a Video
Gallery, Notes tab and
link to TwiKer account

Facebook users are pos9ng photos and
comments from their trips to Sweden
and are genera9ng useful content on
the Sweden DMO oﬃcial Facebook
page.
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Visit Greece
Facebook Page

Greece Facebook page contains also
a Photo Gallery, a NewsleKer
registra9on tab and a link to
Pinterest DMO`s account.
A short descrip9on of the page and
a link to oﬃcial DMO website is also
available for tourists

A tab “ What do you think of Visit
Greece?” oﬀers for visitor the possibility
to share their opinions but more
important give to the DMO the ability to
count and to analyze all the users
comments and ra9ngs.
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Smartphone application for Eastern Danube region
The increased capabilities of smartphones support mobile applications which extend the functionality of mobile
phones to a wide range of information services such as specialized information search, social networking, navigation
etc. Smartphones and their applications have the potential to provide easy access to information at anytime and
almost anywhere.
Building a dedicated application for the Eastern Danube Region and offering a wide range of instruments for tourists
such as: GPS touristic maps and guides, accommodation and transport informationʼs, useful information in case of
emergency, etc. The application can be useful to see what are the touristic patterns in the region, which are most
visited objectives and locations from the region by using the localization cell from the phone.
The application must be linked and promoted on the official website, Facebook page and other social media
accounts, hotels or travel agencies. Partnership between all actors involved in the Romania-Bulgaria cross-border
tourism industry should promote the application (printing a QR code for downloading the app on any brochure or
poster related to the cross-border destination).
Suggestion for the capabilities of Romania-Bulgaria cross-border destination app:

Search and browse into the application categories
Context-aware push : Transmit to tourists important events/informations
Accommodation : Offer the posibility for reservations/book and payment
Navigation: The posibility to obtain direction and to navigate to a Point of Interest
Map services: Offer for tourists an overview of the cross-border area
Feedback: Provide or recieve feedback from/to other tourists or tourism authorities

Examples of DMO`s smartphone applications
London application:
Provides for tourists informationʼs about events that are taking places in the city, a city map,
places to visit and also a category of recommendations (“Must see” tab) , while exploring the app
the user is able to save events and activities to “Favorites” for checking them later.

The map from the
application contains
indications and marks
on the map for places
to visit, museums,
restaurants or hotels.
The integration of all
events and activities
into the map offers
for tourists a
confortable and a fast
option to find what
interest them.
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Examples of DMO`s smartphone applications
Holland application :
The application below is very complex offering for the tourists the possibility to choose from 11
different languages, to find and book hotels, events, or other suggested locations.

“My Holland” tab has the
capability to personalize
recommendations for
different type of tourists
taking into consideration
tourists number (one
tourist, group of tourists,
family or couple), type of
equipment which they are
wearing or how much
money they have to spent
in the holiday.
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INVESTITIONAL PLAN
How to implement the Cross Border region tourism marketing plan
in the 2014-2020 financing period

Content

Sources of funding
– The ERDF funds: A theoretical approach
– National OPs – EU funding (Romania, Bulgaria)
– COSME Programme - Tourism Work Programme
– Creative Europe 2014-2020
 Romania-Bulgaria CBC Programme 2014-2020
– Financing for tourism
– Marketing action plan - financing

Sources of funding – the “European Funds”

Multiannual Financial Framework

EUROPA 2020 : Smart Sustainable Inclusive
Growth

Cohesion Policy- Common Strategic Framework

11 Thematic Objectives

“EU funding”

European Regional
Development Fund (ERDF)

ESF

CF

EAFRD

EMFF

Tourism in the ERDF funds 2014-2020
Thematic Objectives for the 2014-2020 ERDF Funds
The 11 ERDF Thematic Objectives
1) Strengthening research, technological development and innovation
2) Enhancing access to and use and quality of ICT
3) Enhancing the competitiveness of SMEs
4) Supporting the shift towards a low-carbon economy in all sectors
5) Promoting climate change adaptation, risk prevention and management
6) Protecting the environment and promoting resource efficiency
7) Promoting sustainable transport and removing bottlenecks in key network infrastructures
8) Promoting employment and supporting labor mobility
9) Promoting social inclusion and combating poverty
10) Investing in education, skills and lifelong learning by developing education and training infrastructure
11) Enhancing institutional capacity and an efficient public administration

Tourism in the ERDF funds 2014-2020
5 Thematic Objectives and Investment Priorities relevant for the tourism sector:
6) Preserving and protecting the environment and promoting resource efficiency
• 6c conserving, protecting, promoting and developing natural and cultural heritage
• 6d protecting and restoring biodiversity and soil and promoting ecosystem services, including through Natura
2000, and green infrastructure

7) Promoting sustainable transport and removing bottlenecks in key network infrastructures
• 7c developing and improving environmentally-friendly (including low-noise) and low-carbon transport systems,
including inland waterways and maritime transport, ports, multimodal links and airport infrastructure, in order
to promote sustainable regional and local mobility

8) Promoting sustainable and quality employment and supporting labor mobility
• 8a supporting the development of business incubators and investment support for self-employment, microenterprises and business creation

10) Investing in education, training and vocational training for skills and lifelong learning by developing
education and training infrastructure
• investing in education, training and vocational training for skills and lifelong learning

11) Enhancing institutional capacity of public authorities and stakeholders and efficient public
administration
• enhancing institutional capacity of public authorities and stakeholders

Thematic Objective 6
Thematic
Objectives

Investment Priorities – IPs

Indicative actions to be financed

Investment Priority 6 (c) :
“conserving, protecting, promoting
and developing natural and cultural
heritage”

• Joint identification of the potential use of natural/cultural
resources (common data-bases of area’s natural and cultural
resources)
• Development of sustainable touristic infrastructure for natural
and cultural heritage assets/sites
• Development and implementation of local/regional common
strategies for the renovation, protection, promotion of local
cultural or natural heritage in order to foster sustainable
economic development and employment
• Foster the adoption of best-practices in the sustainable tourism
management of natural and cultural sites (visiting strategies,
monitoring, etc.)
• Development of common tourism products and services based
on the natural and cultural heritage and joint promotion
• Joint marketing activities as awareness raising, marketing
events, fairs, media advertising, farm trip in the cross-border
region
• Joint activities to raise awareness of local communities on the
socio-economic importance of preserving the natural and
cultural heritage

TO 6 : Preserving
and protecting the
environment and
promoting
resource efficiency

Investment Priority 6 (d) : protecting
• Preparation of visitor management strategy
and restoring biodiversity and soil
and promoting ecosystem services,
• Development of sustainable tourism in natural parks, nature
including through Natura 2000, and
reserves and other protected areas
green infrastructure

Thematic Objective 7

Thematic Objectives
TO 7: promoting
sustainable transport
and removing
bottlenecks in key
network infrastructures

Investment Priorities - IPs

Indicative actions to be financed
1.

Investment Priority 7 (c) :
“developing and improving
environmentally-friendly
(including low-noise) and lowcarbon transport systems,
including inland waterways and
maritime transport, ports,
multimodal links and airport
infrastructure, in order to
promote sustainable regional
and local mobility

2.

3.
4.

5.
6.

Transformation of abandoned transport infrastructure or
unused infrastructure into greenways (e.g., build bicycle
routes on dykes)
Awareness-raising activity regarding the importance of
developing and improving environment-friendly transport
systems;
Joint marketing activities for developed and improved
waterway transport corridor ( link with cruise tourism)
Facilitate active cooperation among the providers of traffic
and travel information and value added services in order to
improve the local public transport and the connection
between twin cities (e.g., harmonisation of timetables,
provision of bilingual information on cross-border
timetables, operating cross border transport public services
especially between twin cities).
Development and renovation of tourism ports
Facilitating modality among different transport systems

Thematic Objective 8

Thematic Objectives
TO 8: promoting
sustainable and quality
employment and
supporting labour
mobility

Investment Priorities - IPs

Indicative actions that can be financed and are related to
tourism

• Creation and development of cross border business incubators
and virtual incubators for promoting employment of staff
from both side of the border (companies based on local assets
and local service needs such as innovative heritage tourism,
nautical and water tourism and ecotourism products located
in the region)
• Method development, support and advice to businesses for
Investment Priority 8 (a) :
innovative services and products in the fields with the most
supporting the development of
important potential for SMEs in the area (tourism services,
business incubators and
services for persons, agricultural-based high quality
investment support for selfproductions etc.)
employment, micro-enterprises • Transfer and development of models and solutions for the
and business creation
support of start-up and SMEs: encouragement of
entrepreneurship (especially for the isolated populations or
for ethnic minorities – underrepresented groups), a better
capitalization of place-based opportunities and a better use
of ethnic minorities traditional talents to create new
activities based on unique crafts and cultural traditions;

Thematic Objective 8

Thematic Objectives

Investment Priorities - IPs

Indicative actions that can be financed and are related to tourism

Investment Priority 8 (b) :
supporting employmentfriendly growth through
the development of
endogenous potential as
part of a territorial
strategy for specific areas,
including the conversion of
declining industrial regions
and enhancement of
accessibility to, and
development of, specific
natural and cultural
resources;

• Preparation and implementation of joint researches, studies,
strategies, plans etc. in the field of cultural heritage, nature or
landscape protection
• To develop cultural and creative industries facilities in order to
reinforce tourism at cross border and local levels and to offer an
opportunity for economic diversification and smart specialization.
• To build or restore cultural infrastructure & basic infrastructure
(roads, waterfronts, disused railways, canals etc.) & to identify new
means of reusing historic buildings through social innovation
• To support Infrastructure investments for removing bottlenecks for
the access to key tourism resources (natural areas, cultural and
historical sites, etc.), to improve their connection to European
transnational thematic roads (Euroveloroutes, greenways, etc.) or to
create cross border thematic roads.
• To promote green entrepreneurship along the entire value chain
• To support to the traditional craft culture through the design,
development and promotion of collections of products inspired by
the landscape and heritage of the area, the collaboration with
designers, the incorporation of new technologies and the creation of
productive co-operation structures responsible for joint promotion
• Joint Promotion of cultural/natural sights and a better use of
existing events (film festivals, music festivals) for reciprocal
interaction;
• To support the utilization of the cultural/natural heritage potential
by investment in sustainable touristic infrastructure and services
(e.g. info points, service and visitors centres...);

TO 8: promoting
sustainable and quality
employment and
supporting labour
mobility

Thematic Objective 10
Possible relevance for tourism

Thematic Objectives

No Investment Priorities - IPs

TO 10: investing in education, training and vocational
training for skills and lifelong learning by developing
education and training infrastructure

( Here no indicative actions are directly linked to
tourism but the trainings can be for employment linked
to tourism or have a tourism component)

Indicative actions that can be financed and are related to
tourism
• Developing and providing joint special programs in vocational
training in sectors which lack specific skills
• Implementation of measures interconnecting education and
jobs (e.g. joint apprenticeship schemes, internships, and
scholarship programs that aim to develop specific
competences and skills in companies)
• Joint systemic measures in the field of education and lifelong learning (curricula, studies, systemic transmission of
know--how etc.) that can further the economic cooperation
through the development of employability.
• Promote partnerships and networks between higher education
institutions, business environment and research institutes
• Create joint education and research programmes of common
interest, including mobility schemes
• Fostering the education and life-long learning integration of
the vulnerable and under-represented groups
• Encouraging the market uptake of traditional regional skills
and non-formal skills
• Student and education staff exchange

Thematic Objective 11
Possible relevance for tourism

Thematic Objectives

No Investment Priorities - IPs

TO 11: enhancing institutional capacity of public
authorities and stakeholders and efficient public
administration through actions to strengthen the
institutional capacity and the efficiency of public
administrations and public services related to the
implementation of the ERDF, and in support of actions
under the ESF to strengthen the institutional capacity
and the efficiency of public administration

Indicative actions that can be financed and are related to
tourism

• Development and transfer of concepts models for the
protection, promotion and development of natural and
cultural heritage
• Develop models for institutional co-operation and spatial
organization for and between different territorial types

Sources of funding in Romania

Regional Operational Program 2014-2020 (ERDF)
National Rural Development Program 2014 - 2020 (EAFRD)

Regional Operational Programme 2014-2020

Thematic Objectives

Investment Priorities - IPs

TO 6 : Preserving and
protecting the
environment and
promoting resource
efficiency

Investment Priority 6 (c) :
“conserving, protecting,
promoting and developing
natural and cultural heritage”

Indicative actions that can be financed and are related to
tourism

 Arrange natural landmarks of public interest as well as
creation/modernization of related infrastructures for public
utility;
 Construction/modernization of points for panoramic
observation/ fotography/ filming
 Construction/modernization of mountain huts
 Arrange of mountain Rescue stations including construction of
new Rescue stations
 Marking hiking trails
 Modernization of railways with narrow gauge for
railway transport in hilly and mountainous areas
 Building cycling lanes
 Tourism marketing and touristic promotion activities

touristic

National Rural Development Programme 2014 - 2020

Intervention Domaine

Measure/ SubMeasure

Indicative actions that can be financed and are related to tourism

6B - Encouraging the
local development in
rural areas

Measure 7 - Basic services
and village renewal in rural
areas

(b) Investments asociated with protection of cultural heritage from
rural areas
• Restoration, preservation and improve accesibilty of immovable
cultural heritage of local interest (class B)
• Restoration, preservation and improve accesibility of monastic
settlements

Sources of funding in Bulgaria

Regions in Growth 2014-2020 (ERDF)
Rural areas development 2014-2020 (EAFRD)
Development of Human Resources 2014-2020 (ESF)

Regions in Growth 2014-2020

Operational Programme

Indicative actions that can be financed and are related to
tourism
PA4 – Regional Tourism
 Rehabilitation of existing cultural buildings and cultural infrastructure,

OP Regions in Growth

including energy efficiency, waste management systems and accessibility
for people with disabilities
 Development and protection of natural, cultural and historical attractions;
 Development of regional tourist products and market information;
 Restoration, protection and exposition of religious objects
 Awareness-raising campaigns related to the natural and cultural heritage
 Energy efficiency of the above-mentioned infrastructure
 Improving the access of people with disabilities to the cultural and natural

heritage sites

OP Regions in Growth

PA5 - Regional Road Infrastructure
 Construction, reconstruction and rehabilitation of primary, secondary and

tertiary roads, providing access to regions with tourism potential, linking
them to the TEN-T network

Rural Areas Development 2014-2020

Operational Programme

Indicative actions that can be financed and are related to
tourism

Measure 7, submeasures 7.5 and 7.6:
 Investments in public use of recreation and tourism infrastructure,

OP Rural Areas Development

tourism information and small-scale tourism infrastructure
 Research and investments, related to maintenance of the cultural

and natural heritage in the villages, the rural areas landscape

Development of Human Resources 2014-2020

Operational Programme

Indicative actions that can be financed and are related to
tourism
Different axis and specific objectives:
 Interventions for including on the labour market of permanently

OP Development of Human Resources

unemployed people
 Qualification of people without competences
 Social inclusion measures, supporting social enterprises
 Integration on the labour market of young people
 Supporting youth entrepreneurship and self-employment
 Development of self-employment, business start-ups and innovative

enterprises
 Equal opportunities for access to life-long learning
( Here no indicative action is directly
linked to tourism but the trainings can be
 Adaptation of workers, enterprises and entrepreneurs to changes
for employment linked to tourism or have a
 Improving access to education, social and health services for Roma people
tourism component)

COSME Programme Tourism Work Programme

COSME - Tourism Work Programme 2014

Call for proposals

Key elements of the proposals

Diversifying the EU
tourism offer and
products – Sustainable
transnational tourism
products

 TRANSNATIONAL (5 countries
+ cooperation between SMEs
& local

"Increasing tourism flows
in low/medium seasons"

 Be transnational
 Be targeted to seniors and
youths

"European Destination of
Excellence – Selection
2014"

Call details
Budget: 1.000.000€
 co-financement of up to 75%, around 250.000€/project =>
4/5 projects granted
 Calendar:
 submission by August
 start of the projects end of the year /early 2015
 duration: 18 months
Budget: 1.650.000€ (2 strands)
 co-financement of up to 75% around 150-200.000€/project
=> 8/10 projects granted
 Calendar:
 submission by September
 start of the projects early in 2015
 duration: 12-24 months
Budget: 750.000€ co-financement of up to 75% max. 50.000€/
project => 22-25 national selections
Calendar:
 submission by June
 start of the national selections in November
 duration: 10 months
 European Award Ceremony: Autumn 2015

COSME - Tourism Work Programme 2014

Call for proposals

“Synergies between
tourism, high-end and
creative industries”

"Development and/or
promotion of European
Routes based on
European cultural and
industrial heritage"

Key elements of the proposals

• be transnational (at least 5 countries)PUBLIC

– PRIVATE PARTNERSHIP (minimum 2 SMEs and
1 public Authority

• These Routes must represent a “tourism

product”
• 4-5 countries
• Minimum 2 SMEs + public authority

• Public-private partnerships (SMEs and public
"Fostering Accessible
authorities), Chambers of Commerce, other
Tourism entrepreneurship
and management (title
entrepreneurs, business federations
TBC)"
• Civil society, disability groups
• Business schools, universities
• Cross-border or national level (tbd)

Call details
Budget: 400.000€
 co-financement of up to 75% total budget of
the project = 533.333€
 Calendar:
 submission by early July
 selection of the project by end of the year
 duration: 18 months
Budget: 1.000.000€ co-financement of up to
75%
Calendar:
 publication in June
 submission by September
 start of the projects early in 2015
 duration: 12-24 months
Budget: 650.000€ co-financement of up to 75%
 3 – 4 projects will be selected
 Calendar:
 publication in June
 submission by early September
 grants to the projects by end of the year
 duration: 18 months

Creative Europe 2014-2020

Creative Europe

Call for proposals

Call details

• Grants

“Culture sub-programme” for cultural
and creative sectors

up to € 200.000 for “smaller scale cooperation
projects” (consortium of at least 3 partners from 3 different participating
countries) representing maximum 60% of the eligible budget Maximum
duration 48 months

• Grants up to € 2 million for “larger scale cooperation

projects” (consortium of at least 6 partners from 6 different participating
countries) representing maximum 50% of the eligible budget. Maximum
duration 48 months.

Cross-sectoral strand

€121m for a Guarantee Fund to facilitate
enterprises and organisations

loans to cultural and creative

Sources of funding at the Cross Border level

THE ROMANIA-BULGARIA CROSS BORDER
PROGRAMME 2014-2020

Romania-Bulgaria CBC Programme 2014-2020
Thematic Objectives
TO 6 : Preserving and
protecting the
environment and
promoting resource
efficiency

Investment Priorities - IPs

IP 6c - conserving,
protecting, promoting and
developing natural and
cultural heritage

IP 6d – protecting and
restoring biodiversity and
soil and promoting
ecosystem services,
including though Natura
2000, and green
infrastructure

Indicative actions that can be financed and are related to tourism
PA2
 Rehabilitation/construction of roads to natural and cultural heritage
interest points
 Cultural infrastructure: reconstruction, recovery and promotion of
cultural heritage and monuments based on relevant strategies/
concepts
 Development/maintenance of natural parks, nature reserves and
other protected areas
 Preservation, promotion and development of intangible cultural
heritage, mainly through cultural events with cross-border dimension
 Support the promotion and utilization of cultural/heritage potential
by investment in sustainable touristic infrastructure
 Preparation of studies, strategies, plans, etc. in field of
preservation, development and utilization of cultural/natural
heritage
 Join training and awareness raising campaign regarding the
protection, promotion and development of natural and cultural
heritage
• Developing ecosystems using classification, mapping and spatial
planning
• Preparation and implementation of joint researches, studies,
strategies, plans
• Awareness raising activity for the general public by acknowledging
and promoting potential of natural assets
• Creating/rehabilitating infrastructure that protects/restores
biodiversity/soil/promotes ecosystem services, including through
Natura 2000
• Designation and management of protected sites and species

Romania-Bulgaria CBC Programme 2014-2020
Indicative actions that can be financed and are related to
tourism

Thematic Objectives

Investment Priorities - IPs

TO 7: promoting
sustainable transport
and removing
bottlenecks in key
network infrastructure

IP 7b- enhancing regional
mobility by connecting secondary
and tertiary nodes to TEN-T
infrastructure, including
multimodal nodes

PA1
• Improve the cross-border trasnport infrastructure
connecting TEN-T infrastructure to border-crossing points
(e.g., improve quality of roads, improve/build bicycle
routes, build bicycle-sheds);

TO 8: promoting
sustainable and quality
employment and
supporting labor
mobility

IP8 (ETC (i)) promoting
sustainable and quality
employment and supporting
labour mobility by integrating
cross-border labour markets,
including cross-border mobility,
joint local employment
initiatives, information and
advisory services and joint
training

PA4

( Here no indicative
actions is directly
linked to tourism but
the trainings can be for
employment linked to
tourism or have a
tourism component)

• Developing services in the field of lifelong guidance and
lifelong learning to foster career transition
• Training for specific skills of cross-border
interest to
people with special needs, for example women returning to
work
• To provide special language courses for mobile employees
and people looking for work, which would potentially
increase their chances to find employment in the eligible
area

The Romania-Bulgaria
Cross-Border marketing strategy
The funding action plan

Marketing action plan - financing

No

Name of the project/action

2014-2020
Romania National Programmes
OP Regional
Development

OP Rural
Development

2014-2020
Bulgaria National Programmes
OP Regions in
Growth

1

Creation of the Eastern Danube region
tourism cluster

2

Creation of the Eastern Danube
Convention Bureau

3

Eastern Danube partnership towns for
MICE development

4

Creation of thematic trails and greenways

5

Tourism information infrastructure

6

Creation of special low-season products
and packages

7

Creation of specific events for the region

TO 6 – IP 6 (c)

OP RIG

8

The Eastern Danube on-line portal:
tourists and professionals

TO 6 – IP 6 (c)

OP RIG

10

E-reputation

TO 6 – IP 6 (c)

OP RIG

11

Ambassadors club

TO 6 – IP 6 (c)

OP RIG

12

Internet and social media promotion

TO 6 – IP 6 (c)

OP RIG

OP Rural Areas
Development

OP Human
Resources

OP HR
TO 6 – IP 6 (c)

ID 6B – M7
ID 6B – M7

OP RIG
OP RIG

OP RAD
OP HR

Marketing action plan - financing

No.

Name of the project/action

2014-2020
COSME – Tourism Work Programme Calls

2014-2020
Romania-Bulgaria
CBC Programme

1

Creation of the Eastern Danube region
tourism cluster

TO 11

2

Creation of the Eastern Danube Convention
Bureau

TO 11

3

Eastern Danube partnership towns for MICE
development

TO 11

4

Creation of thematic trails and greenways

5

Tourism information infrastructure

6

Creation of special low-season products and
packages

"Development and/or promotion of European
Routes based on European cultural and industrial
heritage"

TO 7 - IP 7b
TO 6 – IP 6c
TO 6 – IP 6 (c)

Diversifying the EU tourism offer and products –
Sustainable transnational tourism products

TO 6 - IP 6 (c)

Increasing tourism flows in low/medium seasons”
"European Destination of Excellence – Selection
2014"

7

Creation of specific events for the region

TO 6 – IP 6 (c)

8

The Eastern Danube on-line portal: tourists
and professionals

TO 6 - IP 6 (c)
TO 11

10

E-reputation

TO 11
TO6 - IP 6 (c)

11

Ambassadors club

TO 6 - IP 6 (c)
TO 11

12

Internet and social media promotion

TO 6 – IP 6 (c)

No.

Name of the project/action

1

Creation of the Eastern Danube region
tourism cluster

PA 1 A well connected region

2

Creation of the Eastern Danube Convention
Bureau

3

Eastern Danube partnership towns for MICE
development

• SO 1.1
• SO 1.2

4

Creation of thematic trails and greenways

5

Tourism information infrastructure

6

Creation of special low-season products and
packages

7

Creation of specific events for the region

8

The Eastern Danube on-line portal: tourists
and professionals

10

E-reputation

PA2 A green region
• SO 2.1
• SO 2.2

PA3 A safe region
• SO 3.1

PA4 A skilled and inclusive region
• SO 4.1

PA5 An eﬀec:ve region
• SO 5.1

11

Ambassadors club

12

Internet and social media promotion

