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Introduction
Over the decades, tourism has experienced continued growth. It has become one of the fastest 
growing economic sectors in the world. Modern tourism is closely linked to development and 
encompasses a growing number of new destinations. These dynamics have turned tourism into 
a key driver for socio-economic progress, due to its ability and potential to create new jobs, in 
particular for youth. 

According to a variety of industry experts, analyzing the country’s tourism offer, market base, 
and marketing programs, Romania possesses a rich mix of unique, world-class natural, cultural, 
medical and spa assets that are ready to be leveraged. The primary challenge is three-fold: (1) 
improve the visitor services linked to these assets (infrastructure, transport, accommodations, 
site management through innovation and digitalization), (2) better coordinate between the state 
and private agencies at all levels to further promote small and medium business development 
and to reduce the human capital deficit, and (3) engage in more effective marketing initiatives 
to make the world’s highest spending outbound markets more aware of the assets and the 
unique travel experiences which Romania can offer. 

Comprehensive tourism development efforts in Romania counts decades. During this period, 
various strategic document and policy guides have been developed. However, the work mostly 
affected niche tourism segments, such as ecotourim, health and spa and regional or city specific 
strategies. In 2006, the Government developed a tourism master plan. None of these efforts 
resulted in meaningful outputs, due to limited implementation of the plans caused, among 
others, by lack of commitment and financing and frequent changes of authorities at various 
levels.

In 2018, the Government of Romania prioritized tourism as one of the key drivers for economic 
development at local, regional and national levels. This commitment was declared through 
the Government program 2018-2020. For coherent and coordinated action, there was a need 
to develop a sector development strategy, which would provide a guidance and action plan 
how the shortcomings should be addressed and solved in a due course. At the same time, the 
strategy could help the Government to conduct negotiations with the European authorities on 
the European Funds financial exercise for 2021-2027. 
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The strategy work has been initiated by Several inter-ministerial working groups and one 
technical working group in the MOT. The practice was supported by  the General Secretariat of 
the Government and the World Bank experts.

The strategy development process stretched for over a year period, from late 2017 to November 
2018. The process involved a series of meetings and consultations, as well as the individual 
and group interviews with a wide-range of stakeholders, including individuals from national 
and local governments, tour operators, site managers, accommodation providers, educators, 
various thematic associations and NGOs, and a detailed review of the prior studies and available 
data.

Romania Tourism Development Strategy is presented in two volumes:

 � Volume 1 – Rapid assessment of the tourism sector in Romania.
 � Volume 2 – Strategy and Action Plans.

Volume 1 includes rapid analysis of the current state of Romania’s tourism industry and the 
challenges and opportunities it faces in attempting to sustainably grow the industry over the 
next decade. This interactive process helped the working froup to:

 � Understand where the sector is now in tourism development terms, what are the 
challenges and opportunities

 � Define a vision for the future development of the industry
 � Create a roadmap to achieve the set targets

This, Volume 2, presents a summary of the process, findings and recommendations and action 
plan of strategy implementation, including the specific activities, milestones to achieve, and 
parties being responsible for each. The structure of this report has been mandated by the 
General Secretariat of the Government.
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Abbreviations and Acronyms
CH Cultural Heritage

CLLD  Community-led local development

CPR Common Provisions Regulation

DMO  Destination Management Organization

EAFRD European Agricultural Fund for Rural Development

EaSI Employment and Social Innovation

EC European Council

EGTC European groupings of territorial cooperation

EMFF European Maritime and Fisheries Fund

ENI  European Neighborhood Instrument

ERDF European Regional Development Fund

ESF  European Social Fund

ESF+ European Social Fund+

ESIF  European Structural and Investment Funds

ETC  European Territorial Cooperation 

EU  European Union

EUSDR European Union Strategy for the Danube Region

GD Government Decree

GEO Government Emergency Ordinance

GO Government Ordinance

GSG General Secretariat of the Government

HORECA Hotels, Restaurants and Cafes.

IFI International Financial Institution

INCDT National Institute for Research and Development in Tourism

LPA Local Public Authority

MARD  Ministry of Agriculture and Rural Development

MBECE Ministry for Business Environment, Commerce and Entrepreneurship

MCIS Ministry of Communication and Information Society

MEF  Ministry of European Funds
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MFA Ministry of Foreign Affairs

MoC Ministry of Culture

MoE Ministry of Education

MoEn  Ministry of Environment

MoH Ministry of Health

MoT Ministry of Tourism

MoW Ministry of Works

MOWF  Ministry of Waters and Forests

MRDPA Ministry of Regional Development and Public Administration

MRI Ministry of Research and Innovation

MTR Ministry of Transport

NCI National Company of Investments

NDIC Neighborhood, Development and International Cooperation.

NGO Non-Governmental Organization

NIRDT National Institute for Research and Development in Tourism

NIS National Institute of Statistics

NLGF National Loan Guarantee Fund

NUTS Nomenclature of Territorial Units for Statistics

OECD The Organization for Economic Co-operation and Development

PO Policy Objectives

ROP Regional Operational Program

SCI Site of Community Importance

SEE South East Europe

SME Small and Medium Enterprise

SPA Special preservation areas, special avifauna protection areas

TAS Tourism Satellite Account

TIC Tourist Information Center

TTCR Travel and Tourism Competitiveness Report

UNWTO United Nations World Travel Organization

WB World Bank

WEF World Economic Forum

YEI  Youth Employment Initiative
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Chapter 1: Defining the problem
Romania’s economy faces a number of challenges, including youth unemployment and 
rural-urban economic disparities. Unemployment remains high for the young in Romania. Of 
Romania’s 42 counties, 18 are considered lagging behind other regions, with a GDP per capita 
lower than 75 percent of the national average. Disparities in living standards between urban 
and rural areas are especially striking: the urban-rural income gap is the second-highest in the 
EU, with mean urban income almost 50 percent higher than the mean rural income1. 

 The tourism sector has a lot of potential to contribute to addressing some of these challenges. 
Around the world, tourism has proven to be transformational through the creation of jobs and 
economic opportunities, including for vulnerable groups. Tourism is estimated to contribute to 
over 10 percent of global GDP and account for 1 in 11 jobs on the planet.  Youth employment is 
significant in the industry. Half of the global tourism workforce is under 25.  The tourism industry 
is labor-intensive and allows for quick entry into the workforce for young people and women. 
If developed and managed well, these benefits could bring more jobs to rural areas and create 
jobs for youth.

Romania’s tourism faces two key challenges: First, there is not enough tourism spending captured 
from existing tourists and, second, there are not enough high-spending tourists attracted to the 
country.  In 2017 Romania held the lowest total of annual international tourism receipts out of 
the neighboring countries (e.g. EUR 1,314  million in Romania versus EUR 3,579 mln in Bulgaria). 

The key immediate determinants for the above challenges are:

 � Not enough spending captured from existing tourists due to (a) insufficiently developed 
and difficult to access tourism sites; (b) not enough (easy to find) opportunities to spend 
money on; and (c) non-competitive quality of experiences and services at destinations; 
and

 � Not enough high-spending tourists attracted to the country due to weak tourism policy-
making, inadequate market segmentation and limited visibility of the country abroad.

Each of these key determinants are addressed below.

A.  Insufficiently developed and difficult to access tourism sites, including inadequate access 
roads to sites, unreliable and limited in-country railroad transportation system, limited in-

1 http://documents.worldbank.org/curated/en/954721529638270108/Romania-Country-partnership-framework-for-the-period-FY19-FY23
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country bike travel opportunities, lack of information on available transport services for 
tourists, and inadequate signage and designation of road.

B. Not enough (easy-to-find) opportunities to spend money on. Despite significant and rich 
assets, these are not adequately commercialized, and there are not adequate opportunities 
to spend money on for tourists.  These can be largely caused by limited entrepreneurial 
support and little funding available for the private sector to cooperate, innovate, upgrade 
and create new activities and offerings, and opportunities to spend money on.  Romania 
is still catching up with the rest of the region in terms of tourism development and it will 
be important to accelerate this process through innovative solutions and new models 
of offering and consuming travel experiences. In line with global trends, especially in 
Europe, the stimulation of entrepreneurship and new venture creation is a feature of key 
players in the global tourism industry. Other influencing factor can be an unbalanced 
regulatory framework to start and operate in tourism: while there is a new tourism law 
under development, some regulatory issues still remain.

C. Non-competitive quality of experiences and services at destinations. To the extent 
that  opportunities for spending do exist, the quality of the offerings are, usually, non-
competitive.  There can be a number of reasons for this, including poor development and 
management of tourism assets and sites, including their commercialization, preservation 
and sustainability. Less than 20% of CH monuments are in medium and good shape, 
conservation and quality of restoration must be taken as a priority.  Romania’s rich cultural 
heritage can be better leveraged for tourism purposes. The tourists can benefit from 
better product development and management (more digital presence, guided tours in 
multiple languages, digital tours, documentaries, cafes, souvenir stores, and packaged 
tours for several nearby sites). Enhancement in quality, management and service 
delivery can generate more financial resources for this sites to become more financially 
sustainable.  While the museums are facing challenges worldwide, there are attempts to 
take museums at a higher level and turn them into educational institutions and audience 
developers, and offer spaces for various events (multi-functional purposes halls). Romania 
has handful examples of top performers in this area, which can be further expanded. 
Younger generations are emigrating from the rural areas. As a result, traditional crafts and 
folklore are disappearing and the authentic rural landscape is losing its identity. All of 
this requires special attention from the Government. There are limited custom tailored 
programs and funding opportunities to promote traditional crafts, folklore and rural 
business opportunities.  Moreover, revitalization and rehabilitation of the town centers 
and house facades, especially as it applies to the cultural heritage segment, rehabilitation 
and expansion of pedestrian zones in tourist destination and regional centers, where 
tourist can stay for overnight. Currently, the legislation does not allow to invest public 
funds in rehabilitation of the facades, as these are considered as a private property. This 
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needs to be adjusted, as facades hold a public value and play a critical role in tourism 
development for countries, like Romania, where cultural heritage is a comparative 
advantage. The quality of services offered is directly affected by the skill sets of those 
who work in the sector.  The European Commission estimates that less than 20% of high 
school and university graduates choose to work in the hospitality and the tourism sector 
in Romania. However, as observed, many qualified for the tourism sector prefer to find 
a job abroad. Migration applies to both, high and low-qualified personnel. Employment 
in tourism sector in Romania is rather unattractive mostly due to low pays, lack of career 
opportunities, and unstable working conditions due to the seasonality. Moreover, the 
level of use of modern technology in the industry is rather low. Thus, considering these 
factors there is a relatively low productivity of the labor force.

D. Weak tourism policy making, inadequate market segmentation and limited visibility of 
the country abroad.  These have a number of causes, including lack of institutional tools to 
collect and analyze data within the government to identify the market segments (domestic 
and international, for low and high seasons), and to understand traveler behavior and how 
that can be influenced. Tools such as tourism satisfaction surveys are not utilized regularly;  
lack of institutional tools to monitor and evaluate the results and efficacy of marketing 
instruments, and to adjust as appropriate. There are many entities and mechanisms 
engaged in marketing and promotion of tourism in Romania, including the Ministry of 
Tourism, destination management organization equivalents, out-of-country offices, social 
media, tourism information centers, and trade fairs.  However, it is not clear whether these 
instruments and approaches are creating benefits that would outweigh the expenses that 
they introduce, and whether they are performing their functions adequately.  There are no 
monitoring and evaluation frameworks for these instruments to assess the performance 
and make necessary changes to ensure maximum benefits. Institutional framework for 
obtaining feedback from the various tourism stakeholders, including the private sector, 
tourists, and communities affected by tourism activities is weak.  There are existing public-
private dialogue mechanisms in place, however, they could be strengthened, so that 
policies developed in the sector are reflective of the private sector’s concerns and positions.  
On feedback from tourists, there are not regularly-implemented tourism satisfaction 
surveys, and, currently, there is no mechanisms to receive feedback at a community level 
on the impact of tourism on the lives of those affected by tourism activities and policies. 
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Chapter 2: Background information
Tourism Sector Rapid Assessment was conducted in 2018 and is available in Volume 1 of this 
report. Below is the summary of key findings and observations.

Tourism sector contribution to the economy and competitiveness

In 2015, tourism and travel in Romania generated EUR 1.7 bln and directly contributed with 
2,4% to Romania’s GDP2. In 2017, international tourism receipts amounted to EUR 1,3 bln3. While 
the tourism arrivals in Romania have been experiencing constant growth, the average sending 
per tourist still remains low at EUR 476 per trip4.

According to the Labor Inspectorate, the HORECA business5 employed 210 thousand people, 
3.72% of all Romanian employees in 2017. The sector is suffering however from seasonality, 
underpaid jobs and lack of proper training opportunities. Romania is currently at its lowest 
unemployment levels - 4,6% since joining the European Union in 2007. It is 9th lowest rate in 
Europe. The youth unemployment6 is higher than EU’s average of 15,1% and stands at 16.8%7.

Tax reforms resulted in tax relief for business and workforce in different areas including tourism 
industry. From 2014 to date (retirement contribution cut, gradual VAT reductions, tax on 
dividend reduction) has resulted in favorable outcomes for the private sector, as a study using 
data provided by the Romanian Trade Registry shows. Comparing 2014 values to 2017 values, 
Romanian companies under NACE code for HORECA related activities have reported average 
progress of increasing revenues by 18,10%, net losses decreasing by 24,55%, declared profits 
increase by 92% for micro companies.

Romania’s tourism competitiveness within Europe is lagging. The numbers from Eurostat 2016 
suggest that production value, number of enterprises and employees, gross investments 
and average wages and salaries of businesses within the NACE section I  for accommodation, 
restaurants and bars are low: number of enterprises is 25 thousand,16 of 28, production value 
is EUR 3,9 bln, 18 of 28, gross investments stand at EUR 0,54 bln, 14 of 28. Being 11 with the 
number of employees, Romania ranks almost last when comparing the average annual salary 
per employee (for full time, seasonal and part time), taking 27th spot, followed by Bulgaria, 
being the last on the list. This evidence of low pays can well explain why Romania and the 
tourism sector face human capital deficit.

2 Source: Romania Tourism Satellite Account
3 National Institute of Statistics: http://www.insse.ro/cms/ro/content/cheltuielile-turistice-ale-nereziden%C5%A3ilor-%C3%AEn-anul-2017
4 Ibid
5 NACE section I - accommodation, restaurants and bars
6 Youth unemployment refers to the share of the labor force ages 15-24 without work but available for and seeking employment (modeled ILO 

estimate)
7 https://tradingeconomics.com/romania/youth-unemployment-rate
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According to the Travel & Tourism Competitiveness Index, 2017 edition, developed by the World 
Economic Forum (WEF), Romania ranks 68 out of 136 countries8, Bulgaria is 45th, Czech Republic 
39th, Hungary 49th, and Ukraine 88th. While Romania meets the average score for most of 
the indicators, the country ranked lowest on government’s prioritization of travel and tourism 
industry and on the effectiveness of marketing and branding to attract tourists. Both indicators 
shared the same 131st position out of 136, followed by the quality of Tourism Infrastructure, 
being at 129. 

A comparison of Romania’s tourism competitiveness has been conducted with selected 
countries as main source markets and competitors with indicators directly connected to tourism. 
The analysis showed that on the Tourism Demand Side Romania’s strengths and potential for 
further growth are number of UNESCO nature sites (46th), Attractiveness of Natural Assets 
(62nd), Total Protected Areas (38th), number of UNESCO cultural sites (36th), number of Oral 
& Intangible Cultural Heritage (25th) and Hotel Price Index (10th). On all of these indicators, 
Romania ranks higher than the averages for the EU, South-East Europe (EU and Non-EU States), 
and the immediate neighborhood (Bulgaria, Hungary, Moldova, Serbia and Ukraine).  On the 
supply side, Romania’s comparative advantage is fairly limited and while the ratings are lower 
than those of the EU, it still does better than some of those from the SE Europe. On Terrorism 
Index (safety) Romania ranked 1st, on number of Operating Airlines Romania’s performance is 
rated as 51st, and on the number of International Meetings (MICE) the ranking is 44th. There is 
a lot of room to improve on two important indicators, such as Natural Tourism Digital demand 
and Cultural and Entertainment Digital Demand, where Romania falls behind the EU’s average, 
but still does better than the neighboring countries. Tourism related infrastructure also requires 
immediate attention.

Destinations Overview

According to the National Institute of Statistics, 2.76 million international arrivals and 3.86 million 
overnight stays were registered in accommodation facilities in 20179. 9.4 million domestic arrivals 
in accommodation facilities with 17 million overnight stays represented 78% of all arrivals in 
Romania10, proving that Romanians are the main source market for the Romanian tourism. 

The average stay for foreign arrivals marked 1,92 days, while domestic tourism produced a 
slightly higher result with 2,32 days11. Such short duration makes it clear that Romania needs 
to further develop its services and products to allow the tourists to stay longer and therefore 
spend more during their visits.

8 http://reports.weforum.org/travel-and-tourism-competitiveness-report-2017/country-profiles/#economy=ROU
9 Data: National Institute of Statistics, Tempo Online Database, August 2018.
10 Ibid
11 Ibid
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In 2017, top 5 international source markets (Germany, Israel, Italy, France and the United States 
of America) generated close to 10% of all tourist arrivals in Romania’s facilities and 43% of all 
the international ones12. Europeans spent 3,9 million overnights in Romania in 2017, 73% of 
international and 14,2% of all overnights13. When looking into 2017 arrivals, 5% were generated 
by neighboring country markets (reachable in reasonable time via road) such as Hungary, Poland, 
Czech Republic, Slovakia, Ukraine, Serbia, Bulgaria, Moldova, Austria, Greece and Turkey) - 20% 
out of all international arrivals14.

When it comes to the relevant domestic dimension of tourism, numbers of national travelers has 
been constantly increasing since 2007. The growth has almost reached 50% mark in the last four 
years from 2014 to 2018. However, the growth was not equally followed by the international 
tourist receipts and average spending per arrivals. The total of international tourist receipts 
has increased by 15%, while the spending per tourist decreased by 21% in 4 years. The gap is 
growing and therefore the Government needs to implement immediate measures to diversify 
product offer to allow for more spending per tourist. The number of overnight stays has only 
increased by 28%, from 17 million to 21,8 million nights. As statistics show, Romanians engaged 
in more travels with shorter duration. The average stay in the last 11 years dropped from 3,14 
to 2,32 days15. 

Romanians spend more on tourism abroad then international tourists in Romania. In 2017, 
according to data provided by the National Bank of Romania, the difference amounted to EUR 
364 mln, representing 10,27% of Romania’s negative balance payment16.

The top visited domestic destinations in Romania are lead by far by the capital city of Bucharest, 
receiving more than 2 million arrivals and 17% of all arrivals nation-wide in 2017. Brasov comes 
in second at 600 thousand, Constanta at 550 thousand, Cluj-Napoca at 470 thousand and Sibiu 
at 398 thousand. The total top 5 urban destination in Romania gathered 34% of all overnight 
arrivals. The top highest growing destinations since 2007 include Bucharest, Brasov, Cluj-
Napoca and Sibiu (ranging from 80% to 125% growth in number of arrivals), while Constanta 
experiences the slowest growth rate of only 20% for the same period. When looking at county 
level, the rankings and trends remain almost the same. The Brasov-Prahova Valley tourist 
corridor is the second largest tourist hotspot of Romania, after its capital (by combining Brasov 
and Prahova counties) with 1.7 million arrivals. Central Transylvania (adding up Cluj, Sibiu and 
Mures counties) cumulate a similar value, followed by Constanta engaging the coastal area with 
1.2 million arrivals17. 

12 Ibid
13 Ibid
14 Ibid
15 Ibid
16 Ibid
17 Ibid
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Bucharest is the main international destination of Romania, with 1,26 million visitors in 2017 
(45% of all international arrivals). Transylvanian counties lead the top 5 list with Brasov at 202 
thousand, Sibiu - 164 thousand,  Cluj - 135 thousand and Timis at 125 thousand. These first 5 
destinations concentrate 90% of all international visits18. 

The analysis on economic performance of main urban destinations in Romania using Trade 
Registry 2017 data (with findings detailed in Volume 1) shows that Bucharest’s hospitality 
industry generates more revenue (EUR 1,350 bln) than all of the other cities’ private tourism 
sectors combined, while Constanta has the second largest hospitality market, with EUR 188 
mln in revenues, as well as the highest profitability rate (17%). Constanta is also the second 
largest employer in the industry, with 7,4k employees. Cluj-Napoca is the third highest grosser 
of Romanian tourism destinations, with EUR 175 mln in revenues and  a 13,48% profit rate, 
employing 6,641 people. Timisoara and Brasov follow closely19.

Seasonality affects Constanta county the most, having 89% in 2017 (86% in 2010) of all 
tourists coming in during the summer time20. The gap is rising. To ensure economically and 
environmentally sustainable development, the destination needs do diversify its offerings. 
Bucharest, Cluj and Sibiu all have less pronounced seasonality, as numbers of tourists visiting 
during the summer are lower than 50%, with Bucharest at only 37%, showing a different tourist 
profile, as a true business and city break destination, or possibly suggesting that there still is a 
big potential for the sector to generate products and offerings, resulting in a longer stay of the 
visitors. 

More than half of all accommodation structures were registered in 2017 as 2 and 3 star hotels, 
(36,64% - 3 stars, 24,13%- 2 stars). 15,82% were 4-star accommodation facilities and 2,6% were 5 
stars structures. Growth tendencies are higher for a lower-class accommodation structures. While 
there is an important need to further invest in all types of accommodation, the priority must be 
given to higher class accommodation to attract high priority tourists. Supporting development 
of guesthouses is important to boost local economies. 30% of Romania’s accommodation 
capacity, measured as day-places (capacity indicator collected by the NSI) is concentrated in 
the three counties (11,92% in Constanta, 11,32% in Brasov, 8.7% in Bucharest)21.

Shared economy has increasingly become a phenomenon impacting Romanian tourism. 
Bucharest has registered a 65% annual growth in the last eight years regarding numbers of 
shared accommodation rentals, as online statistics show (almost 8,000 rentals on AirBnB in 2018, 
with an average daily rate of EUR 35, occupancy rates ranging from 37% to 66% throughout 

18 Ibid
19 Ibid
20 Ibid
21 Ibid



- 15 -

the year). Constanta and Cluj-Napoca offer almost half the number of shared accommodation 
available in the capital city22.

The top five destinations gathered 38% of all tourism employment in the country in 2017. 
Bucharest is the largest employer in tourism, employing 51,766 staff (3,8% of all jobs in 
Bucharest)23.

Tourism and Human Capital

The tourism sector suffers from staff shortage, and the problem will become more complex as 
the demand continues to grow as a result of economic growth and an increasing number of 
tourists. The Romanian National Tourism Development Master Plan (2007-2026) offered main 
reasons for required personnel shortage, which remain factual today as well:

 � The training programs are not up to the required market standards. In many cases training 
providers issue diplomas without offering the full and appropriate practical training 
opportunities (in other words, do not turn knowledge into a skill).

 � Due to the low wages, and the low image that the jobs in hospitality have, a considerable 
number of young Romanians emigrate from the country to work abroad.

 � At the management level, there is a lack of skills, and limited in-house on-the job training 
opportunities to keep skills up to the standards and improve performance.

 � There is no adequate continuous in-service training to upgrade the skills and knowledge 
of the existing hospitality staff on various levels.

Tourism and Transportation Infrastructure

Although the transport infrastructure in the country has improved, it remains substandard and 
effects Romanian Tourism negatively. These constraints can be attributed to the poor quality 
of road infrastructure, limited transportation systems, availability of digital application for trip 
planning, and gaps in the TEN-T (Trans-European Transport) connectivity between the east and 
the west of the country. Moreover, there is a slow progress of the railway modernization and 
Romania scores last in Europe in terms of quality of railroad infrastructure.

In 2017, 63% of all international entries arrived in Romania using road, while 35% were entries 
were registered at the airports and only 2% via railway or water24. Airport entries have doubled 
in the last year (2017 vs. 2016), increasing the growth tendency from a year earlier (2016 vs. 2015 
- +47%). Romania with its 12 international/regional airports (Bucharest, Cluj, Constanta, Craiova, 
George Enescu Bacău, Iasi, Oradea, Satu Mare, Sibiu, Suceava, Târgu Mureș and Timisoara) is 

22 Dara source: AirDna.co
23 Labor Inspectorate. 2017
24 Data: National Institute of Statistics, Tempo Online Database, August 2018.
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connected to 39 countries and 92 destinations with 1,589 flights a week by 3 national and 26 
international airlines. The vast majority of flights are come from European origins.

Marketing and promotion

Romania is still largely an undiscovered destination. Efforts have been in the last years to 
build and consolidate the national brand. In 2010, with the support of the European funded 
Regional Operational Program, the Government commissioned a new country brand “Explore 
the Carpathian Garden” Branding and Brand Manual (2010-2011) and developed promotional 
activities, subsequently, including the creation of tourism information centers. The impact 
evaluation results of these funded interventions were captured in a synthesis reporting, stating 
that the brand strategy has improved in quality, gaining unity and consistency, however there is 
no attributable increase in influx of tourist, as a direct, net effect to the campaign. Impact studies 
were also commissioned and the results showed that there is a strong need to continuously 
promote the destination and the brand on foreign markets.

A social media scan focusing on information online posted in the last year (see more details in 
volume 1) showed that international positive reactions often associated with visual content 
(natural beauty, unique locations, authentic experiences, culture and nature, architecture and 
landscapes), while the negative reactions were associated with political coverage. Conclusions 
state that while online resources are widely available, they can be better leveraged to further 
promote Romania’s image and increase awareness on the country at international markets.

Forms of Tourism for Domestic and International Markets

Romania offers wide range of tourism experiences and has a potential to further unlock their 
capacity for the economic growth at local, regional and central levels. The forms of tourism 
currently available in Romania can be grouped into the following groups:

 � Nature and Adventure
 � Mountains and Skiing
 � Culture and History
 � Health and Wellness
 � Sea and Sun
 � City Breaks
 � MICE
 � Gastronomy

After analyzing the data from Tourism and Travel Competitiveness Index (see Chapter 1 of VOlume 
1) and where Romania holds comparative advantage and potential for further development 
compared with other competing countries, flavored with modern tourism development trends 
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and ‘visitor experiences’, Romania is better positioned to focus on four major key segments to 
further boost international spendings and average stay of international tourists in Romania:

 � Cultural Heritage, Cultural and History Tourism (flavored with gastronomy)
 � Nature and Adventure, covering Eco and rural tourism
 � Health and wellness, concentrating around the Romania’s rich SPA resources
 � Meetings, Incentives, Conferences and Exhibition (MICE)

Prioritization and further development of the remaining three segments is also very important 
for domestic purposes, as it represents about 80 percent of all travels in Romania:

 � Sun and Sea
 � Mountain and Skiing
 � City Breaks (high potential in terms of yield) 
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Chapter 3: Priorities, Policies and Legal Framework

Tourism Regulatory Framework

Primary and general regulations on the organization and operation of tourism activities in 
Romania are covered by the Government Ordinance no. 58/1998. The regulation has been in 
force for almost 20 years now and successively amended several times.

Other laws that may apply to tourism, inter alia, include the following:

 � Government Ordinance (GO) no. 19/2006 on the use of the Black Sea beach and control of 
beach operations, as subsequently amended and supplemented, 

 � Law no. 526/2003 approving the National Tourism Development Plan «Sky in Romania», 
 � Government Emergency Ordinance (GEO) no. 62/2004 on the organization and operation 

of tourist parks, 
 � Framework Convention on the sustainable protection and development of the Carpathians, 

ratified by Law no. 389/2006,
 � Law no. 72/2014 for the ratification of the Sustainable Tourism Protocol, adopted in 

Bratislava and simultaneously signed by Romania on May, 27, 2011, 
 � Framework Convention on the Protection and Sustainable Development of the 

Carpathians, adopted in Kiev on 22 May 2003.
 � GEO no. 202/2002 on the integrated management of the coastal area, as subsequently 

amended and supplemented,
 � GO no. 107/1999 on the marketing of travel packages, republished, as subsequently 

amended and supplemented,
 � GEO no. 8/2009 on the granting of holyday vouchers, as subsequently amended and 

supplemented,
 � Law no. 170/2016 regarding the tax on specific activities.

Currently, the government has consolidated all tourism related regulations under the Tourism 
Law. Currently, the MoT is in the consultation process with other ministries to finalize the 
document.

Tourism Strategies

In 2006, the World Tourism Organization assisted Romania with the development of the National 
Tourism Development Master Plan 2007-2026. The objective of the Romanian National Tourism 
Development Master Plan was to identify the weaknesses and explore the opportunities to 
efficiently compete at the world market. The National Tourism Development Master Plan was 
approved by Government Degree 558/2017.
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Most of the elements marked for improvement 10 years ago in the master plan still remain 
valid even today. Many of the action items have not been completed due to the changes in the 
government and authority structure, lack of financing and partly due to lack of ownership in the 
process. Deficiencies and poor quality of some of the urban centers, inefficient coordination and 
management provided by the public sector, outdated or not well targeted training processes and 
VET education practices, lack of sound and reliable statistical data for analysis and uninformed 
marketing and promotion practices and other broad categories from the master plan, which 
remain critical nowadays as well.

To ensure the protection of the natural and cultural heritage in the Carpathian Mountains, 
Romania ratified the Framework Convention on the sustainable protection and development 
of the Carpathians, ratified by Law no. 389/19.10.2006. The objective of the Convention 
is cooperation for the protection and sustainable development of the Carpathians with 
consideration of improving quality of life, strengthening local economies and communities, and 
conservation of natural values and cultural heritage. The Convention establishes the general 
cooperation framework between the seven signatory countries in areas of conservation of bio-
diversity, spatial planning, management of water resources, agriculture and forestry, transport, 
tourism, industry and energy. 

Furthermore, sectoral strategies have been also elaborated. For instance, in 2009, the National 
Strategy for Eco-Tourism and the National Strategy for Spa Tourism was developed. In 2011, the 
Marketing Strategy and Operational Plan for Romania 2011-2015 was finalized. These strategies 
have been updated in 2015, yet the new versions are at the approval stage.

Government Program 2018-2020

The Government Program for 2018-2020 puts tourism as one of the main pillars for economic 
growth positively affecting local and regional development agenda of the country. The program 
aims at providing better quality of life and livelihoods to all citizens by promoting inclusiveness 
and supporting development of the middle class. The government’s agenda is multi-fold. On 
one hand, it aims at increasing public investments in infrastructure and education through 
European funds to further stimulate the private sector and regional development. On the 
other hand, the objective is to create an enabling environment for SMEs and create better 
opportunities to access finance and attract higher level of foreign investments into added value 
sectors. Education is considered is considered to be a strategic development factor, encouraging 
entrepreneurship, creativity, and innovation.

The government successfully continues implementation of various initiatives, which aim at 
further supporting economic development of the state. Start-up Nation Program offers RON 
200,000 to the eligible applicants on grants bases with an objective to create 75 thousand new 
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jobs in the following 3 years. The program proposes to establish a Sovereign Investment and 
Development Fund, which will bring together state companies that are profitable, to support 
business activities in key priority areas with a total budget of EUR 10 bln. Implementation of 
the First Leisure Center program aims at increasing investments in infrastructure for leisure, 
such as pools, sauna, massage, fitness, sports. This will help to extend the season along the 
seaside resorts, which currently is heavily affected by the seasonality. The Strategic Invest 
Romania Program will promote new investments, by offering state aid on grant basis to support 
investment of minimum of EUR 2 mln. 

For tourism development, the Government of Romania’s key performance indicators are directly 
echoed by this strategy. These are: (1) increased numbers of foreign tourists, (2) increased 
number of average spending per tourist; and (3) increased number of jobs. These three core 
strategic indicators can best measure the success for strategy implementation by looking at 
assessing the interim results against the set targets.

The governments planned actions to support tourism development can be placed under 
different pillars, each of them resulting in increasing the traffic flow within the country and 
attracting more tourists from high priority markets. To achieve tangible results, the MOT has re-
established overseas promotional offices and is planning to engage in an aggressive marketing 
and promotion campaigns. The government has made significant progress to support 
establishment of DMOs in destinations at 3 levels, micro (local), mezo (regional), macro (RO 
DMP).

Infrastructure development is a critical element to be addressed by the program and the 
strategy. Both documents stipulate that increasing mobility and connectivity between regional 
tourism hub cities and improving access to important cultural and natural sites is a priority. 
The Government continues to follow the transport master plan. The planned activities include 
the completion of the highways currently under construction and introduction of a missing 
link between the important corridors, bringing to an end Constanta-Nadlac 4th corridor 
improvements and Transilvania highway, Bucharest Ring Road, Montana highway, 9th corridor 
and others. The government’s program also aims at bringing 60% of railways to European 
standards, which will allow private operators to increase competitiveness and it will also allow 
railway transport to hold an increased role. Five most competitive airports (Bucharest, Timisoara, 
Constanta, Cluj, Iasi) are deemed to be turned into international hubs. 

Another milestone, which the government set in the program is to promote transportation via 
interior navigation canals and rivers by rehabilitating maritime and river ports and the ports of 
tourist interest (Orsova, Moldova Veche, Constanta, Turcea, Braila).
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Integrated regeneration of the urban centers (water, sewage, local roads, street lights, important 
architecture building and their facades, public spaces) will lead to improved environments for 
the tourists, resulting in their longer stays at destinations and promoting higher spending.

Furthermore, green, natural and rural tourism development is a priority for the program. The 
need to build regulations and guidelines to ensure sustainable development is well presented in 
the document. Developing Danube Delta tourism has a dedicated mention with the respective 
protection norms of the biosphere reservation. The document proposes improving the network 
of tourism information for the area, including GPS apps with maps and routes, eco-friendly 
accommodation and transportation.

Tourism related education and improved learning environment is another pillar and 
Government‘s priority. As the program identifies, the sector is in need of 40% more of cooks, 
waiters, receptionists and maids. Creating a Hospitality National Education Center and revisiting 
VET programs for tourism can lead to significant improvement in qualifying tourism workforce 
levels. The Government aims at spending EUR 1,3 bln into employment measures dedicated to 
the youth. The labor policies and action to be adopted by the government during this period 
include, among others, implementing the Green Job Initiative and the Warranty for Youth 
Program.

Ro-Cultura program proposes investments to digitalize cultural heritage, increasing its virtual 
presence and improving marketing opportunities. The government also plans to invest in 
cultural infrastructure such as theater, museums or Philharmonic concert halls, while paying 
special attention to the conservation of the Dacian Fortresses in the Orastie Mountains (UNESCO 
heritage sites). All these improvements will significantly support visibility of destinations and 
attract higher number of tourists from the high potential markets.
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Chapter 4: General principles
Recognizing scarce public resources available for investment, fierce competition for markets, 
and the fact that Romania’s tourism industry is relatively young compared to the rest of Europe, 
the action, activities and programs designed during the strategy implementation phase need 
to be smart and targeted. 

Therefore, the following principles were applied in shaping this strategy and need to be carried 
on when designing specific programs or implementing follow up actions: 

#1: Consider the most current trends in demand and supply: Focus should be on growing 
product offers that increase length of stay and yield per tourist;

The travel industry is growing fast and is influenced by numerous trends that are shaping 
societies at large. The strategy implementation process should consider these trends and 
identify the likely impacts that they may have on tourism at the destination. This includes the 
rise of new generations, new consumption models, new business models in the industry, etc. 

This is a critical area for investment and focus in Romania as it will drive aspects such as 
improving data collection and analysis, targeting infrastructure investments, defining target 
markets and aligning marketing strategies with those. The focus on increasing length of stay 
and tourists’ expenditure is directly connected to increasing tourism revenues for the country 
but also allows for essential decision-making around prioritization of investments and increases 
focus on deepening and diversifying the tourism experience. Through a performance indicator 
like “increased length of stay for foreign tourists from 2 to 4 days”, alignment and coordination 
are required between regions of the country, between public and private sector, marketing and 
product development, and across different government ministries and agencies.     

#2: Plan with overtourism in mind

Even though it seems that overtourism is a problem that applies to destinations that are at 
an advanced stage of their growth lifecycle, this is not precisely so. Smart destination growth 
means designing and executing a process that stimulates growth on the basis of smart planning 
and careful analysis of trade-offs following the following principles:

 � Instilling impact-based rather than volume-based approaches
 � Taking a focused segmentation and targeting approach
 � Considering carrying capacity, visitor flow management and limits of acceptable change    
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#3: Nurture linkages with agriculture, aquaculture, food and other sectors

To ensure further economic benefits, the national strategy implementation process should 
facilitate and enhance linkages with specific sectors such as agriculture, aquaculture and food 
industry. This can be achieved through:

 � Optimisation of the locally sourced supply of agricultural, aquacultural and processed 
food products.

 � Design of distinctive traveler experiences that weave in local farming, fishing and culinary 
traditions.

 � Development of farm- or food-related souvenir products.

Effective planning for tourism development requires a “whole-of-government” approach where 
sectors like education, infrastructure, urban and rural development, roads, etc., are aligned and 
coordinated in adding potential value to the tourism sector. It is also important to deepen the 
economic impact of tourism through linkages with other productive economic sectors such 
as agriculture, aquaculture and food production that can supply tourism service providers, 
but also diversify the tourism offer. Farmers’ markets, farm visits, farm-to-table programs and 
demonstrations of culinary traditions are grounded in the local economy and are based on local 
entrepreneurship associated with improving and diversifying the skills of local operators and 
local farmers. Romania has particularly strong traditions around food that can be leveraged to 
strengthen its national brand as well as an entry point for promotion and marketing through 
the travel and food media. 

#4: Set the stage for tourism entrepreneurship and innovation

Romania has an existing entrepreneurial ecosystem that can be source of innovative solutions 
for the travel industry. An innovation-oriented development can build on this by encouraging:

 � Design of innovative and smart solutions to some recognized challenges of Romania’s 
tourism industry 

 � Attraction of young people to the travel industry 
 � Acceleration of new job creation 
 � Gaining competitive advantage on the basis of innovative and smart solutions in the 

industry

Romania is still catching up with the rest of the region in terms of tourism development and 
it will be important to accelerate this process through innovative solutions and new models 
of offering and consuming travel experiences. In line with global trends, especially in Europe, 
the stimulation of entrepreneurship and new venture creation is a feature of key players in the 
global tourism industry. Large players such as TripAdvisor, Airbnb, Booking.com and Skift are 
investing in accelerators and features to fuel innovation in the sector. Romania has grown a 
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competitive IT industry that has motivated large multinational technology leaders to open local 
offices creating favorable conditions for the success of numerous small and medium-sized local 
companies. In addition to the demand side benefits, the supply side of tourism in Romania can 
benefit from stronger partnerships at the destination level, through the nascent DMO structures, 
and from social and digital media platforms.     

#5: Remember resilience to climate change as critical factors in proposed investments; 

When designing programs and activities, consider climate change implications for the tourism 
sector and outline specific solutions that address them and ensure higher level of resilience. 

The implementation should also meet ambitious goals about growing tourism in ways that 
minimize footprint by moving away from traditional models and encouraging new ways of 
designing and delivering experiences in ways that eliminate pressures on the environment. 

#6: Ensure a phased approach to investments, according to realistic assessments of mar-
ket readiness.  

When implementing the strategy, consider the preparedness of different regions to begin 
receiving travelers from desired segments and categorize them according to their market 
readiness and corresponding investment needs as areas for immediate development, areas for 
mid-term development and areas for long-term development. This will ensure that there are 
some low-hanging fruits that will begin producing revenues in a relatively short period of time 
while mid- to long-term investments are made.   

It is critical for the success of this strategy that the proposed actions translate into realistic 
activities and are informed by ongoing analysis and monitoring. The phasing of investment 
and development efforts should be based on analysis of existing offerings, market-ready or 
close to market-ready traveler experiences, as well as assets that hold potential to become 
products/ attractions that would appeal to targeted market segments. Travelers are attracted 
by key attractions and experiences, but they need a variety of supporting services, therefore 
there is a need to comprehensively assess the readiness of local destinations to receive and 
meet the needs of targeted travelers25. This means considering the availability and quality of 
attractions, the current state of public and private amenities and supporting services (including 
visitor infrastructure, guiding services, interpretation services, hospitality services, medical and 
safety services, etc.), accessibility, availability and quality of the workforce, the overall image 
and character of the place/ destination and the relevance of pricing.  

25 UN World Tourism Organization. (2017). A practical guide to tourism destination management, UNWTO
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#7: Apply relevant market access tactics 

Consider market access tactics that are relevant to desired target markets. For source markets 
sending mostly independent travelers focus should be placed on direct communication 
channels and campaigns that do not require physical presence in countries. For the markets 
that rely on facilitation from tour operators there may be a need to explore the country of origin 
of the operators that are most likely to serve its markets. This may translate into the physical 
presence in locations where there is high concentration of such tour operators and/ or there are 
frequent industry gatherings and events.   

#8: Pursue a smart strategy approach 

Align between the existing and potential attractions, and the travelers who are motivated by 
the opportunity to explore them. Based on its assets Romania is likely to succeed with individual 
or organized travelers who pursue active exploration of nature and culture, and who look to 
engage with the visited place (independent active explorers and organized active explorers).  
From a practical perspective, it is most reasonable to target active explorers from nearby regions, 
especially in the short-term: 

 � Domestic travelers
 � Regional travelers
 � International travelers who are already in the region
 � Active explorers from Eastern, Central and Western Europe who are easily connected via 

direct flights

#9: Implement with mutual trust, understanding and high level of participation

Stakeholder participation, mutual trust and understanding of the processes are the key elements 
for successful implementation of the strategy. Every public or private sector representative, 
group, association, or individual who is affected or affects the strategy implementation is 
considered to be a stakeholder and needs to be given an opportunity to participate in its 
implementation process. 
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Chapter 5: Objectives
National Tourism Development Strategy for Romania unfolds around a Theory of Change, which 
is essentially a comprehensive description and illustration of how and why a desired change is 
expected to happen. It is focused in particular on mapping out what has been described as the 
“missing middle” between what a strategy does (its activities or interventions) and how these 
lead to desired outcomes being achieved. 

The Strategy identified three key challenges:

1. High youth unemployment.
2. Growing rural/urban gap due to lack of economic opportunities.
3. Low contribution of Tourism in the economy, as a prospective sector

Tourism can be used as a key driver to address these issues and therefore serve as a catalyst to 
trigger development of other sectors (such as agriculture, for example), as well.

To assess the progress in addressing the identified challenges, the strategy offers strategic 
objectives for impact assessment:

 � Support creation of jobs for the local population, including the disadvantaged groups 
such as women, youth and those in rural areas through sustainable tourism development, 

 � Increase the share of Tourism in the economy

The Strategies Objectives are support by Strategic Indicators. These are high level, overarching 
measures which will help to see how successful the strategy implementation is:

1. Increase in average expenditure per tourist;
2. Increase in average length of stay from targeted markets;
3. Increase in number of jobs created (% of which women, youth, in rural areas);
4. Increased number of smart tourism initiatives developed for sustainability (environmentally 

and socially) of the sector

Core challenges in achieving progress towards against the set indicators are:

1. Not enough tourism spending captured from existing tourists (domestic and international)
2. Not enough high-spending tourists attracted

The contributing factors include:

 � Insufficiently developed and difficult to access tourism sites, largely driven by unreliable 
and inadequate access roads to tourism sites, unreliable and limited transportation 
systems, and lack of information on available transportation services.

 � Not enough (easy-to-find) opportunities to spend money on, attributable to limited access 
to funding for the private sector to cooperate, innovate, upgrade and create activities, 
packages, souvenirs, and offer better food; activities not adequately linked to tourism 
trends; and unbalanced regulatory framework to start and promote tourism activities.
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 � Non-competitive quality of experiences and services at destinations, inclusive of poor 
development and management of tourism assets and sites and weak skill sets and lack of 
innovation.

 � Weak tourism policy making, inadequate market segmentation and limited visibility of 
the country abroad. This broad category originated from the lack of institutional tools 
to collect and analyze data to identify the market segments (domestic and international 
for low/high seasons), their behavior, and influence factors, including through tourism 
satisfaction surveys; lack of institutional tools to monitor and evaluate the results and 
efficacy of marketing instruments and visibility campaigns, and to adjust as appropriate 
(e.g. Ministry of Tourism, DMO equivalents, out of country offices, social media/IT 
solutions, tourism information centres, trade fairs participated, etc.); lack of institutional 
tools to collect inputs/feedback from the private sector on the state of the sector and the 
communities affected and how the country’s tourism vision should move forward.

In response to these contributing factors, four operational objectives have been set:

1. Improve Connectivity and Quality of Site Infrastructure
2. Foster Support to the Private Sector to Innovate
3. Enhance Quality of Experiences and Services at Destinations
4. Strengthen Tourism Policy-making Capacity, increase Digitalization and Better Align 

Marketing Instruments with High Potential Markets

Each objective is supported by a set of activities, introduced in the Action Plan and described in 
the following chapters of the Volume.

Given that the strategy will also serve as a tool for the Government and the Ministry of Tourism 
to prepare for the next programming period of the EU funding cycle, the chart below shows the 
link between the strategy implementation and how EU funds can be aligned with it.
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Chart 1: Correlation between Theory of Change and EU Funding Programs
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Chapter 6: Directions of action
Each specific objective presented in the previous chapter and under the Theory of Change is 
linked with specific actions or set of activities. 

For the logical order and sequence, all activities under the objectives have been grouped 
thematically and come as follows:

Objective 1. Improve Connectivity and quality of site infrastructure

Transportation

1. Improve roads access to tourist resorts, sites and attractions
2. Rehabilitate and develop railways with tourist value to increase connectivity and diversify 

tourism offers
3. Improve green public transport for tourism use
4. Improve port infrastructure to increase tourists flow along the Danube and Black Sea 

(small ports, Constanța, Tulcea. Brăila, Galați)
5. Create dedicated infrastructure for biking routes and green ways
6. Create or support the creation of bicycles smart rental systems

On-site Infrastructure

7. Improve quality of public spaces (green spaces, parks, recreational areas) in tourist resorts 
and key urban centers (in mountain and/or seaside resorts)

8. Adapt cultural heritage sites for public and tourist use (parking, assets, landscaping, 
benches, trash bins, signage and signaling, information boards, etc.)

9. Promote cultural heritage in urban areas for public and tourist use (plazas, historic 
districts with unique facades and monuments)

10. Protect, develop and promote natural heritage through adaptation and/or rehabilitation 
of eco-tourism infrastructure 

11. Improve quality of landscapes, public spaces and develop tourism related amenities in 
rural areas of touristic importance

12. Develop visitor strategies for natural protected areas and Natura 2000 sites
13. Develop MICE and event-related infrastructure - Convention Centers, Event halls, 

Multipurpose halls
14. Renovate spa treatment infrastructure and facilities and modernize their equipment.

Objective 2: Foster support to the private sector to innovate

Innovation of the private sector- business opportunities and incentives

15. Support increased digitalization and commercialization for tourism SMEs (hotel web 
sites, digital offers, catalogue, etc.)
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16. Support tourism startups and innovative SMEs by creating national, regional or cross-
border tourism incubators such as the Welcome City Lab in France

17. Host annual digitalization,  innovation and investment forums and exhibitions, promoting 
tourism networking and collaboration opportunities

18. Support development of a dedicated platform to facilitate reimbursement of medical 
and SPA treatments for EU tourists according to the EU Healthcare Cross Border Directive

Objective 3: Enhance quality of experiences and services at destinations

Private Sector Support

19. Support upgrades of tourist facilities to help them meet higher classification standards 
(fiscal tools, grants etc.), while respecting urban and architectural technical guidelines 
for built environment

20. Promote implementation of energy efficiency measures with specific technical guidelines 
in public tourism assets (Museums, cultural and natural heritage assets, leisure, Ski  and 
spa resorts, etc…) 

Tourist Site Management

21. Support DMOs through training in developing destination management strategies and 
operations plans.

22. Create and/or support the development of DMOs in cross border areas  to promote regional 
tourism initiatives and create common tools for cross border tourism management.

23. Establish a Conventional Bureau, as an agency under the MoT, or part of the national or 
regional DMOs to bridge international and national/local businesses to promote MICE 
opportunities

24. Design and adopt visitor management plans (following the template) at CH, natural and 
protected areas and sites of tourist importance

25. Support Timisoara, as European Capital of Culture 2021 and the region of Sibiu, as 
European Region of Gastronomy, with funding and technical assistance to promote 
initiative and attract higher number of international arrivals from high priority markets

Product Development and Offer Diversification

26. Support and incentivize creation of authentic products, promote local gastronomy 
and production of crafts by organizing  special events and promotion activities (expos, 
festivals etc.)

27. Create annual cultural events agenda for main destinations (entertainment and reason-
to-come events such as festivals, niche events etc.), promotion internationally and offer 
information in multiple langauges, ticketing options, travel packages, etc.
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28. Encourage  development of transnational health tourism packages by offering tourism 
marketing consultancy on product development and delivery to high priority European 
markets.

Access to Tourist Information

29. Upgrade, where possible or establish tourism information centers with the use of digital 
technology, modern tourism products and services (hot spots, communication hubs, 
digital community centers). Ensure that at least one TIC is available in every destination, 
including the center of Bucharest and all airports.

30. Empower TICs to sell tourism services (reservations, tickets, etc.) and generating income 
for sustainability by linking them with local DMO.

31. Develop tourist signage standards (graphics, bilingual or more, standard info, etc.) and 
ensure that these standards are followed at all levels.

32. Increase tourist mobility in urban centers by creating multimodal urban mobility 
information systems for tourists (information boards, e-tickets, smart ticketing kiosks, 
etc.)

33. Digitalizes locations of all cultural, natural, protected and other tourist sites and trails on 
public maps for easy access and trip planning

34. Create a National Tourism Open Database according to EU OpenData policy (French 
model) and make data available to public and private stakeholders by putting in place 
applications to increase access to information and resources

Human Resources and Service Experience

35. Design training programs in foreign languages and tourism related soft skills 
(communication, leadership, customer service, etc.) for staff working in tourist destinations

36. Develop regional hospitality education centers and provide practical training programs 
based on a clear identification of needs with the stakeholders (e.g. spa, hotel, ski sector 
professionals, etc.)

37. Upgrade VET schools and modernize their equipment to better meet the market needs
38. Create counseling mechanism to increase awareness about tourism related jobs in high 

schools
39. Create youth summer employment programs in close coordination with the private 

sector. Build in extra credit opportunities for students, when participating in the program.
40. Design professional development training courses for DMO staff. Facilitate development 

of a special professional profile for the DMO managers.
41. Provide training opportunities for tourism product creation and promotion for SMEs and 

tour operators in a digitalization (hands-on training with emphasis on tourism product 
creation and specific tourism marketing tools development and management)
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42. Provide training opportunities for museum and tourist site staff in customer service, 
foreign languages, interpretation, guides, etc.

43. Create and promote training programs for the integration and the  re-entry into 
employment for disadvantaged people and to promote women’s labor market 
participation. 

44. Support development of social economy and social enterprises in the tourism field in 
order to create new sustainable products, especially in rural areas.

45. Train individual entrepreneurs and those from social enterprises in digital marketing 
tools (registration and promotion of products and services on national tourism portals 
or sharing economy platforms for example)

46. Develop common training sessions for relevant public authorities in order to create cross 
border management plans and promotion tools for natural and cultural heritage

Objective 4: Strengthen tourism policy- making capacity, increase digitalization and 
better align marketing instruments with high potential markets

Capacity Building for Policy Making, improved data collection, monitoring and evaluation

47. Develop a digital system to collect and analyze data centrally from accommodations,  
including shared economy and to have reliable data on tourism arrivals and receipts in 
destinations (example: eVisitor - Croatian National Tourist Information System) 

48. Better utilize Tourism Satellite Account (TAS) to inform operations in a due manner.
49. Develop annual customer satisfaction surveys in main destination (targeting both 

domestic and international tourists) to inform tourism marketing and strategy adaptation
50. Coordinate with the Ministry of Education to monitor and evaluate the quality of VET 

education and employment to adjust the programs and better meet the needs of the 
sector.

Marketing and Promotion

51. Support research and innovation activities in public research centers, higher education 
and centers of competence to create and promote tourism market intelligence tools 
using innovative technologies such as AI and Big Data  (collection, monitoring, evaluation 
and forecasting tools for the MoT and local public actors to analyze tourist flows and 
behaviors and adjust their actions accordingly). 

52. Develop a marketing strategy to inform market segmentation and which high priority 
markets to approach to attract more high spending tourists from priority markets

53. Support adoption and upgrade of digital marketing instruments for tourists use (city 
applications, events calendars, etc.) 
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54. Promote cultural routes certified by the Council of Europe, European heritage label, 
European Destinations of Excellence and other initiatives under one digital instrument 
(platform) for better promotion

Public-Public and Public-Private Cooperation among Tourism-related Stakeholders

55. Empower public-private dialogue platform where the private sector has a strong say in 
the development process.

Legislation Revisions

56. Reinforce General Urban Plans to protect cultural landscapes and other tourist assets/
areas. 

57. Revise the legislation to allow facades to be rehabilitated with public funds, as they hold 
public value, especially those with cultural heritage status.

58. Analyze and where possible diversify classification and standardization system by 
setting basic standards for the SME service providers (small restaurants, guest houses) 
and possibly maintaining higher level for more developed and branded providers. 

59. Analyze and where possible deregulate the sector by eliminating unnecessary instruments 
and let the market respond to the vendors (use the power of social media, reviews, etc.) 

In order to implement these activities, the Ministry of Tourism will implement a public policy 
that will maximize the potential of EU financial instruments for tourism development during 
the next programming period. It will also allow the Ministry of Tourism to become an active 
participant in the preparation process for the next programming period and that especially in 
the framework of the inter-ministerial committee that has been created for this purpose. 

Tourism stakeholders can benefit from this strategy in many shapes and forms. The stakeholders 
can benefit from EU funding programs, either directly and by projects co-financing mechanisms, 
or indirectly, through studies and research carried out by the Ministry of Tourism or by research 
institutes or universities.

Tourism development activities and projects can be funded under different EU financial 
instruments. For example, digitalization support funding lines can focus on removing barriers 
and bottlenecks for tourism start-ups and existing businesses, by facilitating incubator support 
over distance, promoting innovative small-scale funding mechanisms or developing inclusive 
business models. In our case, digitalization support will focus on realizing the potential of place-
based opportunities, such as the country’s unique cultural and natural heritage, by fostering 
entrepreneurship in tourism and experience industries based on the high-quality nature and 
heritage, traditional lifestyles and other authentic experiences.

Promoting development of tourism social enterprises that combine a social and societal purpose 
with the entrepreneurial spirit of the private sector can be a way to support and encourage 
entrepreneurship among underrepresented groups and a better gender balance.
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Therefore, the MoT’s public policy, through the provision of technical and informational 
assistance to the Managing Authority in charge of the ESF+ program, can be leveraged to the 
integration of the sectoral labor market challenges during negotiations of the upcoming EU 
programming period. Indeed, investing in people and skills and make sure that education and 
training systems deliver the required skills and knowledge needed in an increasingly tensed 
labor market is one of the main challenges of the sector, as identified during the assessment. 

The MoT has identified the funding possibilities for the successful implementation of its public 
policy. The next milestone will be to use the strategy to: 

1. Spotlight its priorities in the framework of the Inter-ministerial committee for the next EU 
programming period;

2. Participate actively in drafting of the next national Partnership Agreement on the European 
structural and investment funds, incorporating tourism policy priorities;

3. Collaborate closely with the Managing Authorities in order to offer as many funding 
opportunities as possible to tourism public and private stakeholders;

4. Use the action plan as a blueprint for sector development. During implementation revisit 
the document, assess the operational environment and adjust as needed.
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Chapter 7: Results of the strategy implementation
Romanian Tourism National Development Strategy concentrates around three tiers to serve as 
a blueprint for sustainable tourism growth in Romania to:

 � further strengthen Romania as a premier, year-round, world-class tourism destination 
which meets the EU standards in product and service delivery;

 � cherish the people, tradition, places, natural and cultural heritage of Romania;
 � increase the visibility and reputation of Romania at the world’s premium tourism markets.

The vision of the strategy suggests that

By 2030, Romania will be a well known premier, year-round, high quality 

tourism destination, centered around its unique cultural and natural 

heritage, and world-class customer service. 

Romania will be at the forefront of tourism competitiveness, through strategic investments in 
infrastructure, education, marketing and promotion, which lead to the development of unique 
Romania visitor experiences and appeals to high-value markets in Europe and around the globe. 
Tourism will significantly increase its contribution to Romanian and European economic growth 
and development, through increases in visitor spending. 

The focus will be on the quality and diversity of visitor arrivals and not the total number of 
visitors. The Romania Tourism Development Strategy targets to achieve the following strategic 
indicators and results:

Increase tourism receipts  
from the current level of EUR 1.3 billion in 2017 to EUR 6.3 billion in 2030;

Increase average spending per visitor  
from the current level of EUR 476 in 2017 to EUR 633 in 2030.

Increase in average length of stay from the targeted markets 
from the current level of 2 days in 2017 to 3 days in 2030;

Increase in total number of international tourists 
from 2.7 million in 2017 to 10.3 million in 2030;

Increase in number of job in tourism industry 
from 210 thousand in 2017 to 786 thousand in 2030. 
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Table 1: Strategic Indicators and Expected Results - Forecast 2020-2030

Strategic Indicators 2017 2020 2025 2030

International Tourism Arrivals 2,760  3,674 5,916 10,354

International tourism receipts (EUR mln) 1,314  1,796  3,360 6,554

Average expenditure per arrival (EUR) 476 496 568 633

Number of employment in tourism 209,575 278,978 449,219 786,210

On average, 13.1 tourists generate one job in Romania. This ration has been respected when 
projecting employment growth. It is proved that increase in spendings does not always follow 
the growth of tourist numbers hand in hand, as with increased numbers of arrivals, more diverse 
groups arrive in the country, with improved facilities and connectivity more domestic tourists  
travel within the country. When projecting expenditures, a substantially moderate increase in 
spending has been anticipated. The increase for tourist arrivals for the first 5 years of strategy 
implementation (2020-2025) is projected at 10 percent annual (pessimistic approach), while for 
every following year (2026-2030) the growth is estimated at 15%.
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Chapter 8: Results of the actions
Implementation of this strategy and its action plan will deliver the following results:

Objective 1: Improve Connectivity and quality of site infrastructure

Implementation of the action plan will lead to the following results: 

 � Rehabilitated roads leading to tourism attractions;
 � Rehabilitated railways, including those that hold tourist value;
 � New sustainable transport infrastructure linking tourist sites and improved connectivity 

(e.g. green buses);
 � Rehabilitated port terminals along the Danube and Black Sea coast;
 � New biking routes and green ways, and biking rental services.

Implementation of actions dedicated to on-site infrastructure, tourist amenities and destination 
readiness are expected to generate results such as:

 � Rehabilitated/upgraded public spaces in urban areas;
 � Rehabilitated and better equipped public spaces in rural areas;
 � Rehabilitated cultural heritage sites for tourism use;
 � Rehabilitated historic city centers (including facades);
 � Equipped and protected natural heritage sites, new ecotourism products;
 � New Convention Centers and Multipurpose event halls for MICE and cultural tourism;
 � Renovated spa treatment infrastructure;
 � Upgraded and developed tourism infrastructure in mountain and seaside resorts.

At the output level, these actions will increase attractiveness of and connectivity to 
Romanian destinations for both domestic and international tourists. In return, Romania will 
have beneficiaries (tourists, and those from the local destinations) who will enjoy improved 
infrastructure, connectivity and will have better opportunities for income generation as a result 
of increased tourist influx to destinations.

Objective 2: Foster support to the private sector to innovate

The implementation of innovation and digitalization support programs dedicated to the 
tourism are expected to generate the following results:

 � Digital products dedicated to tourism SMEs. This may include support to SMEs with 
commercialization, helping them to develop hotel websites, digital offers, create online 
catalogs.

 � Creation of start-ups. Once the support is available and tourist numbers grow, more 
people may consider utilizing their skills in tourism entrepreneurship.
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 � Tourism incubators fostering innovative start-ups. Every start-up can get benefits from 
the expertise available in business incubators. Once the SME becomes mature, it will be 
in a better position to expose itself to the market and offered better quality services and 
products.

 � National tourism investment events targeting tourism investments and businesses, which 
will support creation of new network and collaborations.

 � Reimbursement platform dedicated to SPA treatments - EU Healthcare Cross Border 
Directive will allow to attract EU customers by offering higher quality information on 
available services and products.

All of these results will increase the overall competitiveness and quality of the sector and 
generate new digital marketing and commercialization opportunities. Private sector will benefit 
from increased opportunities to do business and generate higher income.

Objective 3: Enhance quality of experiences and services at destinations

The implementation of measures aiming to diversify and optimize experiences in Romanian 
destinations will result in:

 � Better products through
 � larger share of facilities with high classification standards;
 � improved public tourism facilities (museums, cultural and natural heritage assets, 

leisure, ski and spa resorts etc.) with higher levels of energy efficiency;
 � Better Tourist Site Management through

 � Better skilled personnel in DMOs resulting in increased tehnical capacity, and better 
destination management;

 � Newly-created cross border DMOs, with common tools for cross border tourism 
management;

 � Convention Bureau supporting the development of MICE tourism in selected 
locations;

 � Capitalization of flagship events such as the European Capital of Culture and 
European Region of Gastronomy, with more international visitors and receipts 
registered in Timis and Sibiu counties;

 � Offer diversification and new tourism products through
 � Promotional activities aiming to market local authentic products;
 � Internationally marketed and published cultural agendas with reason-to-come 

events attracting international audiences;
 � Transnational health tourism packages;

 � Access to tourist information through digitalization:
 � Digitalised TICs, offering the tourists and visitors improved information services;
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 � Sites with improved signage and urban mobility systems (ticketing and information);
 � Apps and digital destination maps;
 � Tourism Open databases;

 � Skilled Human Resources through
 � Trained hospitality programs and staff with newly acquired skills regarding service 

quality, digitalization, marketing;
 � Newly-created national hospitality education centers and VET institution upgraded;
 � Students with increased awareness about tourism career choices and will have an 

opportunity to get enrolled in summer employment programs;
 � Skilled staff in rural areas;
 � Disadvantaged people acquiring valuable skills and labour-market integration.

Supporting the expansion and increase in quality of existing products, the creation of new products, 
improving access to tourism-related information, improving or creating skills, improving service 
quality and site management contribute to a better overall experience in Romanian destinations. 
Better and diverse experiences generate better feedback, attracting new tourists, increasing 
expenditure and resulting in new jobs in the sector. In return, more community members in 
destinations will have increased opportunities for employment and higher pays.

Objective 4: Strengthen tourism policy- making capacity, increase digitalization and 
better align marketing instruments with high potential markets

The proposed action under this objective will generate the following results:

 � Increased capacity for policy making to improve data collection, and M&E through 
innovative registration systems for accurate data collection, timely TAS reports, customer 
satisfaction surveys, artificial intelligence tools for tourism related research.

 � Improved Marketing and Promotion capabilities through digital marketing instruments for 
tourist use (city apps, calendars etc.), tourism related products introduced at international 
markets by means of an online promotional platforms, and improved Public-private 
cooperation initiatives.

 � Legislation revisions, resulting in reinforced Urban General Plans to protect cultural 
landscapes, updated classification system and simplified legislation in tourism fostering 
development and job growth.

Creating tools for better international marketing and promotion contribute to the attraction 
of higher spending tourists, covering new markets, increasing expenditure in destinations and 
subsequently creating new jobs. The collection of accurate data adds to the ability of fostering 
informed policies, resulting in a better strategy implementation. Fostering public-private 
dialogue is at the heart of developing the sector. Private sector’s participation in the strategy 
implementation is extremely important.
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Chapter 9: Responsible entities
There are cases, when implementation of tourism strategies cause challenges. This may stem 
from inadequate consideration that is given to the understanding of the elements of the 
organizational environment in which implementation is undertaken, and of the ways in which 
the planning and development process is carried out. A limited understanding of the relation 
patterns and of the resource and power interdependency between multiple agencies involved 
in the decision-making process may also lay the foundation for the plan to fail. 

To prevent the plan for failure, it is critical that all stakeholders during the implementation 
process are well aware and commit to the functions they are supposed to perform.

To implement this strategy and its action plan, the Ministry of Tourism should play the 
overarching coordinating role. Inter-ministerial committee, represented with the line ministries 
and agencies, should carry specific functions in lue of their roles and responsibilities and as 
described in the action plan. Private stakeholders, NGOs and other players should be consulted 
to ensure that the process is going in the right direction. The stakeholders, presented in the 
action plan as Coordinators and Contributors, include:

 � Ministry of Tourism 
 � Ministry of Regional Development and Public Administration
 � Ministry of Agriculture and Rural Development
 � Ministry of Transport
 � Ministry of Environment
 � Ministry for Business Environment, Commerce and Entrepreneurship
 � Ministry of Culture
 � Ministry of European Funds
 � Ministry of Research and Innovation
 � Ministry of Health
 � Ministry of Works
 � Ministry of Waters and Forests
 � Ministry of Education
 � National Company of Investments
 � Local Public Authorities
 � Destination Management Organizations
 � Ministry of Communication and Information Society
 � National Loan Guarantee Fund
 � National Institute of Statistics
 � National Institute for Research and Development in Tourism
 � NGOs and sector associations
 � Private Sector
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Chapter 10: Funding Sources
The vast majority of the activities proposed in the action plan of this strategy may qualify for 
funding from the European Funds, as they closely relate to the thematic objectives listed for the 
2021-2028 programming period.

European Structural and Investment Funds

Even though the overall orientation of European Structural and Investment Funds (ESIF) of 
the 2021-2027 Multiannual Financial Framework is following in the steps of the 2014-2020 
Multiannual Financial Framework and does not consider tourism as a stand alone eligible 
sector, its strategic objectives and thematic concentration offer a lot of opportunities for the 
tourism related activities and economy and therefore represent the main source of funding for 
the Romanian tourism development, under the condition of increased capacity to link tourism 
as a trans-sectorial activity to its socio-economic and environmental aspects. 

The ESIF are either managed directly by the European Commission, or in shared management 
with the Member States through the Partnership Agreement and the subsequent Operational 
Programs. The main source for EU funding for the Romanian tourism in the 2021-2027 will 
become available through Operational Programs, which are not yet finalized. By putting 
together information from proposed regulations we can identify with a satisfactory level of 
certitude where the tourism specific needs can become eligible for funding. 

Common Provisions Regulation

Almost all of the funding that will be available through shared management (ERDF, CF, ESF+, 
ETC, EMFF) has to contribute to one of the 5 Policy Objectives (PO) as stipulated by the Common 
Provisions Regulation (CPR):

Eleven thematic objectives used in 2014-2020 have been simplified to five clear policy objectives 
in this regulation:

PO1. A smarter Europe - innovative and smart economic transformation.
PO2. A greener, low-carbon Europe.
PO3. A more connected Europe - mobility and regional ICT connectivity.
PO4. A more social Europe - implementing the European Pillar of Social Rights.
PO5. Europe closer to citizens – sustainable and integrated development of urban, rural and 

coastal areas through local initiatives.

European Regional Development Fund

The European Regional Development Fund (ERDF) can support Romanian tourism development 
especially for the hard investments in infrastructure. It has to concentrate to a large extent 
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(more than 65% of its allocation) on the first two Policy Objectives. Each PO is detailed in 
specific objectives. The most adapted to the needs of Romanian tourism and the activities of 
this strategy are the following:

E. a smarter Europe by promoting innovative and smart economic transformation (‘PO 1’) by:
lx. enhancing research and innovation capacities and the uptake of advanced technologies;
lxi. reaping the benefits of digitization for citizens, companies and governments;
lxii. enhancing growth and competitiveness of SMEs;
lxiii. developing skills for smart specialization, industrial transition and entrepreneurship;

F. a greener, low-carbon Europe by promoting clean and fair energy transition, green 
and blue investment, the circular economy, climate adaptation and risk prevention and 
management (‘PO 2’) by:
i. promoting energy efficiency measures;
ii. promoting renewable energy;
vi.  promoting the transition to a circular economy;
vii.  enhancing biodiversity, green infrastructure in the urban environment, and reducing 

pollution;
G. a more connected Europe by enhancing mobility and regional ICT connectivity (‘PO 3’) by:

iii.  developing sustainable, climate resilient, intelligent and intermodal national, regional 
and local mobility, including improved access to TEN-T and cross-border mobility;

iv. promoting sustainable multimodal urban mobility;
H.  a more social Europe implementing the European Pillar of Social Rights’ (‘PO 4’) by:

i. enhancing the effectiveness of labour markets and access to quality employment 
through developing social innovation and infrastructure;

ii. improving access to inclusive and quality services in education, training and life long 
learning through developing infrastructure;

iv. ensuring equal access to health care through developing infrastructure, including 
primary care;

I. a Europe closer to citizens by fostering the sustainable and integrated development of 
urban, rural and coastal areas and local initiatives (‘PO 5’) by:
i. fostering the integrated social, economic and environmental development, cultural 

heritage and security in urban areas;
ii. fostering the integrated social, economic and environmental local development, 

cultural heritage and security, including for rural and coastal areas also through 
community-led local development.

Explicit mention of tourism is made only under PO5, where the Common Output Indicator 
is “RCO 77 - Capacity of cultural and tourism infrastructure supported” and two of the codes for 
the intervention field dimension (Annex I of the CPR) are: “128 Protection, development and 



- 43 -

promotion of public tourism assets and related tourism services” and “130 Protection, development 
and promotion of natural heritage and eco-tourism”. 

Nevertheless one of the common result indicators (measuring the impact of EU financing) 
that can be used across all the Policy Objectives is “RCR 77 - Tourists/ visits to supported sites”, as 
described in Regulation of the European Parliament and of the Council26. It is thus obvious that 
tourism is seen as a cross-sectorial domain of intervention, a field of intervention by ERDF that 
accounts for positive impact on many other sectors. 

Cohesion Fund

The Cohesion Fund may also finance infrastructure-related investments, but is concentrated 
on only some of the specific objectives of the ERDF. For tourism development purposes all of 
the specific objectives listed above for ERDF under PO2 and PO3 are supported also by the 
Cohesion Fund.   

European Social Fund+

The European Social Fund+ (ESF+) is the source of funding for the soft, non-infrastructural, 
actions of this strategy. Through the operational programs it will finance in Romania, ESF+ 
can even finance measures of parts of actions that may relate to the use of infrastructure. For 
instance, in a project on bike paths development, the training of local stakeholders that will 
take direct advantage of the new infrastructure to provide services to the new type of tourists 
that it will bring, can be financed through ESF+ funds. This can be achieved, according to the 
importance of the project, either through a limited percentage of the ERDF financing that is 
allocated to the project on ESF+ objectives or through a stand-alone project financed solely 
through ESF+ operational programs.

In the 2021-2027 period, the ESF+ will merge 5 funds and programs that were previously 
separated. The ones that can provide financing for the activities of the tourism strategy are 4 of 
them: 

 � the European Social Fund (ESF) and the Youth Employment Initiative (YEI); 
 � the Employment and Social Innovation (EaSI) program and 
 � the Program for the Union’s action in the field of health (the Health Program).

Each of the funds and program under ESF+ are thematically concentrated around policy 
objectives indicated in the CPR (above) and have specific objectives for financing. The programs 
further specify the eligible activities. Below are retained only the specific objectives and eligible 
activities that can be used for tourism activities (the detail is in the activities table below):

26 https://eur-lex.europa.eu/legal-content/EN/TXT/?uri=COM%3A2018%3A372%3AFIN
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The fund will support mainly PO4 of the CPR through the following specific objectives adapted 
to tourism actions:

i. improving access to employment of all jobseekers, in particular youth and longterm 
unemployed, and of inactive people, promoting self-employment and the social 
economy; 

ii. modernizing labor market institutions and services to assess and anticipate skills needs 
and ensure timely and tailor-made assistance and support to labor market matching, 
transitions and mobility; 

iv. improving the quality, effectiveness and labor market relevance of education and 
training systems, to support acquisition of key competences including digital skills; 

v. promoting equal access to and completion of, quality and inclusive education and 
training, in particular for disadvantaged groups, from early childhood education and 
care through general and vocational education and training, and to tertiary level, as 
well as adult education and learning, including facilitating learning mobility for all; 

vi. promoting lifelong learning, notably flexible upskilling and reskilling opportunities 
for all taking into account digital skills, better anticipating change and new skills 
requirements based on labor market needs, facilitating career transitions and promoting 
professional mobility; 

vii.  fostering active inclusion with a view to promoting equal opportunities and active 
participation, and improving employability; 

ix. enhancing the equal and timely access to quality, sustainable and affordable services; 
modernizing social protection systems, including promoting access to social protection; 
improving accessibility, effectiveness and resilience of healthcare systems and long-
term care services; 

It will also support PO1 and PO2 of the CPR under the following specific objectives adapted to 
tourism relevant actions:

1. a smarter Europe through the development of skills for smart specialisation, skills for 
key enabling technologies, industrial transition, sectorial cooperation on skills and 
entrepreneurship, the training of researchers, networking activities and partnerships 
between higher education institutions, vocational and educational training (VET) 
institutions, research and technological centres and enterprises and clusters, support to 
micro, small and medium sized enterprises and the social economy; 

2. a greener, low carbon Europe through the improvement of education and training systems 
necessary for the adaptation of skills and qualifications, the upskilling of all, including the 
labour force, the creation of new jobs in sectors related to the environment, climate and 
energy, and the bioeconomy.
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Under ESF+ Regulation, the Health strand can support the following actions which can be 
relevant to tourism:

A. Analytical activities, in particular: 
ii. monitoring and assessment of the transposition and application of Union law; 

B. Policy implementation, in particular: 
i. cross-border collaboration and partnerships, including in cross-border regions; 
ii. support to transnational cooperation and partnerships with a view to transferring and 

upscaling innovative solutions; 
C. Capacity building, in particular: 

i. through transfer, adaptation and roll-out of best practices with established Union level 
added value between Member States; 

ii. of EU-level networks related to the fields referred to in Article 26;
iv. of national contact points providing guidance, information and assistance related the 

implementation of the program;
v. of stakeholders in view of transnational cooperation; 
vi. through assistance in cooperation with third countries;  

D. Communication and dissemination activities, in particular: 
i. mutual learning through exchange of good practices, innovative approaches, results of 

analytical activities, peer reviews, and benchmarking; 
ii. guides, reports, informative material and media coverage of initiatives related to the 

fields referred to in Article 26; 

Under ESF+ Regulation the Employment and Social Innovation strand can support the following 
tourism development related actions: 

A. Analytical activities, including in relation to third countries, in particular: 
i. surveys, studies, statistical data, methodologies, classifications, microsimulations, 

indicators, support to European-level observatories and benchmarks; 
ii. social experimentations evaluating social innovations; 

B. Policy implementation, in particular: 
iii. support to microfinance and social enterprises, including through blending operations 

such as asymmetric risk sharing or reducing transaction costs, as well as support to the 
development of social infrastructure and skills; 

iv. support to transnational cooperation and partnership with a view to transferring and 
upscaling innovative solutions; 

C. Capacity building, in particular: 
iii. of participating countries administrations, social security institutions and employment 

services responsible for promoting labor mobility, of microfinance institutions and of 
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institutions providing finance to social enterprises or other social investment actors, as 
well as networking; 

iv. of stakeholders in view of transnational cooperation; 
D. Communication and dissemination activities, in particular: 

i. mutual learning through exchange of good practices, innovative approaches, results of 
analytical activities, peer reviews, and benchmarking;

European Territorial Cooperation

The European Territorial Cooperation (ETC) programs (Interreg) of which Romania or NUTS 
3 administrative units of Romania will be members are perfectly suited for financing the 
implementation of smaller scale initiatives that have a cross-border relevance/input, display 
a high multiplication factor and require a blending of infrastructure/hard (ERDF type) and soft 
(training, research, analysis, etc. – ESF type) investments.

The European Territorial Cooperation goal will be restructured in the 2021-2027 period and 
include rules for external financing instruments that were until now outside of the scope of 
ETC Regulation: neighborhood and pre-accession financing. Consequently the ETC goal will be 
pursued under 5 types of cooperation programs named components. Only three (3) of them 
can be effectively used for financing tourism related projects. Nevertheless the most adapted 
to the reality of Romanian tourism are the components 1 (including essentially the former cross-
border cooperation programs’ areas between Romania and EU Member States Hungary and 
Bulgaria and third countries: Moldova, Ukraine and Serbia) and component 2 (including the 
former Danube region and the Black Sea areas of cooperation and building upon their macro-
regional strategies).  These relevant components are:

1. Cross-border cooperation between adjacent regions to promote integrated regional 
development (component 1):
a. internal cross-border cooperation between adjacent land border regions of two or 

more Member States or between adjacent land border regions of at least one Member 
State and one or more third countries listed in Article 4(3); or

b. external cross-border cooperation, between adjacent land border regions of at least 
one Member State and of one or more of the following:
i. IPA beneficiaries; or
ii. partner countries supported by NDICI; 

2. Transnational cooperation and maritime cooperation over larger transnational territories 
or around sea-basins, involving national, regional and local program partners in Member 
States, third countries and partner countries and in Greenland, with a view to achieving a 
higher degree of territorial integration (‘component 2’; where referring only to transnational 
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cooperation: ‘component 2A’; where referring only to maritime cooperation: ‘component 
2B’);

4. Interregional cooperation to reinforce the effectiveness of cohesion policy (‘component 
4’) by promoting:
a. exchange of experiences, innovative approaches and capacity building in relation to:

i. the implementation of Interreg programmes;
ii. the implementation of Investment for jobs and growth goal programs, in particular 

with regard to interregional and transnational actions with beneficiaries located in 
at least one other Member State;

iii. the setting-up, functioning and use of European groupings of territorial cooperation 
(EGTCs);

b. analysis of development trends in relation to the aims of territorial cohesion;

Tourism-related projects that will be undertook for implementing the activities of this strategy 
and that envisage to obtain financing under the ETC goal, need to contribute either to the 
above mentioned ERDF specific objectives but in a cross-border setting or contribute to one of 
the following specific ETC objective (generally listed under the Policy Objective 4 ERDF):

a. enhancing the effectiveness of labor markets and improving access to quality 
employment across borders;

b. improving access to and the quality of education, training and lifelong learning across 
borders with a view to increasing the educational attainment and skills levels thereof 
as to be recognized across borders;

c. enhancing the equal and timely access to quality, sustainable and affordable healthcare 
services across borders;

d. improving accessibility, effectiveness and resilience of healthcare systems and long-
term care services across borders;

e. promoting social inclusion and tackling poverty, including by enhancing equal 
opportunities and combating discrimination across borders.

In addition to the above a very useful provision of ETC Regulation enables public administrations 
in Romania (whether national or local) to tap on financing for administrative capacity, public 
policy analysis and soft measures implementation related to tourism needs. As this type of 
objective is limited in other funds or programs, the ETC can be seen to complement somewhat 
the need for “administrative capacity” development, even though the cross-border setting has 
to be taken into account.  The above mentioned provision lists the eligible actions under the ETC 
specific objective “a better Interreg governance”. The tourism relevant ones are the following:

a. under component 1 and 2B Interreg programs:
i. enhance the institutional capacity of public authorities, in particular those mandated 

to manage a specific territory, and of stakeholders;
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ii. enhance efficient public administration by promoting legal and administrative 
cooperation and cooperation between citizens and institutions, in particular, with a 
view to resolving legal and other obstacles in border regions;

b. under component 1, 2 and 3 Interreg programs: enhance institutional capacity of 
public authorities and stakeholders to implement macro-regional strategies and sea-
basin strategies;  

European Maritime and Fisheries Fund

Following the consultation of stakeholders, the evaluation of the 2007-2014 programs 
implemented under the European Maritime and Fisheries Fund (EMFF) and the impact 
assessment, the EC proposed a new Regulation that is built around 4 general objectives. The 
third one is the most important for future financing of sustainable tourism activities, in the 
framework of what is labeled as “blue economy”: Enabling the growth of the sustainable blue 
economy and fostering prosperous coastal communities.

As the European Commission explains, the above objective is about “supporting the 
development of a sustainable blue economy. The blue economy relies on partnerships 
between local stakeholders that contribute to the vitality of coastal and inland communities 
and economies. The EMFF will provide tools to foster such partnerships through community-led 
local development (CLLD). Their scope will be extended compared to the 2014-2020 period.” 27

Thus, key aspects for tourism development, especially from the standpoint of private operators 
in the sector, are also identified by the EMFF as need for the coastal economies: integrating 
innovation into the coastal economy products, providing sustainable economic alternatives to 
fishing for coastal communities, ensuring related up skilling and transition of the workforce 
from production to services. The CLLD delivery mechanism is very important and can be linked 
to DMOs in the coastal region of Romania. 

European Agricultural Fund for Rural Development

The Regulation for European Agricultural Fund for Rural Development (EAFRD) is still in the early 
negotiation process, with only the general CAP Regulation being discussed. At this stage all that 
can be said is that some of the 9 proposed CAP general objectives will obviously be pursued by 
Rural Development financing and are adapted to tourism activities, as they are presented in this 
strategy action plan.

These general objectives 4, applicable to tourism activities, include:

2. Enhance market orientation and increase competitiveness including greater focus on 
research, technology and digitalization;

27 https://ec.europa.eu/fisheries/questions-and-answers-new-european-maritime-and-fisheries-fund-emff-2021-2027_en
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3. Improve farmers’ position in the value chain;
4. Contribute to climate change mitigation and adaptation, as well as sustainable energy;
6. Contribute to the protection of biodiversity, enhance ecosystem services and preserve 

habitats and landscapes;
7. Attract young farmers and facilitate business development in rural areas;
8. Promote employment, growth, social inclusion and local development in rural areas, 

including bio-economy and sustainable forestry;

More detailed information will be available once Romania will adopt its Strategic Plan under the 
Common Agricultural Policy for the 2021-2027 period. At this stage the strong recommendation 
if that MOT follows the Rural Development programming process and ensures tourism related 
investments are included for the next programming period. 

Single Market Program

In addition to the above well know EU funds, managed directly by the Romanian authorities, a 
set of programs that are already defined at European level can be used for tourism development 
purposes will become operational. Below some details on those that are really adapted to the 
Romanian tourism needs as identified by this strategy. It is worth stressing the fact that generally 
these programs finance transnational projects and activities, not simply national ones. These are 
thus more difficult to use for specific Romanian tourism needs as project require consortiums 
of partners from different countries and objectives that are linked with EU-wide law, norms and 
socio-economic challenges. 

The Single Market Program is the new framework of the European Commission for supporting 
the key aspects that support the Single Market and will include programs and initiatives 
intended to support SMEs and entrepreneurship, like the present-day COSME program. 

The Single Market Program has the following general objectives: 

A. to improve the functioning of the internal market, and especially to protect and empower 
citizens, consumers and businesses, in particular micro, small and medium-sized 
enterprises (SMEs), by enforcement of Union law, facilitation of market access, standard 
setting, and by promoting human, animal and plant health and animal welfare; as well 
as to enhance cooperation between the competent authorities of Member States and 
between the competent authorities of Member States and the Commission and the 
decentralized Union agencies; 

B. to provide high-quality, comparable and reliable statistics on Europe which underpin 
the design, monitoring and evaluation of all the Union policies and help policy makers, 
businesses, academia, citizens and media to make informed decisions and actively 
participate in the democratic process.
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These general objectives are transfered into the specific objectives. The only specific objective 
that is relevant to tourism is the following:

B. improving the competitiveness of enterprises with special emphasis on SMEs and 
achieving additionality through the provision of measures that provide various forms of 
support to SMEs, access to markets including the internationalization of SMEs, favorable 
business environment for SMEs, the competitiveness of sectors, the modernization of 
industry and the promotion of entrepreneurship;

For the implementation of the above specific objective the following actions are eligible and are 
also adapted to tourism needs as indicated in the action plan of this strategy:

A. creation of the right conditions to empower all actors of the internal market, including 
businesses, citizens and consumers, civil society and public authorities through transparent 
information and awareness raising campaigns, best practice exchange, promotion of good 
practices, exchange and dissemination of expertise and knowledge and organization of 
trainings; 

B. provision of mechanisms for citizens, consumers, end-users, civil society and businesses 
representatives from the Union to contribute to political discussions, policies and decision 
making process, notably by supporting the functioning of representative organizations at 
national and the Union level; 

And only under the specific objective indicated above:

A. to provide various forms of support to SMEs; 
B. facilitating SMEs’ access to markets, supporting them in addressing global and societal 

challenges and business internationalization, and strengthening Union industrial 
leadership in global value chains, including the Enterprise Europe Network; 

C. addressing market barriers, administrative burden and creating a favorable business 
environment to empower SMEs to benefit from the internal market; 

D. facilitating the growth of businesses, including skills development, and industrial 
transformation across manufacturing and service sectors; 

E. supporting the competitiveness of enterprises and whole sectors of economy, and 
supporting SMEs’ uptake of innovation and value chain collaboration through strategically 
connecting ecosystems and clusters, including the joint cluster initiative; 

F. fostering an entrepreneurial business environment and entrepreneurial culture, including 
the mentoring scheme for new entrepreneurs and supporting start-ups, business 
sustainability and scale-ups.

Creative Europe Program

As indicated in the first part of the proposal of Regulation the Creative Europe Program “aim […] 
is to build on the [previous] Creative Europe Program’s achievements and scale up efforts with 
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a view to meeting the objectives set in relation to more recent policy developments. The new 
Creative Europe program intends to offer opportunities for operators to develop technologically 
and artistically innovative European trans-border initiatives to exchange, co-create, co-produce 
and distribute European works and make them accessible to a wide and diverse audience. It will 
intensify testing new business models enabling creators to make best use of digital technology 
for creation and audience development.” 

Building on the success of the Creative Europe Program 2014-2020 that merged together 
important former programs – MEDIA 2007, MEDIA Mundus and Culture – the European 
Commission proposed a new Creative Europe Program for 2021-2027. It shall cover the following 
strands:

A. “CULTURE” covers cultural and creative sectors with the exception of the audiovisual 
sector;

B. “MEDIA” covers the audiovisual sector;
C. “CROSS SECTORAL strand” covers activities across all cultural and creative sectors.

The program has the following specific objectives:

A. enhancing the economic, social and external dimension of European level cooperation 
to develop and promote European cultural diversity and Europe’s cultural heritage and 
strengthening the competitiveness of the European cultural and creative sectors and 
reinforcing international cultural relations;

B. promoting the competitiveness and scalability of the European audiovisual industry;
C. promoting policy cooperation and innovative actions supporting all strands of the 

program, including the promotion of a diverse and pluralistic media environment, media 
literacy and social inclusion.

Each strand has its priorities that will, in turn, be pursued by specific actions listed in the Annex 
to the proposal of Regulation. Below listed correspond and could be the basis for financing the 
actions of this strategy:

CULTURE STRAND 

Horizontal actions: 

A. Cooperation projects; 
B. European networks of cultural and creative organizations from different countries; 
C. Cultural and creative pan-European platforms; 
D. Mobility of artists and cultural and creative operators; 
E. Support to cultural and creative organizations to operate at international level; 
F. Policy development, cooperation and implementation in the field of culture, including 

through the provision of data and exchange of best practices or pilot projects. 

Sectoral actions:
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C. Support to architecture and cultural heritage sectors: targeted actions for the mobility 
of operators, capacity-building, audience development and internationalization of 
the cultural heritage and architecture sectors, promotion of Baukultur, support to the 
safeguarding, conservation and enhancement of cultural heritage and its values through 
awareness-raising, networking and peer-to-peer learning activities; 

D. Support to other sectors: targeted actions in favour of the development of the creative 
aspects of the design and fashion sectors and cultural tourism as well as to their promotion 
and representation outside the European Union. 

Special actions aim at rendering visible and tangible European cultural diversity and heritage 
and nurturing intercultural dialogue:

A. European Capitals of Culture ensuring financial support to Decision No 445/2014/EU of 
the European Parliament and of the Council ; 

B. European Heritage Label ensuring financial support to Decision No 1194/2011/EU of the 
European Parliament and of the Council; 

C. EU cultural prizes; 
D. European Heritage Days.
E. Support to such European cultural institutions that aim at delivering direct cultural service 

to European citizens with a large geographical coverage. 

MEDIA STRAND 

The priorities of the MEDIA strand of the Program shall take into account the differences across 
countries regarding audiovisual content production, distribution, and access, as well as the size 
and specificities of the respective markets and shall be pursued through, inter alia: 

A. Development of audiovisual works; 
B. Production of innovative TV content and serial storytelling; 
C. Advertising and marketing tools, including on line and through the use of data analytics, to 

increase the prominence, visibility, cross-border access, and audience reach of European 
works; 

F. Promote European works in industry events and fairs in Europe and beyond; 
G. Initiatives promoting audience development and film education addressing in particular 

young audiences; 
H. Training and mentoring activities to enhance the capacity of audiovisual operators to 

adapt to new market developments and digital technologies; 
J. European festivals’ network(s) screening a significant proportion of non-national European 

works; 
K. A European cinema operators’ network, screening a significant proportion of non-national 

European films; 
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N. Transnational exchange of experiences and know-how, peer learning activities and 
networking among the audiovisual sector and policy makers. 

CROSS SECTORAL STRAND 

The priorities of the CROSS SECTORAL strand of the Program referred to in Article 6 shall be 
pursued through, in particular: 

Policy Cooperation and outreach: 

A. Policy development, transnational exchange of experiences and know-how, peer learning 
activities and networking among cultural and creative organizations and policy makers, 
of a cross-sectoral nature; 

B. Analytical cross-sectoral activities; 
C. Support actions that aim at fostering trans-border policy cooperation and policy 

development on the role of social inclusion through culture; 
D. Enhance knowledge of the program and the topics it covers, foster citizen outreach, and 

help the transferability of results beyond Member State level. 

The Creative Innovation Lab: 

A. Encourage new forms of creation at the cross roads between different cultural and creative 
sectors, for instance through the use of innovative technologies; 

B. Foster innovative cross sectoral approaches and tools to facilitate access, distribution, 
promotion and monetization of culture and creativity, including cultural heritage. 

Program Desks: 

A. Promote the program at national level and provide information on the various types of 
financial support available under union policy; 

B. Stimulate cross border cooperation between professionals, institutions, platforms and 
networks within and across the policy areas and sectors covered by the programme;
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Chapter 11: Legal Implications
Overall, no major legal implications are expected at any level to implement the activities offered 
by the action plan. A few exceptions may apply to the following:

 � Inbound and Outbound Tourism Classification. While the Tourism Law is under review 
and finalization, it is advised to classify in Inbound and Outbound tour operators. This 
classification will help later to design special programs and activities (including trainings 
and skill building) for inbound operations and give them a priority, and possibly consider 
tax breaks and other incentives as the sector develops.

 � Adequate standards. To enhance business environment and climate in the sector, the MOT 
is advised to initiate certification simplifications for restaurants, rural SMEs, etc. During 
the consultations, number of stakeholders raised a concern that large scale branded 
restaurants and small rural diners are expected to meet the same set of standards. While 
the food safety should remain a priority, smaller vendors should be required to meet basic 
standards, while larger venues are expected to meet the full range of requirements.

 � Smart certification of food and accommodation facilities. Small vendors, when offering 
food and accommodation services, are expected to hold two licenses. The MOT should 
initiate smart certification program and engage the respective authorities and line 
ministries, to assess the regulations and simplify as much as possible.

 � Biking lanes, designs and signaling. In July 2017, MDRAP launched a public consultation 
for the Methodology Guide for designing, executing, using and maintaining bicycle 
infrastructure. The MOT is expected to play a critical role and collaborate with by the 
respective ministries, designers and the NGO sector to bring the consultation to an end 
and have an adopted legislation for standardized bike lanes designs. This activity must 
be taken as a priority to embark on Eurovelo project and its opportunities for tourism 
diversification.

 � Facades holding a public value. Currently, the government is limited to invest funds in 
restoration and rehabilitation of facades for cultural heritage buildings. This law limitation 
has to be adjusted, as facades, while they are privately owned, hold a high public value. 

 � Sharing economy and small guest houses being omitted from statistics. Currently, no 
sharing economy platform users or small guest-house (up to 10 beds) visitors are included 
in statistics, often causing discrepancies in data. Those, renting their properties through 
sharing economy (airbnb, booking.com and others) platforms should be regulated at 
least for the statistical knowledge and to inform how the destinations should manage 
their operations. Some examples from Europe include - the required vendors are required  
to obtain a tourist license, in certain cases their rental is limited to certain number of days, 
etc.
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Chapter 12: Indicators
To measure the success of its implementation, the strategy builds on two types of indicators - 
these are indicators for higher level strategic objectives, and indicators to measure the success of 
operational objectives. The output indicators measure the intermediate results of interventions, 
while the outcomes serve to measure the impact intervention led to.

The framework below offers output and outcome indicators, measurement unit, sources of data 
and data collection responsibility for each proposed activity:

Strategic Level Indicators

Indicator Unit Baseline 
(2017)

Cumulative Target Values
Data Source

Responsible 
for Data 

Collection2020 2025 2030

Increased number of jobs Number of 
jobs 209,575 278,978 449,219 786,210 Labor Inspectorate, 

Revisal Database
Ministry of 

Tourism

Increased average expenditure 
per Tourist EUR 476 496 568 633 National Institute of 

Statistics
Ministry of 

Tourism

Increased average length of stay 
from targeted markets

Number of 
Days 1.72 2.0 2.5 3.0 National Institute of 

Statistics
Ministry of 

Tourism

Increased International Tourist 
Arrivals

Thousand 
tourists 2,760 3,674 5,916 10,354 National Institute of 

Statistics
Ministry of 

Tourism

On average, 13.1 tourists generate one job in Romania. This ration has been respected when 
projecting employment growth. It is proved that increase in spendings does not always follow 
the growth of tourist numbers hand in hand, as with increased numbers of arrivals, more diverse 
groups arrive in the country, with improved facilities and connectivity more domestic tourists  
travel within the country. When projecting expenditures, a substantially moderate increase in 
spending has been anticipated. The increase for tourist arrivals for the first 5 years of strategy 
implementation (2020-2025) is projected at 10 percent annual (pessimistic approach), while for 
every following year (2026-2030) the growth is estimated at 15%.

Operation (Intermediate level) Objective Indicators28 for proposed activities29

Actions Measurement 
Unit Output Indicator Outcome (Result) Indicator Data Source

Objective 1: Improve Connectivity and quality of site infrastructure
1. Improve roads access to tourist 

resorts, sites and attractions
Kilometers  � Length of roads 

reconstructed or upgraded
 � Users of newly built, 

reconstructed or upgraded 
roads 

 � Time savings due to 
improved road infrastructure

 � Tourists/ visits to supported 
sites

 � Ministry of 
Transport

 � County
 � Local 

Councils

28 All outputs and outcomes have been considered in close coordination with those, available from the EU funding sources and related guidance.
29 Ministry of Tourism will be responsible for collection of all data. Reporting, monitoring and evaluation guidelines are presented in the following 

chapters. The baseline and annual targets for Operation (Intermediate level) Objective Indicators will be set by the Ministry of Tourism when 
preparing programs.
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Actions Measurement 
Unit Output Indicator Outcome (Result) Indicator Data Source

2. Rehabilitate and develop 
railways with tourist value 
to increase connectivity and 
diversify tourism offers

Km for 
railways, 
number for 
stations

 � Length of rail 
reconstructed or upgraded 

 � Railways stations 
and facilities - new or 
upgraded

 � Annual number of 
passengers on supported 
railways 

 � Tourists/visits to supported 
sites

 � County
 � Local 

Councils

3. Improve green public 
transport for tourism use

Number  � Number of operating 
green buses connecting to 
tourist sites and transport 
hubs

 � Annual passengers of public 
transport 

 � Tourists/ visits to supported 
sites"

 � Ministry of 
Transport

 � County
 � Local 

Councils

4. Improve port infrastructure to 
increase tourists flow along 
the Danube and Black Sea 
(small ports, Constanța, Tulcea. 
Brăila, Galați)

Number  � Number of ports 
supported 

 � Tourists/ visits to supported 
sites

 � MRDPA 
 � Ministry of 

Transport

5. Create dedicated 
infrastructure for biking routes 
and green ways

Kilometer  � Length of new biking 
routes and green ways

 � Annual users of dedicated 
cycling infrastructure 

 � Tourists/ visits to supported 
sites

 � Population having access 
to new or upgraded green 
infrastructure in urban 
areas”

 � MRDPA
 � MTR
 � MARD
 � MoEn6. Create or support the creation 

of bicycles smart rental 
systems

Number  � Number of available 
rental bicycles supported 
through the program

7. Improve quality of public 
spaces (green spaces, parks, 
recreational areas) in tourist 
resorts and key urban centers 
(in mountain and/or seaside 
resorts)

Area (sq.m)  � Surface area of green 
infrastructure supported in 
urban areas 

 � Population having access 
to new or upgraded green 
infrastructure in urban areas 

 � Rehabilitated land used for 
green areas, social housing, 
economic or community 
activities

 � LPAs

8. Adapt cultural heritage sites 
for public and tourist use 
(parking, assets, landscaping, 
benches, trash bins, signage 
and signaling, information 
boards, etc.)

Number  � Number of rehabilitated 
cultural heritage sites 
promoted for tourism use

 � Users benefiting from 
cultural infrastructure 
supported  

 � Tourists/ visits to supported 
sites

 � LPAs
 � Private 

sector
 � MoC
 � NGOs

9. Promote cultural heritage in 
urban areas for public and 
tourist use (plazas, historic 
districts with unique facades 
and monuments)

Number  � Number of tourism 
destination urban centers 
rehabilitated

 � Users benefiting from 
cultural infrastructure 
supported

 � Tourists/ visits to supported 
sites

 � LPAs

10. Protect, develop and 
promote natural heritage 
through adaptation and/or 
rehabilitation of eco-tourism 
infrastructure 

Number  � Number of natural 
heritage  sites protected, 
rehabilitated and 
promoted 

 � Number of ecotourism 
products created

 � Tourists/visits to supported 
sites

 � MRDPA
 � MOEN 
 � LPAs
 � Private 

owners
 � NGOs

11. Improve quality of landscapes, 
public spaces and develop 
tourism related amenities 
in rural areas of touristic 
importance

Area (Sq.m)  � Area (sq.m) of public 
spaces rehabilitated in 
rural areas

 � Tourists/visits to supported 
sites

 � MARD
 � LPAs
 � Local Action 

Groups

12. Develop visitor strategies for 
natural protected areas and 
Natura 2000 sites

Number  � Number of national parks 
and protected areas 
supported; Number of 
visitor strategies in place

 � Tourists/ visits to supported 
sites

 � MEF 
 � MOEN
 � Area admins

13. Develop MICE and event-
related infrastructure - 
Convention Centers, Event 
halls, Multipurpose halls

Number  � Number of Convention 
Centers and multi purpose 
event halls established 

 � Tourists/ visits to supported 
sites

 � MRDPA 
 � MBECE
 � NCI
 � LPAs 
 � Private 

companies
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Actions Measurement 
Unit Output Indicator Outcome (Result) Indicator Data Source

14. Renovate spa treatment 
infrastructure and facilities and 
modernize their equipment

Number  � Number of spa treatment 
infrastructures renovated 

 � Tourists/ visits to supported 
sites

 � MRDPA
 � MEF
 � MOH
 � LPAs
 � private 

sector 

Objective 2: Foster support to the private sector to innovate
15. Support increased 

digitalization and 
commercialization for tourism 
SMEs (hotel web sites, digital 
offers, catalogue, etc.)

Number  � Number of businesses 
benefiting from support 

 � Number of digital products 
supported

 � SMEs introducing marketing 
or organizational innovation

 � Users of new digital 
products, services and 
applications developed by 
enterprises

 � Enterprises reaching high 
digital intensity

 � MRDPA
 � MEF
 � MCIS
 � Private 

companies

16. Support tourism startups and 
innovative SMEs by creating 
national, regional or cross-
border tourism incubators 
such as the Welcome City Lab 
in France

Number  � Number of incubators 
created

 � Number of start-ups 
supported

 � SMEs using incubator 
services one year after the 
incubator creation

 � High growth enterprises 
supported; RCR301 - Jobs 
created in supported entities

 � MRDPA
 � MEF 
 � MCIS
 � MRI

17. Host annual digitalization,  
innovation and investment 
forums and exhibitions, 
promoting tourism 
networking and collaboration 
opportunities

Number  � Number of national 
tourism investments 
events hosted

 � Number of networks and 
collaborations established

 � Stakeholders/ institutions 
with enhanced cooperation 
capacity beyond national 
borders

 � MRDPA
 � MOT

18. Support development of a 
dedicated platform to facilitate 
reimbursement of medical and 
SPA treatments for EU tourists 
according to the EU Healthcare 
Cross Border Directive

Number  � Number of EU tourists 
benefiting from the 
reimbursement platform

 � People with access to 
improved health care 
services

 � Annual number of persons 
using the health care 
facilities supported"

 � MRDPA
 � MEF
 � MCIS

Objective 3. Enhance quality of experiences and services at destinations
19. Support upgrades of tourist 

facilities to help them 
meet higher classification 
standards (fiscal tools, 
grants etc.), while respecting 
urban and architectural 
technical guidelines for built 
environment

Number  � Number of tourist facilities 
benefiting from the 
support 

 � Number of job created, 
attributable to the support

 � Tourists/ visits to supported 
sites*”

 � MBECE
 � NLGF
 � MEF
 � MRDPA

20. Promote implementation of 
energy efficiency measures 
with specific technical 
guidelines in public tourism 
assets (Museums, cultural and 
natural heritage assets, leisure, 
Ski  and spa resorts, etc…) 

Number  � Number of public tourism 
assets with improved 
energy efficiency 
measures

 � Annual final energy 
consumption (of which: 
residential, private 
nonresidential, 
public non-residential)

 � Buildings with improved 
energy classification (of 
which: residential, 
private non-residential, 
public non-residential)”

 � MRDPA
 � MEF
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Actions Measurement 
Unit Output Indicator Outcome (Result) Indicator Data Source

21. Support DMOs through 
training in developing 
destination management 
strategies and operations 
plans.

Number  � Number of DMOs 
supported

 � Joint strategies/ action plans 
taken up by organizations 
at/after project completion

 � Organizations cooperating 
across borders 6-12 months 
after project completion

 � Stakeholders/ institutions 
with enhanced cooperation 
capacity beyond national 
borders

 � Tourists/ visits to supported 
sites*”

 � MRDPA
 � MOT

22. Create and/or support the 
development of DMOs in 
cross border areas  to promote 
regional tourism initiatives and 
create common tools for cross 
border tourism management.

Number  � Number of DMOs created 
or supported

 � Organizations cooperating 
across borders 6-12 months 
after project completion 
 Tourists/ visits to supported 
sites

 � MRDPA
 � MOT

23. Establish a Conventional 
Bureau, as an agency under 
the MoT, or part of the national 
or regional DMOs to bridge 
international and national/
local businesses to promote 
MICE opportunities

YES/NO  � Convention Bureau 
established and 
operational

 � Increase (%) in number of 
MICE events in Romania

 � MOT

24. Design and adopt visitor 
management plans (following 
the template) at CH, natural 
and protected areas and sites 
of tourist importance

Number  � Number of visitor 
management plans 
created

 � Stakeholders involved 
in the preparation and 
implementation of strategies 
of urban development

 � Tourists/ visits to supported 
sites

 � MOT
 � MOWF

25. Support Timisoara, as 
European Capital of Culture 
2021 and the region of 
Sibiu, as European Region of 
Gastronomy, with funding 
and technical assistance 
to promote initiative and 
attract higher number of 
international arrivals from high 
priority markets

YES/NO  � Support provided with 
technical assistance and 
financing

 � Increase (%) in number 
of visitor in targeted 
destinations, 

 � Increase (%) in number of 
receipts in destinations 
targeted

 � MOC
 � MOT
 � MARD 

26. Support and incentivize 
creation of authentic products, 
promote local gastronomy 
and production of crafts by 
organizing  special events and 
promotion activities (expos, 
festivals etc.)

Number  � Number of promotional 
activities supported 

 � Tourists/ visits to supported 
sites

 � MOT
 � DMOs

27. Create annual cultural events 
agenda for main destinations 
(entertainment and reason-
to-come events such as 
festivals, niche events etc.), 
promotion internationally and 
offer information in multiple 
langauges, ticketing options, 
travel packages, etc.

YES/NO  � Annual calendar of events 
created and published

 � Tourists/ visits to supported 
sites

 � MoC
 � MEF

28. Encourage  development of 
transnational health tourism 
packages by offering tourism 
marketing consultancy on 
product development and 
delivery to high priority 
European markets.

Number  � Number of health tourism 
packages created through 
available consultancy

 � Tourists/ visits to supported 
sites

 � MOH
 � MOT
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Actions Measurement 
Unit Output Indicator Outcome (Result) Indicator Data Source

29. Upgrade, where possible or 
establish tourism information 
centers with the use of digital 
technology, modern tourism 
products and services (hot 
spots, communication hubs, 
digital community centers). 
Ensure that at least one TIC is 
available in every destination, 
including the center of 
Bucharest and all airports.

Number, 
Percentage

 � Number of TICs benefiting 
from digitalisation projects 

 � Increase (%) in number of 
TICSs

 � Users of new public digital 
services and applications

 � Users benefiting from 
cultural infrastructure 
supported

 � MRDPA
 � MEF

30. Empower TICs to sell tourism 
services (reservations, tickets, 
etc.) and generating income 
for sustainability by linking 
them with local DMO

Number  � Number of TICs generating 
funds for operational costs

 � TICs, operational and 
financially sustainable

 � MRDPA
 � MEF

31. Develop tourist signage 
standards (graphics, bilingual 
or more, standard info, 
etc.) and ensure that these 
standards are followed at all 
levels.

Number  � Number of tourist sites 
with improved signage

 � Tourists/ visits to supported 
sites

 � MRDPA
 � MoC

32. Increase tourist mobility in 
urban centers by creating 
multimodal urban mobility 
information systems for 
tourists (information boards, 
e-tickets, smart ticketing 
kiosks, etc.)

Number  � Number of urban center 
with multimodal urban 
mobility systems in place

 � Annual passengers of public 
transport

 � MRDPA
 � MEF

33. Digitalizes locations of all 
cultural, natural, protected and 
other tourist sites and trails on 
public maps for easy access 
and trip planning

Number  � Locations of tourist sites 
and trails available on 
public maps

 � Users of new public digital 
services and applications* 
Enterprises using public 
digital services*

 � MEF

34. Create a National Tourism 
Open Database according to 
EU OpenData policy (French 
model) and make data 
available to public and private 
stakeholders by putting in 
place applications to increase 
access to information and 
resources

YES/NO  � Database established and 
made publicly available

 � Users of new public digital 
services and applications

 � Enterprises using public 
digital services

 � MOT

35. Design training programs 
in foreign languages and 
tourism related soft skills 
(communication, leadership, 
customer service, etc.) for staff 
working in tourist destinations

Number  � Number of staff benefiting 
from training

 � Staff trained in soft skills for 
tourism development

 � MEF

36. Develop regional hospitality 
education centers and provide 
practical training programs 
based on a clear identification 
of needs with the stakeholders 
(e.g. spa, hotel, ski sector 
professionals, etc.)

Number  � Number of regional 
or national hospitality 
education centers 
established

 � Annual number of 
students using education 
infrastructure supported

 � MEF

37. Upgrade VET schools and 
modernize their equipment to 
better meet the market needs

Number  � Number of VET institutions 
modernized

 � Annual number of 
students using education 
infrastructure supported

 � MOE
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Actions Measurement 
Unit Output Indicator Outcome (Result) Indicator Data Source

38. Create counseling mechanism 
to increase awareness about 
tourism related jobs in high 
schools

Number  � Number of  students 
benefiting from 
campaigns to increase 
awareness about tourism 
career choices

 � Higher enrollment of 
students in tourism 
programs

 � MOE

39. Create youth summer 
employment programs in 
close coordination with the 
private sector. Build in extra 
credit opportunities for 
students, when participating 
in the program.

Number  � Number of  students 
enrolled in summer 
employment programs

 � Decreased unemployment 
(%) of youth

 � MOE
 � MOT

40. Design professional 
development training courses 
for DMO staff. Facilitate 
development of a special 
professional profile for the 
DMO managers.

Number  � Number of DMO staff 
benefiting from training 
events

 � Participants with an 
improved labour market 
situation six m, onths after 
leaving

 � SMEs staff completing 
Continuing Vocational 
Education and Training 
(CVET) (by type of skill: 
technical, management, 
entrepreneurship, green, 
other)

 � MEF
 � MOE

41. Provide training opportunities 
for tourism product creation 
and promotion for SMEs 
and tour operators in a 
digitalization (hands-on 
training with emphasis on 
tourism product creation and 
specific tourism marketing 
tools development and 
management)

Number  � Number of staff benefiting 
from training

 � Participants with an 
improved labor market 
situation six months after 
leaving

 � SMEs staff completing 
Continuing Vocational 
Education and Training 
(CVET) (by type of skill: 
technical, management, 
entrepreneurship, green, 
other)

 � MOT
 � MEF

42. Provide training opportunities 
for museum and tourist 
site staff in customer 
service, foreign languages, 
interpretation, guides, etc.

Number  � Number of staff supported 
by the training

 � Participants with an 
improved labor market 
situation six months after 
leaving

 � SMEs staff completing 
Continuing Vocational 
Education and Training 
(CVET) (by type of skill: 
technical, management, 
entrepreneurship, green, 
other)

 � MOT
 � MoC
 � MEF

43. Create and promote 
training programs for the 
integration and the  re-
entry into employment for 
disadvantaged people and 
to promote women’s labor 
market participation. 

Number  � Number of trained people  � Job seekers using annually 
enhanced facilities for 
employment services

 � MOW
 � MOE

44. Support development of 
social economy and social 
enterprises in the tourism 
field in order to create 
new sustainable products, 
especially in rural areas.

Number  � Number of social 
enterprises active in the 
tourism field

 � Job seekers using annually 
enhanced facilities for 
employment services

 � MOW
 � MOE
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Actions Measurement 
Unit Output Indicator Outcome (Result) Indicator Data Source

45. Train individual entrepreneurs 
and those from social 
enterprises in digital 
marketing tools (registration 
and promotion of products 
and services on national 
tourism portals or sharing 
economy platforms for 
example)

Number  � Number of social 
enterprise and self 
employed people 
benefiting from the 
training courses

 � Job seekers using annually 
enhanced facilities for 
employment services

 � MOW
 � MOE

46. Develop common training 
sessions for relevant public 
authorities in order to create 
cross border management 
plans and promotion tools for 
natural and cultural heritage

Number  � Number of LPA and DMO 
staff trained

 � Joint pilot activities 
taken up or up-scaled by 
organizations at/ after 
project completion 

 � Stakeholders/ institutions 
with enhanced cooperation 
capacity beyond national 
borders

 � MRDPA
 � MOT

Objective 4. Strengthen tourism policy- making capacity, increase digitalization and better align 
marketing instruments with high potential markets
47. Develop a digital system 

to collect and analyze 
data centrally from 
accommodations,  including 
shared economy and to have 
reliable data on tourism 
arrivals and receipts in 
destinations (example: eVisitor 
- Croatian National Tourist 
Information System) 

YES/NO  � Digital system developed  � Users of new public digital 
services and applications

 � Enterprises using public 
digital services

 � MRDPA
 � MEF

48. Better utilize Tourism Satellite 
Account (TAS) to inform 
operations in a due manner.

YES/NO  � Data from the TAS is 
available within six months 
after the reporting period 

 � MOT decisions informed by 
TAS data

 � NIS

49. Develop annual customer 
satisfaction surveys in main 
destination (targeting both 
domestic and international 
tourists) to inform tourism 
marketing and strategy 
adaptation

Number  � Number of customer 
satisfaction surveys 
developed

 � MOT desicions informed 
by data from and analysis 
of customer satisfaction 
surveys 

 � MOT

50. Coordinate with the Ministry 
of Education to monitor and 
evaluate the quality of VET 
education and employment 
to adjust the programs and 
better meet the needs of the 
sector.

Number  � Number of quality 
evaluation studies of 
vocational education 
supported

 � Participants with an 
improved labor market 
situation six months after 
leaving

 � MOE

51. Support research and 
innovation activities in public 
research centers, higher 
education and centers of 
competence to create and 
promote tourism market 
intelligence tools using 
innovative technologies such 
as AI and Big Data  (collection, 
monitoring, evaluation and 
forecasting tools for the 
MoT and local public actors 
to analyze tourist flows and 
behaviors and adjust their 
actions accordingly). 

Number  � Number of artificial 
intelligence tools 
developed

 � Products utilized for tourism 
related research, marketing 
and promotion

 � MOT
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Actions Measurement 
Unit Output Indicator Outcome (Result) Indicator Data Source

52. Develop a marketing 
strategy to inform market 
segmentation and which high 
priority markets to approach 
to attract more high spending 
tourists from priority markets

Number  � Number of national 
marketing strategies 
developed

 � Marketing strategies 
implemented

 � MOT

53. Support adoption and 
upgrade of digital marketing 
instruments for tourists use 
(city applications, events 
calendars, etc.) 

Number  � Number of digital 
instruments for tourist use 
supported

 � Users of new public digital 
services and applications

 � Enterprises using public 
digital services

 � MOT

54. Promote cultural routes 
certified by the Council of 
Europe, European heritage 
label, European Destinations 
of Excellence and other 
initiatives under one digital 
instrument (platform) for 
better promotion

YES/NO  � The online promotion 
platform established

 � Users of new public digital 
services and applications

 � Enterprises using public 
digital services

 � MRDPA
 � MEF

55. Empower public-private 
dialogue platform where the 
private sector has a strong say 
in the development process.

Number  � Number of new initiatives 
developed through 
participation of the private 
sector

 � Increased participation of 
the private sector in decision 
making process

 � MOT

56. Reinforce General Urban Plans 
to protect cultural landscapes 
and other tourist assets/areas

Number  � Number of General 
Urban Plans revisited and 
reinforced

 � Improved landscaping 
practices in urban and rural 
areas

 � MRDPA
 � MoC
 � MOT

57. Revise the legislation to allow 
facades to be rehabilitated 
with public funds, as they hold 
public value, especially those 
with cultural heritage status.

YES/NO  � Legislation revised  � Enterprises benefiting from 
the revised legislation

 � MOT

58. Analyze and where possible 
diversify classification and 
standardization system by 
setting basic standards for the 
SME service providers (small 
restaurants, guest houses) and 
possibly maintaining higher 
level for more developed and 
branded providers. 

YES/NO  � Legislation revised  � Enterprises benefiting from 
the revised legislation

 � MOT

59. Analyze and where possible 
deregulate the sector by 
eliminating unnecessary 
instruments and let the market 
respond to the vendors (use 
the power of social media, 
reviews, etc.)

YES/NO  � Legislation revised  � Enterprises benefiting from 
the revised legislation

 � MOT
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Chapter 13: Monitoring
Monitoring plays a vital role in the success of implementation of this strategy. Monitoring 
refers to the process of keeping track of all strategy-related metrics including performance and 
duration, identifying potential problems and taking corrective actions necessary to ensure that 
the strategy is on track and meets the set targets. 

The Ministry of Tourism will conduct surveys to establish the baseline for all intermediate 
(performance) indicators and set annual targets to meet. 

The MOT will be in responsible for monitoring and evaluating the strategy outcomes against 
agreed indicators, as presented in the action plan and under the indicators chapter.  The Ministry 
will engage a dedicated monitoring specialist to collect and analyze data.

The monitoring results will be included in the following periodicals and with the following 
content:

 � Regular status update reports. The quarterly status update report will be prepared by 
the activity implementing agencies, summarizing the progress and the next steps. The 
report template will be offered by the MOT to ensure consistent collection of the required 
information. The Ministry will consolidate inputs from all stakeholders into one report. 
The status update report should:

 � Focus on key points, summarize only the critical issues and actions that need to be 
brought to the attention of the MOT

 � Specify the follow-up actions in response to each identified issue (by whom and 
when)

 � Include the baseline value for applicable indicators, progress achieved (interim 
targets) and final values.

 � Will cover major risks and give an early signal if any changes are required in the 
action plan.

 � Be brief and to the point, consistent and complete
 � Annual Progress Report will offer the overall summary of the ongoing and planned 

activities, status of the indicators and how interim targets are met, challenges identified 
and solved, critical issues that require immediate attention, what are the planned activities 
for the next reporting period. The report will also highlight the lessons learned during the 
reporting period and how they will be carried on. 

Quarterly and Annual Progress Report will be made publicly available in one month following 
the reporting period and accessible on the Ministry’s website.

At the midst of implementation cycle, or as required, the Strategy will be subject to a periodic 
review. Following the observations and findings from the review, the strategy and the action 
plan may be revised and adjusted, as required.
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Chapter 14: Result Evaluation Procedures
The evaluation of strategy implementation will be carried out by a working group, represented 
by a group of public and private sector, including line ministries, private operators, hoteliers, 
various associations and will be chaired by the MOT.

During the implementation

The working group will get together to discuss and validate the monitoring reports, discuss 
how well implementation is aligned with the strategic activities and the timeline and decide on 
the required course of action.

A brief report summarizing the meetings will be produced in two weeks from the meeting date 
and made publicly available on the Ministry’s website.

After completion

The working group will consolidate all required information and data to prepare the Strategy 
Completion Evaluation Report. The purpose of the report will be to (1) provide accountability 
and transparency for the performance and results, and (2) capture and disseminate experience  
from strategy design to implementation and how to improve it in the future. The report will cover, 
among others, the degree to which the strategic objectives and results have been achieved and 
provide lessons learned. Each stakeholder will complete their own part of the report, while the 
Ministry will consolidate their inputs into one report.

The final evaluation report will include the following sections:

1. Strategy brief context and objectives, expected outcomes and indicators (as designed).
2. Changes during the implementation (if applicable), including revised objectives and 

targets.
3. Expected vs. achieved outputs and outcomes.
4. Other outcomes and impacts (if any). This may include any positive impacts that were not 

originally envisaged, or unintended negative impacts.
5. Key factor that affected implementation and outcome. This section will cover analysis 

of key factors and events influencing the achievements or non-achievements during 
implementation.

6. Stakeholders performance. Who was involved in the implementation, any discrepancies 
observed from the design to implementation.

7. Quality of Monitoring and Evaluation mechanisms and tools.
8. Lessons and recommendations for future operations

The Final Evaluation Report will be developed in six months after the completion of strategy 
implementation and will be available publicly at the Ministry’s website.
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Chapter 15: Action Plan
The action plan below lists what steps must be taken in order to achieve the set objectives. The 
definition of the columns is the following:

 �  Objectives are the measures to address core challenges
 � Main actions represent the activities, which will lead to achieving the objectives. 
 � Coordinators are the task managing authorities (Ministries), who will be in charge of 

designing the programs and making funding available to achieve the set outputs.
 � Contributors are the beneficiaries of funds at a lower level (country, local authority, DMOs, 

private sector representatives, etc.), who will contribute to the task by implementing 
actions at a local level.

 � Planned outputs are the measurable results to be achieved during the task implementation.
Objective Main actions Start End Coordinator Contributors Planned Output

1. Improve 
Connectivity 
and quality of site 
infrastructure

TRANSPORT

1. Improve roads access to tourist 
resorts, sites and attractions

2020 2030 MRDPA; MARD LPAs  � Rehabilitated and 
upgraded roads leading 
to tourism attractions and 
with signage

2. Rehabilitate and develop railways 
with tourist value to increase 
connectivity and diversify tourism 
offers

2020 2030 MRDPA; MTR State and 
private 
operators, 
LPAs

 � Rehabilitated railway 
tracks

 � Rehabilitated railway 
stations

3. Improve green public transport for 
tourism use

2020 2030 MRDPA; MTR State and 
private 
operators

 � Green bus connections to 
tourist sites and transport 
hubs

4. Improve port infrastructure to 
increase tourists flow along the 
Danube and Black Sea (small ports, 
Constanța, Tulcea. Brăila, Galați)

2020 2030 MRDPA; MTR Port operators  � Rehabilitated or 
developed port terminals 
along the Danube and the 
Black Sea

5. Create dedicated infrastructure for 
biking routes and green ways

2020 2030 MRDPA; MTR; 
MARD, MoEn

LPAs,  
natural area 
administrators

 � New biking routes and 
green ways

6. Create or support the creation of 
bicycles smart rental systems

2022 2025 MRDPA, 
MARD, MBECE

LPAs, Private 
sector

 � Bicycle rentals made 
available supported 
through the program

ON-SITE INFRASTRUCTURE

7. Improve quality of public spaces 
(green spaces, parks, recreational 
areas) in tourist resorts and key 
urban centers (in mountain and/or 
seaside resorts)

2020 2030 MRDPA LPAs  � Public spaces rehabilitated

8. Adapt cultural heritage sites for 
public and tourist use (parking, 
assets, landscaping, benches, 
trash bins, signage and signaling, 
information boards, etc.)

2020 2030 MRDPA; MoC LPAs; Private 
sector; MoC, 
NGOs

 � Rehabilitated cultural 
heritage sites and 
promoted for tourism use

9. Promote cultural heritage in 
urban areas for public and tourist 
use (plazas, historic districts with 
unique facades and monuments)

2020 2030 MRDPA; MoC LPAs  � Tourist destination urban 
centers rehabilitated
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Objective Main actions Start End Coordinator Contributors Planned Output

10. Protect, develop and promote 
natural heritage through 
adaptation and/or rehabilitation of 
eco-tourism infrastructure 

2020 2030 MRDPA; 
MOEN 

LPAs; Private 
owners; NGOs

 � Rehabilitated and 
promoted protected 
natural heritage sites

 � Ecotourism products 
developed

11. Improve quality of landscapes, 
public spaces and develop tourism 
related amenities in rural areas of 
touristic importance

2020 2030 MARD LPAs, Local  
Action Groups 
(LAG)

 � Public spaces rehabilitated 
in rural areas

12. Develop visitor strategies for 
natural protected areas and Natura 
2000 sites

2020 2030 MEF, MOEN Area 
administrators

 � National parks and 
protected areas supported

 � Visitor strategies 
developed and enacted

13. Develop MICE and event-related 
infrastructure - Convention 
Centers, Event halls, Multipurpose 
halls

2020 2030 MRDPA, 
MBECE

NCI; LPAs 
and Private 
companies

 � Convention Centers and 
multi purpose event halls 
established 

14. Renovate spa treatment 
infrastructure and facilities and 
modernize their equipment

2020 2030 MRDPA, MEF MOH, LPAs, 
private sector 

 � Spa treatment 
infrastructures renovated 

2. Foster support 
to the private 
sector to 
innovate 

Innovation of the private sector- business opportunities and incentives 

15. Support increased digitalization 
and commercialization for tourism 
SMEs (hotel web sites, digital 
offers, catalogue, etc.)

2020 2030 MRDPA, MEF, 
MCIS

Private 
companies in 
tourism sector

 � Digital products 
developed for SME 
support

16. Support tourism startups and 
innovative SMEs by creating 
national, regional or cross-border 
tourism incubators such as the 
Welcome City Lab in France

2020 2030 MRDPA, MEF, 
MCIS, MRI

Private firms  � Incubators created and 
start-ups supported

17. Host annual digitalization,  
innovation and investment forums 
and exhibitions, promoting 
tourism networking and 
collaboration opportunities

2020 2030 MRDPA, MOT MOT  � National tourism 
investments events 
hosted and networks and 
collaborations established

18. Support development of a 
dedicated platform to facilitate 
reimbursement of medical and 
SPA treatments for EU tourists 
according to the EU Healthcare 
Cross Border Directive

2020 2030 MRDPA, MEF, 
MCIS

MOH, MOW, 
Private Sector, 
LPAs 

 � EU tourists benefiting 
from the reimbursement 
platform

3. Enhance 
quality of 
experiences and 
services 
at destinations.

Private Sector Support

19. Support upgrades of tourist 
facilities to help them meet higher 
classification standards (fiscal 
tools, grants etc.), while respecting 
urban and architectural technical 
guidelines for built environment

2020 2030 MBECE, NLGF, 
MEF, MRDPA

Private sector  � Tourist facilities meeting 
higher standards

20. Promote implementation of energy 
efficiency measures with specific 
technical guidelines in public 
tourism assets (Museums, cultural 
and natural heritage assets, leisure, 
Ski  and spa resorts, etc…) 

2020 2030 MRDPA, MEF Owners and 
managers of 
public tourism 
assets

 � Public tourism assets 
with improved energy 
efficiency measures

Tourist Site Management

21. Support DMOs through training 
in developing destination 
management strategies and 
operations plans.

2020 2023 MRDPA, MOT DMOs  � DMOs supported through 
training
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Objective Main actions Start End Coordinator Contributors Planned Output

22. Create and/or support the 
development of DMOs in cross 
border areas  to promote regional 
tourism initiatives and create 
common tools for cross border 
tourism management.

2020 2023 MRDPA, MOT DMOs  � DMOs in cross border 
areas created or supported

23. Establish a Conventional Bureau, as 
an agency under the MoT, or part 
of the national or regional DMOs to 
bridge international and national/
local businesses to promote MICE 
opportunities

2020 2023 MOT DMOs  � MICE events hosted in 
Romania

24. Design and adopt visitor 
management plans (following 
the template) at CH, natural and 
protected areas and sites of tourist 
importance

2020 2023 MOT, MOWF Site admins, 
DMOs, NGOs, 

 � Visitor management plans 
adopted

25. Support Timisoara, as European 
Capital of Culture 2021 and the 
region of Sibiu, as European 
Region of Gastronomy, with 
funding and technical assistance 
to promote initiative and attract 
higher number of international 
arrivals from high priority markets

2019 2021 MOC, MOT, 
MARD 

LPAs, NGOs, 
private sector

 � Increased number of 
visitors in Timisoara  and 
Sibiu as a result of support 
provided

Product development - Offer diversification

26. Support and incentivize creation of 
authentic products, promote local 
gastronomy and production of 
crafts by organizing  special events 
and promotion activities (expos, 
festivals etc.)

2020 2030 MOT, DMOs Private sector  � Promotional activities 
supported 

27. Create annual cultural events 
agenda for main destinations 
(entertainment and reason-to-
come events such as festivals, 
niche events etc.), promotion 
internationally and offer 
information in multiple langauges, 
ticketing options, travel packages, 
etc.

2020 2030 MoC, MEF MOT, Private 
sector

 � Annual calendar of events 
is available publicly

28. Encourage  development of 
transnational health tourism 
packages by offering tourism 
marketing consultancy on product 
development and delivery to high 
priority European markets.

2020 2022 MOH, MOT LPAs, DMOs, 
private sector, 
MOH, CNAS

 � Health tourism packages 
created through available 
consultancy

Access to tourist information

29. Upgrade, where possible or 
establish tourism information 
centers with the use of digital 
technology, modern tourism 
products and services (hot spots, 
communication hubs, digital 
community centers). Ensure that at 
least one TIC is available in every 
destination, including the center of 
Bucharest and all airports.

2020 2030 MRDPA, MEF MOT, LAPs, 
DMOs

 � TICs offering better 
services through 
digitalization

30. Empower TICs to sell tourism 
services (reservations, tickets, 
etc.) and generating income for 
sustainability by linking them with 
local DMO.

2022 2025 MRDPA, MEF MOT, LPAs, 
DMOs, TICs

 � TICs generating funds for 
sustainability
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Objective Main actions Start End Coordinator Contributors Planned Output

31. Develop tourist signage standards 
(graphics, bilingual or more, 
standard info, etc.) and ensure that 
these standards are followed at all 
levels.

2020 2021 MRDPA, MoC LPAs  � Tourist sites with improved 
signage

32. Increase tourist mobility in urban 
centers by creating multimodal 
urban mobility information 
systems for tourists (information 
boards, e-tickets, smart ticketing 
kiosks, etc.)

2020 2022 MRDPA, MEF LPAs  � Urban center with 
multimodal urban mobility 
systems in place

33. Digitalizes locations of all cultural, 
natural, protected and other tourist 
sites and trails on public maps for 
easy access and trip planning

2020 2022 MEF NGOs, DMOs, 
MOT, MoEN, 
MRDPA

 � Locations of tourist sites 
and trails available on 
public maps

34. Create a National Tourism Open 
Database according to EU 
OpenData policy (French model) 
and make data available to public 
and private stakeholders by 
putting in place applications to 
increase access to information and 
resources

2020 2022 MOT MoC, MRDPA, 
MEN, NGOs, 
LPAs, Private 
Stakeholders

 � National Tourism Open 
Database and applications 
developed

Improve quality of human resources and service experience

35. Design training programs in 
foreign languages and tourism 
related soft skills (communication, 
leadership, customer service, 
etc.) for staff working in tourist 
destinations

2020 2025 MEF MOT, ANOFM, 
DMOs, private 
sector

 � Tourism sector staff 
benefiting from training

36. Develop regional hospitality 
education centers and provide 
practical training programs based 
on a clear identification of needs 
with the stakeholders (e.g. spa, 
hotel, ski sector professionals, etc.)

2020 2025 MEF MOT, MOE, 
ANOFM, 
DMOs, private 
sector

 � Regional or national 
hospitality education 
centers established

37. Upgrade VET schools and 
modernize their equipment to 
better meet the market needs

2021 2025 MOE MOE, NGOs, 
DMOs, private 
sector

 � VET institutions 
modernized

38. Create counseling mechanism to 
increase awareness about tourism 
related jobs in high schools

2020 2022 MOE MOE, NGOs, 
DMOs 

 � Students benefiting from 
campaigns to increase 
awareness about tourism 
career choices

39. Create youth summer employment 
programs in close coordination 
with the private sector. Build in 
extra credit opportunities for 
students, when participating in the 
program.

2020 2022 MOE, MOT MOE, DMOs, 
Private sector

 � Students enrolled in 
summer employment 
programs

40. Design professional development 
training courses for DMO staff. 
Facilitate development of a special 
professional profile for the DMO 
managers.

2020 2022 MEF, MOE MOE, MOT, 
NGOs, DMOs

 � DMO staff benefiting from 
training events

41. Provide training opportunities 
for tourism product creation 
and promotion for SMEs and 
tour operators in a digitalization 
(hands-on training with emphasis 
on tourism product creation and 
specific tourism marketing tools 
development and management)

2020 2030 MOT, MEF DMOs, Private 
sector

 � SME and tour operators 
staff benefiting from 
training in digitalization 
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Objective Main actions Start End Coordinator Contributors Planned Output

42. Provide training opportunities 
for museum and tourist site staff 
in customer service, foreign 
languages, interpretation, guides, 
etc.

2020 2030 MOT, MoC, 
MEF

DMOs, LPAs, 
site operators, 
private sector

 � Museum and tourist sites 
staff supported by the 
training

43. Create and promote training 
programs for the integration and 
the  re-entry into employment 
for disadvantaged people and to 
promote women’s labor market 
participation. 

2020 2030 MOW, MOE Private Sector, 
DMOs

 � Job seekers trained in soft 
skills

44. Support development of social 
economy and social enterprises 
in the tourism field in order to 
create new sustainable products, 
especially in rural areas.

2020 2030 MOW, MOE Private Sector, 
DMOs

 � Social enterprises 
established in the tourism 
field

45. Train individual entrepreneurs and 
those from social enterprises in 
digital marketing tools (registration 
and promotion of products and 
services on national tourism 
portals or sharing economy 
platforms for example)

2020 2030 MOW, MOE Private Sector, 
DMOs

 � Social enterprise and 
self employed people 
benefiting from the 
training courses

46. Develop common training sessions 
for relevant public authorities 
in order to create cross border 
management plans and promotion 
tools for natural and cultural 
heritage

2020 2030 MRDPA LPAs, DMOs  � LPA and DMO staff 
trained in cross boarder 
management plan and 
promotion tools

4. Strengthen 
tourism 
policy- making 
capacity, increase 
digitalization 
and better 
align marketing 
instruments with 
high potential 
markets

Capacity building for policy making, improve data collection, monitoring and evaluation

47. Develop a digital system to collect 
and analyze data centrally from 
accommodations,  including 
shared economy and to have 
reliable data on tourism arrivals 
and receipts in destinations 
(example: eVisitor - Croatian 
National Tourist Information 
System) 

2020 2023 MRDPA, MEF MOT  � Digital system for better 
data collection and 
tracking developed

48. Better utilize Tourism Satellite 
Account (TAS) to inform operations 
in a due manner.

2020 2021 NIS NIRDT  � Data from the TAS is 
available within six 
months after the reporting 
period

49. Develop annual customer 
satisfaction surveys in main 
destination (targeting both 
domestic and international 
tourists) to inform tourism 
marketing and strategy adaptation

2020 2030 MOT NIRDT  � Customer satisfaction 
surveys developed

50. Coordinate with the Ministry of 
Education to monitor and evaluate 
the quality of VET education 
and employment to adjust the 
programs and better meet the 
needs of the sector.

2020 2030 ESF 
management 
body

Ministry of 
Education, 
private sector

 � Quality evaluation studies 
of vocational education 
supported
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Objective Main actions Start End Coordinator Contributors Planned Output

Marketing and Promotion

51. Support research and innovation 
activities in public research 
centers, higher education and 
centers of competence to create 
and promote tourism market 
intelligence tools using innovative 
technologies such as AI and Big 
Data  (collection, monitoring, 
evaluation and forecasting tools 
for the MoT and local public 
actors to analyze tourist flows and 
behaviors and adjust their actions 
accordingly). 

2021 2023 MRI, MOT MOT, DMOs  � Artificial intelligence tools 
developed

52. Develop a marketing strategy 
to inform market segmentation 
and which high priority markets 
to approach to attract more high 
spending tourists from priority 
markets

2020 2022 MOT DMOs, private 
sector

 � National marketing 
strategies developed

53. Support adoption and upgrade 
of digital marketing instruments 
for tourists use (city applications, 
events calendars, etc.) 

2020 2021 MRDPA, MEF MOT, MoC, 
DMOs

 � Digital instruments (city 
applications, events 
calendars) for tourist use 
supported

54. Promote cultural routes certified 
by the Council of Europe, 
European heritage label, European 
Destinations of Excellence and 
other initiatives under one digital 
instrument (platform) for better 
promotion

2020 2021 MRDPA, MEF MOT, MoC, 
DMOs

 � The online promotion 
platform established to 
promote cultural routes 
certified by the Council 
of Europe, European 
heritage label, European 
Destinations of Excellence, 
and others

Public-public and public-private cooperation among tourism- related stakeholders

55. Empower public-private dialogue 
platform where the private 
sector has a strong say in the 
development process.

2020 2030 MOT MOT, Private 
sector, LPAs, 
DMOs

 � New initiatives developed 
and adopted through 
participation of the private 
sector

Legislation revisions to tourist development

56. Reinforce General Urban Plans to 
protect cultural landscapes and 
other tourist assets/areas. 

2020 2021 MRDPA, MoC, 
MOT

LPAs  � General Urban Plans 
revisited and reinforced

57. Revise the legislation to allow 
facades to be rehabilitated with 
public funds, as they hold public 
value, especially those with 
cultural heritage status.

2020 2021 MRDPA, MoC, 
MOT

LPAs  � Legislation revised to allow 
facades rehabilitation from 
public funds

58. Analyze and where possible 
diversify classification and 
standardization system by setting 
basic standards for the SME service 
providers (small restaurants, guest 
houses) and possibly maintaining 
higher level for more developed 
and branded providers. 

2020 2021 MARD, MOT Private sector, 
DMOs

 � Legislation revisited and 
assessed for required 
standards

59. Analyze and where possible 
deregulate the sector by 
eliminating unnecessary 
instruments and let the market 
respond to the vendors (use the 
power of social media, reviews, 
etc.)

2020 2021 MARD, MOT Private sector, 
DMOs

 � Assessment conducted, 
legislation revised and 
sector liberalized where 
possible


