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1. Introduction 
The present Strategy for marketing and promotion of the tourist Route "Protected 
natural heritage within the cross-border region Romania-Bulgaria" has been 
designed pursuant to the provisions of Contract No. 028 / 26.10.2016 between the 
Association of Danube River Municipalities "DUNAV" (ADRM), in their capacity as 
Contracting authority and the "Danube Horizons" Consortium as the Contractor.  

The Contract was concluded according to the Project "Development and promotion 
of a common natural heritage product: Route "Protected natural heritage within 
the cross-border region Romania-Bulgaria", with registration number 15.2.1.068. 
The partner of the project is the "Living Nature" Foundation, Calarasi (Romania). 
The project is funded under the Interreg V-A Romania-Bulgaria 2014-2020 Program, 
Priority Axis 2 "A Green Region". The development objective of the project is to 
enhance the sustainable use of the common natural heritage within the cross-
border region by developing of a common natural heritage product: Route 
"Protected natural heritage within the cross-border region Romania-Bulgaria". 

The development of a marketing and promotion strategy will serve the 
implementation of the project "Development and promotion of a common natural 
heritage product: Route "Protected natural heritage within the cross-border region 
Romania-Bulgaria". A strategy of the said type is needed due to the fact that the 
development of the Romania-Bulgaria cross-border region requires investments in 
areas such as tourism, natural tourism, in particular, to contribute to social-
economic growth, job creation and poverty reduction. The region has significant 
potential for the development of natural tourism with the Danube as a major 
attraction, with its diverse and specific ecosystems: rivers, riparian marshes and 
wetlands, island ecosystems, and its biodiversity. The region is rich in natural 
resources - national parks, protected natural sites and protected natural areas that 
can attract a large tourist market, as well as young groups seeking to enjoy and 
study nature and its biodiversity. Nature Parks offer conditions for different types 
of eco-tourism - excursions and cycling, sports, environmental education and more. 

2. Marketing profile of the tourist route "Protected natural heritage within the 
cross-border region Romania-Bulgaria" 

2.1. Location - general information 
The strategy covers the territory of 7 counties in Romania (Mehedintsi, Dolj, Olt, 
Teleorman, Giurgiu, Calarasi, Constanta) and 8 regions of Bulgaria (Vidin, Montana, 
Vratsa, Pleven, Veliko Tarnovo, Ruse, Silistra, Dobrich). 
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The cross-border Route links the priority eco-tourism sites across the entire trans-
border cooperation area, following on as much as possible first-class and second-
class road links. 

 

In Bulgaria, the Route starts from the Danube Bridge II near Vidin, it passes along 
the main road E79 to the village of Dunavtsi, where it passes through the Vidin 
Park; At the crossing to the town of Gramada, the Route returns to the main road 
E79 next to the village of Dunavtsi, where it goes westwards to the Magurata Cave 
site, which leads to Belogradchik and the Belogradchik Rocks - Venetsa; After 
Belogradchik, the Route moves through the vast protected area of West Stara 
Planina - Predbalkan on a picturesque road with possible exits to Chuprene and 
Chiprovtsi; After Montana, the Route goes back to the main road E79 to the town of 
Vratsa and the approaches to Vrachanski Balkan natural park. From Vratsa, the 
Route makes a lateral deviation to the Bozhi Most - Ponora, and continues 
eastwards to the large Carlukovo Kkarst area. After the town of Cherven bryag the 
Route reaches the main road E83 and goes to the town of Pleven. There are several 
possible exits to Studenets, the main one of which is in the village of Sadovets. 
After the town of Pleven, it passes through the Vit River and reaches the town of 
Gulyantsi. Here the main route diverges east through the Nikopol Plateau, Persina 
natural park and Vardim Island. From Gulyantsi to the west, a lateral circle begins, 
which passes through the Karaboaz, the Ostrovska steppe - Ostrov marsh, Kozloduy, 
Zlatia, Tsibar and Orsoia - Archar, which makes it possible to close the regional 
cycle. To the east, the main route departs from the Danube River after the Vadim 
site, at the Studena River, to reach the Rusenski Lom natural park. After the town 
of Ruse, it goes tightly along the Danube River to the town of Silistra, including 
many of the most significant Danube wetlands. In Dobrudzha, the Route leaves the 



ИНВЕСТИРАМЕ ВЪВ ВАШЕТО БЪДЕЩЕ!

ЕВРОПЕЙСКИ С ЮЗЪ

ЕВРОПЕЙСКИ ФОНД ЗА РЕГИОНАЛНО РАЗВИТИЕ

 

  

 

 

 
 

www.interregrobg.eu 
 

The content set out in the present document does not necessarily reflect the official opinion of the European Union. 

5 

Danube river and runs southeast through the Suhata Reka River, the Batov Valley to 
reach the Black Sea coast at the Golden Sands natural park. In its last stretch, the 
Route follows the Black Sea coast, including all coastal areas of conservation 
significance to the north of Varna. It leaves the territory of Bulgaria at Durankulak 
border checkpoint. 

In Romania, starting from the west and heading east, the beginning of the Route is 
identified with the Calafat-Vidin border checkpoint, from where it can be entered 
through the protected area of Chupercheny-Desa via DN55A. The link with the 
Danube - the Garla Mare-Maglawit goes on E79 and then on DN56A. Then either the 
DN56C is followed to get to Blahnitsa, or should be continued on DN56A to reach  
Vanzhu Mare, then the Route can go back to the Danube at the Garla Mare - 
Maglawit to continue to Blahnitsa, or the direct connection through the DJ606 is 
possible. Towards the Jelezni Vrata Nature Park is to be followed the DN56A road, 
then E70, passing through Drobeta-Turnu Severin and traveling to Shwinitsa. Then 
the Mechedintsi Plateau Geology Park is to be crossed following DN67 from 
Drobeta-Turnu Severin and then DJ670 passing through Isverna, Ponoarele and Baia 
de Arama. From Baia de Arama, it travels to Domogled National Park - Valya 
Cherney, following DN67D through the Ubarshiyah - Klosani and Godianu. From Baia 
de Arama it follows the DJ671B and DN67A to Strehaya, then the E70 along the Jiu 
River Corridor and Phileashi to Craiova. From Craiova, it enteres DN65 and moved 
to Balsch, in the northern part of the Oltenz Valley. From the Oltents Valley to the 
Radomir Forest it can be followed either by returning from Balsch to Craiova on 
DN6 to the Radomir Forest, crossing the Grozaveshti and Dragiceni, or traveling on 
DN64 and crossing Karakal. From the Radomir Forest, the Jiu River Corridor can be 
re-entered, followed by Caracal to Leu DN 6 and then DJ604 and DJ551A to 
Bratovoyesti. From there it travels along the Corridor of the Jiu River to Beckett, 
where it can enter into Bulgaria at Oryahovo. From Beckett the Route continues to 
the Olt River estuary following DN54A to Korabia and DN54 to Turnu Magurele, 
where it can make the link to Bulgaria. From Turnu Magurele it reaches the 
Comana Nature Park or, on DN52, Alexandria and on DN6 to Stuppo, then on DJ411 
to Comana, or along the Danube on DN51A to Zimnitsa, then on DN5C to Giurgiu 
where the connection with Bulgaria at Ruse can be made. From Giurgiu, the DN5 
road continues to Uzunu, from where it enters DJ603 to Comana. From Comana and 
Lake (Jezerul), Calarasi can be reached on A2 and then on DN3 or on DJ412 to 
Prundu by entering DN41 to Oltenitsa and continuing to Calarasi on DN31 or DN3.  

From Calarasi the route can be followed on DN3B along the Borcea Canal and 
Borcha, or it can cross the Danube via the Calarasi - Silistra border checkpoint. 
From Silistra the entry back to the country is on DN3, whicharrives at the Canaries 
of the Danube, the Forest and the Valley of Canarau Fethiye - Yortmak and 
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Dumbraveni - the Urul River Valley - the Lake Vhedaroasa by passing through 
Adamclisi, then alongside Fontana Murfatlar.  

From Murfatlar then it goes along DN22C, DJ228, DN2A and DJ222 to the gorges of 
Dobrudja. Also, from Mourflatar, the route could be entered again in the area of 
the Danube Rocks through the Cherna Voda on the A2 and then go on DJ223, DJ224, 
DJ225 and DJ226.  

From the Dobrudja's Gorges, it can be followed to the Danube Delta (Rasim Lake - 
the part, located on the territory of Constanta County) along DJ222 to Grdina, 
DJ226B, DJ226A and DJ226 to Istria and Sinoe. From Istria is travels to Lake Tashaul 
- Corbu on DJ226 as it passes through Corbu. After that, the road goes through 
Navodari, Mamaia Village, entered on E87 and passes along the shore of Sjutgjol 
Lake. Further on, passing through Constanta, DN39 and DN39A reach the Seaside 
Dyuni at Ajdjie. The Route continues to Eforie Nord (North) on DN39 and passes 
along Lake Tequirgjol and then to Mangalia, the road passes along the Black Sea 
coast and along the marine natural areas: the Marine Area at Tuzla Cape, 
Kostinesht - August 23, Aurora Cape and the Underwater Marine sulfur springs near 
Mangalia. Between Mangalia and the Vama Veke Nature Zone, the road to Hadjieni 
Forest - Cotul Valley passes through Albacete and Cotul Vai. Then the Route turns 
back to DN39 and continues to Vama Veche, for the transfer to Bulgaria via the 
Vama Veche - Durankulak border crossing point. 

The boundary points that connect the two parts of the Route on both sides of the 
border are determined to maximize the transport connectivity between the two 
countries. These border points are as follows, from west to east: 

 Calafat (Dolj) - Vidin 

 Becket (Dolj) - Oryahovo 

 Turnu Magurele (Teleorman) - Nikopol 

 Giurgiu (Giurgiu) - Ruse 

 Calarasi (Calarasi) - Silistra 

 Vama Veke (Constanţa) - Durankulak 

The Route selection is a result of a preliminary study of the region, related to the 
review of the applicable national and European legislation in the field of protected 
natural heritage and tourism, a study of good practices for development, 
management and promotion of tourist routes in the area of protected natural 
heritage, development of a methodology for feasibility study (documentation, 
analysis, evaluation and presentation), identification and visit of the sites of 
protected natural heritage in the cross-border region Romania-Bulgaria-, detailed 
description and analysis of ecosystems, habitats, protected plant and animal 
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species, analysis of the value of the sites as a potential attraction for eco-tourism, 
discussion of options for an optimal route "Protected natural heritage on the 
territory of the cross-border region Romania-Bulgaria" and selecting a Route option.  

The main approach, applied in the Route design is to spatially connect the key and 
additional sites in a common route that allows there joint promotion and serves for 
planning of tourist visits. The cross-border character is highlighted by the spatial 
layout of the Route so as to take maximum advantage of existing border crossing  
points, two bridges over the Danube River, land border crossings and ferry lines.  

"Development and promotion of a common natural heritage product: Route 
"Protected natural heritage within the cross-border region Romania-Bulgaria", 
Registry No. 15.2.1.068, aims to promote the sustainable use of the common 
natural resources in the cross-border region by creating a joint tourist product and 
carrying out a campaign for its preservation, promotion and development. The 
development strategy and the marketing strategy of the common product, together 
with promotional activities, are mutually bound to achieve the overall goal. 

2.2. Main features of the tourist route 
The cross-border Route connects the priority sites for eco tourism in the entire 
Bulgaria - Romania cross-border region, following the first class and second-class 
road connections. 

A detailed description of the sites of the route "Protected natural heritage on the 
territory of the Romania-Bulgaria cross-border region", including a description of 
the protected species or habitats, a restriction regime, description of accessibility, 
accommodation options and other natural or cultural attractions there, is 
presented in Annex 6. 

The sites’ analysis focuses on how nature protection and management regimes 
relate to tourism activities, including tourist visits and the construction of tourist 
infrastructure. 

A relevant part of European environmental legislation for both countries - Bulgaria 
and Romania, are the two main European directives: 

• Directive 2009/147/EC of the European Parliament and of the Council of 30 
November 2009 on the conservation of wild birds (hereinafter referred to as "the 
Birds Directive"), and 

• Council Directive 92/43/EEC of 21 May 1992 on the conservation of natural 
habitats and of wild fauna and flora (hereinafter referred to as "the Habitats 
Directive"). 

The status and regimes of protection of the protected areas are regulated in 
national legislation generally in the following categories, not being ranked as 
follows: 
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Bulgaria Romania 

1. Reserve 
2. National Park 
3. Natural landmark 
4. Maintained reserve 
5. Nature Park 
6. Protected area; 
Wetland of International 

Importance (Ramsar) 
Natura 2000 
EU and UNESCO Definitions  

1. National Park 
2. Nature Park 
3. Research reserve  
4. Nature reserve   
5. Nature monument  
6. Biosphere reserve 
Wetland of International Importance 

(Ramsar) 
Natura 2000 
EU and UNESCO Definitions 
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Sites of protected natural heritage for the purpose of the Route are: 

• Protected areas declared under the national law in Romania and Bulgaria: 
national parks, nature parks, reserves, maintained reserves, protected areas, 
natural landmarks; 
• Protected areas, according to Natura 2000 declared or designated to be declared 
under the EU "Birds Directive" and "Habitats Directive"; 
• Sites of natural heritage under the auspices of UNESCO; 
• Wetlands of international importance, declared under the Ramsar Convention 
(RAMSAR). 
Priority and main points of the Route are natural and national parks, biosphere 
reserves and wetlands of international significance. Natural parks provide long-
term protection of natural and artificial ecosystems on its territory while at the 
same time maintaining activities such as tourism, agriculture and industry that do 
not pollute the environment. The main aim in this type of protected area is to 
achieve sustainable development. The selected sites in Bulgaria are Nature Park 
Vrachanski Balkan (considered the second largest in Bulgaria), Persina Nature Park, 
Rusensky Lom Nature Park (UNESCO wilderness area) and Golden Sands Nature 
Park. For Romania, the main objects included in the Route are the Iron Gate 
Nature Park, Domogled National Park, Mehedintsi Plateau Geology Park and 
Comana Nature Park. The Srebarna Reserve and the Danube River Delta (Rasim 
Lake), sites of UNESCO, as part of the Route, are major sites of the Route with very 
high natural value, which are extremely important for the bio-systems in the cross-
border route. 
Belogradchik Rocks, Magura cave, Carlukovo karst and Kaliakra complex, selected 
as additional strands of the Route in Bulgaria, are protected as natural landmarks, 
also of outstanding natural value. For Romania, additional sites of high natural 
value and tourist potential are concentrated in the eastern Black Sea region of the 
country - the lakes Siutgjol, Tashul and Corbu, the National Research Institute for 
Marine Geology and Geoecology, the disulphide Submarine springs in Mangalia, the 
protected sea area "Vama Veke ", the Hadjieni Forest and the Murfatlar Fountain. 
All sites included in the Route are from the Natura 2000 network. RAMSAR sites are 
of outstanding natural value. 
For Romania, the list of sites covers 189 protected natural areas, of which 79 zones 
are considered to be the main sites and 110 are of secondary category and included 
in the main areas. 
 
On the territory of the Bulgarian part of the cross-border region are established: 
• 4 (four) nature parks, declared pursuant to Article 29 of the Protected Areas Act; 
• 7 (seven) reserves, declared pursuant to Art. 16 of the Protected Areas Act; 
• 6 (six) supported reserves declared under Art. 26 of the Protected Areas Act; 
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• 122 (one hundred twenty-two) protected areas declared under 33 of the 
Protected Areas Act; 
• 62 (sixty-two) natural landmarks, announced according to Art. 23 of the 
Protected Areas Act; 
• 83 (eighty-three) protected areas for the protection of habitat types and habitats 
of species under Directive 92/43/EEC, in accordance with Article 6 (1) and (2) of 
the BDA; 
• 39 (thirty-nine) protected areas for the protection of habitats of bird species 
under Directive 2009/147/EC, in accordance with Article 6, paragraph 3 of the 
Biodiversity Act. 
 
With regard to sites with European and national importance, the territory of the 
cross-border Route includes: 
- Two sites with status of biosphere reserve: Srebarna and the Delta of the Danube 
River (Rasim Lake), 
- Three sites protected by a UNESCO definition - Rusenski Lom Nature Park, the 
Srebarna Reserve and the Danube River Delta (Rasim Lake); 
- One National Park - Domogled National Park - Cherniya Valley; 
- Eight sites, protected by the Ramsar Convention - Hadzhi Dimitrovo fishponds, 
Shabla and Ezeretz lakes, Durankulak Lake, Komana Nature Park, Lake Tekirgoel, 
Deep Lake (Jezer) - Calarasi, Blahnitsa, The estuary of the River Olt at the Danube; 
- One Geological Park - Mehedinti Plateau; 
- Twenty-five sites of European significance - Natura 2000, Habitats Directive 
- Eight sites protected under the Birds Directive - Natura 2000; 
- Twenty sites falling under the two directives - the Habitats Directive and the 
Birds Directive - Natura 2000; 
- Protected Site - Botanical Garden Balchik. 
 
The thematic connectivity of the sites in the cross-border area is determined by 
the offered tourist services on the one hand and by the specificity of the interests 
on the particular route. 
Regarding the offered tourist services, the main sites are nature parks, which have 
developed tourist programs, tracks, information centers and tourist infrastructure - 
indicative and information boards/ signs, training or demonstration centers, eco-
paths, cycling routes and hiking routes of various difficulty, and tourist guides. 
 
In the Bulgarian side these are Vrachanski Balkan Nature Park - Persina Nature Park 
- Rusenski Lom Nature Park and Golden Sands Nature Park. As a complementary 
route in Bulgaria, more regulated tourist sites are in the West Stara Planina  - 
Belogradchik (including the Belogradchik Rocks, Magura and Venets caves) and 
Karlukovski karst and the seaside - Balchik, Kaliakra, Shabla, Durankulak. 
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For Romania, these are the Iron Gate, the Domogled National Park - Chernya 
valley, the Mechenditsi Plateau Geology Park, the Komana  Nature Park, and the 
Danube Delta (Rasim Lake). The Marine Area around Cape Tuzla, Lake Tekirgjol, 
the Adjidia shore dunes and Siutgyol Lake attract great interest. 
The tourist visits to the sites with relevant characteristics are determined by the 
specificity of interest such as bird watching, hiking, recreational tourism, amateur 
fishing, adventure tourism, cycling, educational tourism, and more. 
The interests are also determined by the accessibility, the difficulty, the 
organizational type of the visits (organized or self-organized) and respectively the 
price. 
A common feature of all the possible combinations of routes is the emphasis on 
natural sites - be it for protected plants or animals, natural landmarks, and the 
connecting element - the Danube. 
Nature-oriented tourism is already known in different varieties with different 
accents. Here are the main ones that are relevant to the cross-border Route, 
subject of the marketing strategy and will be practiced. They are formulated by 
the Bulgarian Association for Alternative Tourism. 
Alternative tourism 

The aternative forms of tourism combine tourist packages or individual tourist 
services, which are defined as an alternative to the mass tourism product in terms 
of supply, flow and committed human resources. These include: rural, ecological, 
mountain, adventure (cycling, horseback riding, skiing and snowshoeing, boating, 
scuba diving, penetration into dark caves, crossing of alpine routes with a guide), 
thematic - cultural and historical heritage, tourism related to religion, wine, 
traditional cuisine, ethnography and traditional music and crafts. 
Ecotourism 

This is tourism in areas poorly affected by human, which must contribute to 
protecting nature and local population well-being. It is based on observation and is 
a new stage in tourism development, which requires work in partnership between 
tour operators, welcoming agencies, local communities, associations managing 
protected areas, scientific communities. They all are committed to minimizing the 
impact on the territories visited, informing travelers about local rules and 
arrangements, participating in all regional environmental programs, managing all 
forms of visits to the area. Most numerous and most diverse eco-tourism programs 
exist in countries with high biodiversity, nature with impressive significance, 
national parks and where local communities have preserved their traditions. The 
pedagogical and educational nature of eco-tourism is a key element that 
distinguishes it from other types of nature-oriented tourism, making it 
recognizable. The education and the interpretation of the natural environment 
(including environmental education) are important tools in creating pleasant, 
meaningful and full eco-tourism experience. 
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Adventure tourism 

This is a set of tourism practices where the communication with nature and active 
tourist participation with a certain physical commitment dominates. This group of 
seasonal and context-diverse tours has its greatest adherents among the young 
people and people working in a stressful environment for whom the communication 
with nature and its combination with activity or sport is of utmost importance. 
Most often these tours are sold in essentially rural tourism packages and they have 
the characteristics of sustainable tourism. 
Examples of such activities are: yachting, underwater safaris and underwater 
archeology, water and river canoeing, rafting (speed boat navigation), adventure, 
mountain and road wheels, horse rides, climbing with mountain guide, mountain 
trekking in their various difficulty categories, and more. 
Rural tourism 

Rural and agro-tourism are varieties of the alternative tourism. It is characterized 
by a stay in a rural environment (house or arranged near camping, other 
accommodation), contact with the hosts, access to the farm. It may be 
transitional, i.e. stay as a part of a round trip or as a weekend or even a week stay. 
In both cases, tourists expect to get involved in the daily routine of the household: 
picking fruit and vegetables, herbs, preparing traditional dishes, partaking in the 
customs and holidays of the area, observing or training in local crafts, folk and 
agricultural traditions. These activities are usually supplemented by various types 
of adventure or cultural tourism (walking, cycling, riding, visiting monasteries, 
museums, archeological and other attractions, craft schools) and most often by a 
mixture of all these. 
Sustainable tourism 

Sustainable tourism is a new concept and is a continuation of the concept of 
sustainable development launched at the Rio Earth Summit (1992). It is a result of 
the measures taken to protect endangered areas of the planet as a whole, and the 
tropical forests, in particular. At the same time, it relates to the protection of 
urbanized areas, villages, cultural and, in particular, architectural heritage, and 
therefore has a wider framework than ecotourism. Sustainable tourism aims not 
only at minimizing the impact on environment, but it also shapes tourists' views 
before and during their voyages, as well as to generate environmentally-friendly 
tourist practices as early as the conception stage in the markets emitting tourists. 
All activities in the area of tourist visit must be in line with the natural resources 
capacity , i.e. they have to respect the principle of economical resource use. 
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The cross-border Route has all the features of alternative, eco, adventurous, rural 
and sustainable tourism, combining a wide range of biodiversity, tourist 
infrastructure, cultural diversity and cross-border links to share the common 
natural heritage of the Danube. 
One good example are tourism routes on both sides of the Danube River that offer 
hiking tourism, combined withbird watching and other activities to attract tourists. 
Ecotourism of an educational nature 

Natural Parks currently offer this kind of tourist service both for organized groups 
and for individual tourists. The most common one-day or weekend packages are for 
student extracurricular activities. . 
Bird watching 

Most popular areas for bird watching in Bulgaria 

On the Bulgarian side of the Route, the most suitable points include Tsibar - Tsibar 
marsh - Ibisha Island, Kozloduy, Persina Nature Park - the Nikopol Plateau, Vardim 
Island - Yantra River estuary, Studena River, Hadzhi Dimitrovo fishponds 
(ornitological important place), Rusensky Lon Nature Park / Lomata - Orlova Chuka 
(listed in UNESCO records), Ludogorie - Srebarna (RAMSAR site, listed in UNESCO 
records), Suhata Reka, Zlatni Piasatsi Nature Park, Kaliakra Complex.  

Cape Kaliakra is located in Northeastern Bulgaria and is one of the first protected 
areas in the country. The vertical rocks combined with the unique limestone of the 
surrounding area provide perfect conditions for the breeding season of many bird 
species. Here, many storks and prey birds migrate, there is an amazing number of 
Mediterranean wharves, gulls, dwarfs, cormorants and other waterfowl birds.  

Shabla Lake, Ezeretz, Durankulak Lake are among the most important wetlands 
along the Black Sea coast. Sweet waters, vast reed beds along the sea shore and 
crossing the Via Pontica route are among the greatest advantages, attracting plenty 
of birds throughout the year. However it is well-known for the winter months, 
when a huge amount of water birds are wintering here (Black-necked Cormorant, 
Little Cormorant, Singing Swan. The Srebarna Lake - Part of the Srebarna Reserve is 
also a freshwater lake of international significance, located in Northeast Bulgaria 
near the Danube River. It is best known for its colony of Dalmatian Pelicans. 
Rowland and willow bushes also attract many other water species during breeding.  

Rusenski Lom Nature Park - An incredible variety of natural assets such as 
deciduous forests, lakes, vertical limestone rocks, pastures and river beds provide 
shelter for many birds, specifically during their breeding season. There is to be 
seen the Black Stork, Egyptian Vulture, Little Spotted Eagle, White-tailed Buzzard, 
Snake Eagle, Owl and others. 
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Studena Reka River and Hadzhi Dimitrovo fish ponds - 116 bird species are 
identified, of which 33 are included in the Red Book of Bulgaria (1985). Of these 
species, 53 are qualified as Species of European Conservation Concern (SPECs) 
(BirdLife International, 2004). As globally threatened, in the SPEC1 category, is 
included 1 species and as endangered in Europe respectively in SPEC2 category - 12 
species, in SPEC3 - 40 species. 
Because of its strategic geographic location, varied relief and the presence of 
invaluable natural assets, Bulgaria is considered a very favorable destination among 
bird watching practitioners. Especially in the spring and autumn, when the two 
biggest migration moves of birds begin. Located at the crossroads between Europe 
and Asia, the two most important bird migration routes - Via Pontica and Via 
Aristotelis - pass through our country. It is probably one of the reasons why over 
400 species of birds have been recorded on that territory, some of which are 
difficult to see elsewhere in Europe. 
 
Route for bird watching in Romania 

Chupercheni-Desa - Danube at the gorges Mare-Maglavit - Blahnitsa - Zhelezni Vrata 
Nature Park - Domogled National Park - Cherna River valley - Jiu River Corridor - 
the Radomir Forest - the estuary of the River Olt at the Danube - Comana Nature 
Park - Jezer Calaras - Borcha River Sleeve - The Rocks of the Danube - The Forest 
and the Valley of Canaraua Fethie-Yortmak - Dambroveni - Urluia Valley - 
Vederoasa Lake - the Dobrudja gorges - the Danube Delta (Rasim Lake) - Tashaul-
Corbu Lake- Siutgyol Lake - Tekirgjol Lake - Hadjeni-Cotul Vayi Forest. 
 
Because of the long distance between the Olt River Estuary at the Danube River 
and the Comana Nature Park, an alternative route for both the main and the bird 
sighting routes is suggested; it continues through Bulgaria at Tournu Magurele - 
Nikopol and again is entering Romania via Giurgiu - Rousse. 
 
Hiking and adventure routes 

Western Route: Iron Gate Nature Park - the Mehedintsi Plateau Geology Park - 
Domogled National Park - the valley of the Cherna River.  
The western route is a tour between Iron Gate Nature Park, Mehedintsi Plateau 
Geological Park and Domogled National Park - Valya Cherney. The followed routes 
are the same as the main route. The tour begins and ends in Drobeta - Turnu 
Severin. The connection with Bulgaria is made on the road linking Drobeta-Turnu 
Severin and Vidin, road DN56A. 
 
Eastern Route: Danube Rocks - Dumbraveni - Urluia- Valley - Vedaroasa Lake - 
Dobrudja gorges - Hadjieni Forest - Cotul Vaii - Vama Veke. 
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The eastern route starts at the Calarasi - Silistra border checkpoint and ends at the 
Vama Veke - Durankulak border checkpoint. The following route passes through 
DN3 from Silistra to Pietreni, passing through the Danube Rocks and Dumbraveni - 
the Urluia River Valley - Vedorasa Lake. From Pietreni, it goes on DJ222 to the 
Gorges of Dobrudja, then to Hadjieni Forest - Kotul Vaii and should be traveled 
along the coast to DJ222, DN2A, A4, DN39, DJ391. From the Hajieni Forest - Cotul 
Vaji and turned back the same way, DJ391, to Mangalia and then follow DN39 to 
Vama Veke, through Vama Veke going back to Bulgaria. 
The main protected nature areas included in the hiking and adventure route are all 
offer opportunities for hiking, cycling, mountaineering, diving, cave visits and 
other speleological, geological, geomorphological forms and protected landscapes. 
Bicycle routes 

With built biking routes and infrastructure, as well as the use of asphalt roads, the 
most suitable being for Bulgaria: Western Stara Planina and Prebalkan, Vratsa 
Balkan Nature Park, Carlukovo Karst, Bozhi most - Ponora - Persina Nature Park - 
Nikopol Plateau, Vardim Island - Yantra River estuary, Rusenski Lom / Lomove - 
Orlova Chuka, Kalimok - Brushlen - Bobla, Zlatni Piasatshi Nature Park, for 
Romania: Iron Gate Nature Park, Vama Veke, Kanaraua Fethiye Forest - Yortmak. 

EuroVelo 6 

The most popular bicycle route in Europe EuroVelo 6 passes along the Danube 
River. 

EuroVelo is a network of 15 long-distance routes linking and uniting the entire 
European continent. Routes can be used by both tourists and commuting locals. 
Currently, EuroVelo consists of 15 routes and the network is expected to be 
accomplished by 2020. 

The Euro Bike 6 route (http://www.eurovelo.com/en/eurovelos/eurovelo-6) is one of 
the most popular routes. It passes through Germany, Austria, Slovakia, Hungary, 
Croatia, Serbia, Bulgaria and Romania. The Danube cycling route passes mostly on 
both sides of the Danube, sometimes only on one side, so the river should be 
crossed frequently during the trip. It follows the ancient Roman road along the 
Danube Limes, which has connected the stations and fortresses to the Danube 
delta. Euro Velo 6 - The Danube trail includes a route along the Bulgarian coast of 
the Danube. the Route passes near Bregovo, Vidin and through Lom, Kozloduy, 
Svishtov and Ruse, reaches Silistra, where cyclists can proceed to the Danube Delta 
(Rasim Lake). The bicycle trail can be found mainly on asphalt roads as close as 
possible to the river and offers good opportunities, especially for bird watching and 
close interaction with the untouched natural environment. The European Cycling 
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Federation is holding the trademark for EuroVelo and is coordinating its 
development at European level. 

Within the framework of the project "Sustainable development along the newest 
EuroVelo Route, the Iron Curtain Trail", financed by the ERDF under the South East 
Europe Transnational Cooperation Program, the Bulgarian Alternative Tourism 
Association, as a project partner, developed a study for identification of 
opportunities for a new European route on the territory of Bulgaria, but also 
identifies a number of challenges, related to the development of this type of 
tourism at the present phase in Bulgaria. These include from lack of recognition in 
the national strategic documents for the development of cycling tourism to the 
need to classify bicycle paths at different levels (international, national and local), 
the introduction of bicycle path criteria and the equality of cyclists among other 
road users. There is a lack of integration between cycling routes, lack of unified 
information on existing tourist and intercity routes, poor infrastructure, lack of 
road safety  
(http://www.baatbg.org/veloturizym/43/). 
Cruise tourism 

Cruise tourism is not known as being oriented towards nature, but in this case, it 
might be an opportunity to upgrade the existing developed tourist routes along the 
Danube, targeting foreign tourists as consumers of this type of tourism and 
promoting the natural sites on both sides of the river. 
At present, Vidin, Ruse, Silistra and Tutrakan are stops for cruise tours on the 
Danube River on the Bulgarian side, which offer a visit to nature landmarks - 
Belogradchik Rocks, Magurata Cave and Venetsa. For the Romanian side, supply is 
essential for the Danube Delta (Rasim Lake). 
Unfortunately, the cruise tourism cannot be recognized as a sustainable form of 
tourism. It does not provide for stay of tourists in the area of the tourist 
attractions, does not create jobs in the area, and the revenues from it to local 
authorities are symbolic. 

2.3. Transport accessibility 
All sites are accessible by road, with the exception of the Danube island - Ibisha, 
Vardin, Tsibar, Kozloduy, Belene, Persina, Pojarevo, Ireland Durankulak and the 
Romanian sea islands of Mare and Corbulu. All of them are accessible by water 
transport - boats and ferries. 
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The territory is crossed by the Pan-European Transport Corridor № 7, formed by the 
Danube River as an internal continental link between Western, Central and Eastern 
Europe, connecting Europe and Asia, connecting the Black Sea with the inland 
waterway network of Russia and the countries of the Caspian catchment basin. 
Through this corridor are accessible the following sites from the Bulgarian part of 
the Route: Studenets, Vit River, Karaboaz, Vardim Island and the Yantra River 
estuary, Persina Nature Park and Nikopol Plateau. 
Veliko Turnovo Municipality is crossed by the main railway line in the direction of 
Stara Zagora - Gorna Oryahovitsa, part of the national railway network. It is also 
part of the European Agreement on Main International Railway Lines (AGC), 
including Ruse - G. Oryahovitsa - Stara Zagora - Podkova and is a part of the Pan-
European transport corridor No. 9. This is the only railway track with land access to 
Romania via the Danube Bridge. This corridor is located near the Tarnovo heights 
from the Bulgarian part of the Route in the municipality of Veliko Tarnovo. 
The railway line Samuil-Silistra (diversion from the 9th main line Ruse-Varna) could 
be used for access of the Suha Reka River. . 
Varna airport or the port of Balchik or ferryboat complex Varna might be used for 
accessing the eastern part of the route. . 
 
The Bulgarian sea and river ports of national significance are of sufficient capacity 
to render passenger services. The connections of the public transport ports of 
national importance with the national road and railway network are built and via 
the Danube River the European system of inland waterways can be accessed.  
 
As a whole, however, the condition of much of the transport network infrastructure 
is unsatisfactory, which has a negative impact on maximum speeds limits, travel 
time, comfort and operating costs. Given the active use of the road network by 
Bulgarian and foreign tourists, it is necessary to seek urgent decision on investment 
in transport infrastructure by the authorities in charge. 
For the purpose and development of the tourist route "Protected natural heritage 
within the cross-border region Romania-Bulgaria", with the unifying element - the 
Danube River, the most attractive is the river transport by ferryboat or other 
passenger river transport as an alternative way to the sites. 
The border points that link the two proposed routes on both sides of the border are 
defined to maximize the transport connectivity between the two countries. These 
border points are as follows, from west to east:Calafat (Dolj) -VidinBecket (Dolj) - 
OryahovoTurnu Magurele (Teleorman) - NikopolGiurgiu (Giurgiu) - RousseCalarasi 
(Calarasi) - SilistraVama Veke (Constanta) - Durankulak 
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2.4. Location with regard to tourist flows 
For the purpose of the analysis, it is necessary to highlight the definition of tourism 
used by Eurostat: "Tourism means the activity of visitors taking a trip to a main 
destination outside their usual environment, for less than a year, for any main 
purpose, including business, leisure or other personal purpose, other than to be 
employed by a resident entity in the place visited. ". 
Three types of tourism flows can be distinguished, depending on origin and 
destination of visitors:  
- "domestic tourism" means persons making tourism trips within their country of 
residence. 
- "inbound tourism" means visits to the country by citizens who are not residents 
of that country. 
- "outbound tourism" means journeys by nationals abroad. In the analysis of the 
strategy for marketing and promotion of the cross-border route, outbound tourism 
is not studied as it does not represent a target group. 
The territory of the route “Protected Natural Heritage on the territory of the 
Romania-Bulgaria cross-border region”, located along the Danube - the water 
border between Bulgaria and Romania, is least developed area in terms of 
attractiveness for tourists in both countries. As evidenced by the many protected 
areas, which make a large part of the total area of the cross-border region, the 
territory is rich of habitats and endangered flora species by the EU legislation, 
however this potential is very poorly utilized for region's development by promotion 
of the natural heritage and attraction of  tourist groups who appreciate and protect 
the nature. 
The statistical monitoring, regulated in the EU under Regulation (EU) No 692/2011 
of the European Parliament and of the Council, concerning European statistics on 
tourism covers data on all categorized and operating accommodation places with 
10 or more beds (statistical unit): overnight stays and nights spent by national and 
foreign citizens, beds' number, rooms and bed-nights, income from overnights 
spent by domestic and foreign citizens. This is the conventional way to report and 
monitor the tourist flows. The analysis of the location of the tourist route from the 
point of view of the tourist flows considers the official statistics of the 
international and domestic tourist flows in the two countries, as well as in the 
cross-border region along the Danube. 
To summarize, more than half of all travel trips of residents in EU Member States in 
2015 were abroad. This is the case in Luxembourg, Belgium, Malta and Slovenia (as 
well as in Switzerland). However, in Romania, Spain and Portugal, 10% or less of 
the trips were abroad. These figures appear to be influenced by both the size and 
the geographical situation of the Member States (residents in smaller and north-
eastern countries tend to be more likely to travel abroad). 
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Bulgaria and Romania also recorded a positive trend in tourist flows, measured in 
number of nights spent. 
 
Inbound tourism in both countries has grown over the last 5 years, with a 
significant increase in the number of nights, spent by foreigners in Bulgaria, 
compared to those in Romania. 
 
Figure 1: Number of registered overnights spent per year by foreigners (non-
residents); Source: Eurostat1 
 

  
 

The statistics is different concerning domestic tourism, where Romania dominates 
in number of registered bed / nights. This is indicative on how much more dynamic 
is the domestic travel market in Romania, compared to Bulgaria. 
There is no such statistics on domestic tourism, where Romania categorically 
dominates the number of registered nights. This shows how dynamic the domestic 
travel market in Romania is compared to Bulgaria. 
 
Figure 2: Number of registered bed / nights by year, by residents; Source: Eurostat 
 

                                                             
1 http://appsso.eurostat.ec.europa.eu/nui/submitViewTableAction.do 
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In absolute terms, Romania registers twice as much total overnights for inbound 
and domestic tourism. In both countries, domestic tourism is the predominant 
share of the tourist flows. It should not be overlooked that Romania has almost the 
double territory and population, compared to Bulgaria (238,391 km² for Romania, 
111,000 km² for Bulgaria), and on a general territorial principle registered bed / 
nights in the two countries are comparable. For EU-28 in 2015, around 2.5 billion 
overnight stays have been spent on tourist trips abroad. German and UK nationals 
travel mostly abroad (residents in these two European States have spent over half 
(50.7%) of the total number of overnights abroad), followed by France and the 
Netherlands. Taking into account the size of the country in terms of its population, 
residents in Luxembourg have spent the most nights abroad per capita (an average 
of 23.2 nights in 2015), followed by Cyprus (18.1 nights). The citizens of Romania, 
Bulgaria and Greece travel the least as they (spent an average of one night abroad 
in 2015). 
The territory of the route “Protected Natural Heritage within the cross-border 
region Romania-Bulgaria” is the least visited in both countries. 
The distribution of overnight accommodation in the counties throughout Romania 
shows the lowest share of overnight accommodation in the Danube delta (Rasim 
Lake), and the largest in the so-called Romanian Riviera - the resorts on the 
Romanian Black Sea coast, excluding Constanta itself (only the Constanta County). 
The Romanian Riviera is recognized as the most attractive from a tourist point of 
view in Romania for visits - recreation and excursion. The overnight stays in the 
Bulgarian side of the tourist route represent 14.41% of the total overnights in the 
country for 2015. 
 
The area of the Route covers the Bulgarian districts of Vidin, Montana, Vratsa, 
Pleven, Veliko Tarnovo, Ruse, Silistra and Dobrich, and in the Romanian part the 
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counties of the Mehedintsi, Dolj, Olt, Teleorman, Giurgiu, Calarasi and Constanta 
districts. 
Tourist flows are studied and registered in accommodation places or sites that 
collect entrance fees. Unfortunately, protected areas do not have such a practice, 
with few exceptions (for example, entrance to caves, appointment of a tourist 
guide, boat trip, etc.). Therefore, the location of the Route is analyzed in terms of 
tourist flows, surveyed by number of overnight stays in the area. 
The selection of sites to be included in the route of protected natural heritage is 
done by application of methodology with specific indicators, which the sites meet. 
The analysis of the potential of a surveyed natural site to be included in the eco-
tourism route is comprising three key indicators: site protection and management 
regime, natural value and potential for tourist attraction, and location and 
interconnection with other tourist sites. In this regard, the concentration of sites in 
the eastern part of the Romanian side of the Route (over 50%), where is the Danube 
Delta (Rasim Lake) and the proposal to establish a tourist region in the Danube 
Delta area in the Romania National Tourism Master Plan 2007 - 20262 shows 
unanimity when identifying the area as one of the six tourist areas in Romania. Site 
visit statistics also shows highest interest in this part of the country, rich in 
protected areas and developed tourist infrastructure and services. 
 

Figure 3: Placement of tourist sites on the cross-border county route in 
Romania.

 
 

 

                                                             
2  WTO, Romania National Tourism Master Plan 2007 - 2026 
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Figure 4: Tourist sites' visits by counties in Romania, according to the Preliminary 

study. 

 

 
 
 

In the Bulgarian side of the Route, we have equal distribution of sites along the the 
Danube. The interest and visits of the sites in the seaside and the Pleven and Veliko 
Tarnovo regions naturally prevail due to tourist interests in other types of tourism - 
seaside and cultural-historical. 
 
Figure 5: Location of tourist sites from the cross-border route by districts for 
Bulgaria 
 
 

 
Figure 6: Tourist sites' visits by districts in Bulgaria (Source: NSI) 
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As a whole, the Romanian route is unevenly distributed along the Danube River, 
with an emphasis on the eastern and seashore parts, where there is a greater 
tourist flow, as well as the potential of the stakeholders. For the Bulgarian side, 
the development of the Route is even by distribution of the sites and by the tourist 
flow, with a slim prevalence on the Black Sea side. 

Concept of Tourist Zoning of Bulgaria 

The tourism zoning introduced in the Bulgaria's Tourist Zoning Concept is a 
prerequisite for the development of competitive tourism, the implementation of a 
regional tourism policy tailored to the territorial features and specifics of the 
different parts of the country and the implementation of effective regional 
marketing to make the tourist areas recognizable for potential tourists and to 
successfully promote them both on the domestic and international markets. 

The Danube area is the largest of the proposed areas in the concept in terms of 
territory and number of municipalities and the second largest by population after 
Sofia, and, despite its large size (24% of the territory and 19% of the population of 
Bulgaria) it has weak indicator values in terms of number of registered nights (2.5% 
of the total for the country) and less than BGN 20 million in overnight stays (2.2%). 
Extremely low is the concentration of tourism - bed density (0.3 or 26 times lower 
than the domestic average) and tourist intensity (0.4 or 23 times lower than the 
average for the interior). According to the analysis of the Bulgaria's Tourist Zoning 
Concept, the data do not point to an optimistic option for the existence of the 
Danube Tourist Region. It is not by accident that in Bulgaria's previous tourism 
zoning plans, the region’s potential is omitted. For the first time in a national 
strategic document for the development of tourist regions in Bulgaria, the Danube 
region’s tourist potential is recognisible. . 
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The proposal for a main and broad specialization of tourist zoning for the Danube 
region is: main specialization: cultural and cruise tourism and broad 

specialization: cultural and historical tourism, river cruise tourism, adventure and 
eco-tourism, urban entertainment and shopping tourism, wine and culinary 
tourism, religious and pilgrimage tourism. 

Indeed, this suggestion is indicative and in no way engages the area with the 
specific types of tourism specialization. 

According to the stakeholder survey, the biggest advantage of the cross-border 
area is the Danube River and its rich natural and cultural heritage. The appropriate 
types of tourism, identified by the respondents are eco, pedestrian and organized 
tourism, which are most suitable for the cross-border region. Cycling is also 
considered appropriate, combining sports with environmental concerns and 
exploring the natural environment. 

Romania's Territorial Tourism Zoning Concept 

In the Romania National Tourism Development Master Plan 2007-20263, the Danube 

Delta is  definedas a separate tourist area with specialization in natural and eco 
tourism, a region for river cruises and entertainment. The rest of the river along 
the border with Bulgaria is not defined as a region with high potential, similar to 
the previous Bulgarian zoning strategies. 

There is a different approach of the Bulgarian and Romanian authorities in 
determining the potential and specialization in tourism - for Bulgaria - primarily in 
the area of cultural and historical heritage with a complementary role of natural 
tourism and for Romania - mainly eco-tourism. Here is found place for cooperation 
between the partners for generating a common vision for development of the 
Danube region and subsequent joint actions for development of a common tourist 
product. In this way, the negatives of the low development level when separately 
of the two regions will be overcome and a common platform for development, 
marketing and promotion of its potential will be established. 

2.5. Conditions for tourist visits - tourist infrastructure 
 

The tourist infrastructure on the territory of the cross-border region Bulgaria - 
Romania can be broadly defined in the following categories: 

 Accommodation and boarding places 

 Infrastructure for accessibility 

 Supplementary infrastructure 

                                                             
3  Romania National Tourism Development Master Plan 2007-2026 
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Accommodation and boarding places 

From the perspective of supply in relation to tourist demand, the accommodation 
infrastructure in the area is sufficient , with lower than average use and in 
categories that correspond to the demand.  

In Romania, the Route is proposed with an uneven distribution of the sites, while 
one of the criteria for selecting sites is availability of tourist infrastructure. 
Nevertheless, the high natural value of the protected areas in Dumbraveni - the 
Valley of the River Urluia - the Veredroasa Lake, the Radomir Forest, the Jiu River 
Corridor, the Chuppercheni-Desa River, the estuary of the River Olt at the Danube, 
the Danube at the Gurla Mare - Maglavit and Venzhu Mare has taken the lead in 
selecting sites of the tourist route, despite the low or underdeveloped tourist 
infrastructure for accommodation at the moment. 

In Bulgaria, the sites are located evenly, but in terms of availability of 
accommodation and catering there are sites, located in settlements with no tourist 
superstructure available. Such are Archar - Orsoya, Tsibar marsh - Tsibar island - 
Zlatia, Ostrov marsh - Ostrovska steppe, Studenets, Vit River, Vardim Island, 
Studena river - Hadzhi Dimitrovo fish ponds, Pozharevo - Garvan, Suha Reka, 
Batova River. Indeed, in the immediate vicinity of the settlements there are all 
proper conditions for stay of tourists, which is one of the conditions for the 
selection of these protected areas, and this is one of the aims of the Route - to 
popularize the entire Danube region as an area of particularly rich natural heritage. 

Infrastructure for accessibility 

As a result of the on-site visits to collect additional information, related to the 
current condition of the tourist infrastructure, the following conclusions have been 
drawn, in formulating the strategic tasks for achievement of the marketing 
objectives of the Strategy for marketing and promotion of the tourist Route 
"Protected natural heritage within the cross-border region Romania-Bulgaria", 
described in Annex 6 "Study of the Tourist Infrastructure". 

There is a well-developed road network and access to the specific sites on the 
Route, its quality being good where first class roads are used and worse (to varying 
degrees) for the second and third class roads of the municipal road network in both 
countries. Some of the sites along the Danube River are hardly accessible. The best 
is the access by car to nature parks and natural landmarks, forming the main part 
of the Route - for Bulgaria - Belogradchik Rocks, Karlukovski Karst, Bozhi Most 
Bridge, the Botanical Garden in Balchik, the Kaliakra Complex, and for Romania - 
the Danube Delta (Rasim Lake), Tekirgjol Lake, Aurora Cape, the aquatory of Vama 
Veche, Sutgjol Lake, the sea area around Tuzla Cape. 

The presence of guides and information boards is also scarce, the orientation of 
tourists on their own is very difficult at the tourist points of the Route outside the 
main points. Foreign language information is missing on most sites. The network of 
tourist information centers in Bulgaria is well-developed but is maintained by 
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municipalities and is rarely operational on weekends. In the Romanian side, visitor 
centers are located in the biosphere reserve Delta of the Danube River (Rasim 
Lake) and in the national park "Domogled - the valley of the Chernya river", and 
there are information points in the "Zhelezni Vrata" Nature Park and the "Komana" 
Nature Park. 

Everywhere along the Route there is mobile internet, water and electricity 
available. According to data from municipalities and district administrations, the 
state of the water and sewerage network is in a very poor condition and heavily 
depreciated. 

In the Romanian part it is necessary to plan more precisely the time when visiting 
the Route, in terms of accommodation possibilities and distance from other 
remarkable tourist sites. 

Supplementary infrastructure 

Supplementary infrastructure includes eco-paths (hyking paths), bicycle paths, 
tourist shelters, etc., which contributes to improving the quality of tourist 
attractions. 

A number of marked routes, eco-paths, bicycle paths, visitor centers were found - 
only in the main sites of the Route - the natural parks (plus one natural  park for 
Romania ), the reserves and the natural landmarks. Secondary sites have poorly 
developed or missing complementary infrastructure. 

Parks have budgets, as well as funding under various internationally funded 
programs, with which complementary infrastructure is built. Municipalities also 
contribute to the improvement of complementary infrastructure with financial 
support for programs and projects. It is necessary to build such infrastructure in 
the additional sites of the Route, especially indicative signs and information boards 
for orientation of individual tourists, as well as to create GPS maps of the itinerary. 

The road infrastructure on the territory of the Route is owned by the respective 
state or municipality. Infrastructure is needed not only for the development of 
tourism, but also for the mobility of populations and businesses and for 
development of economy, part of which is tourism. For the needs of the 
development of the cross-border route, the measures for improving the 
infrastructure are mainly related to the construction of complementary 
infrastructure, information boards, more information centers and, above all, 
successful promotion of the Route and the natural potential of the region. After 
registering an increased interest on the part of natural tourism enthusiasts, both 
the business and the state or municipal authorities are expected to respond to the 
needs of the region. 

The promotion of natural wealth and the many protected areas with different 
category, imply the attraction of a niche of tourists, with the preference for eco, 
alternative or rural tourism. The restrictions in the protected areas also affect 
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investments in some types of infrastructure, but the aim of the marketing strategy 
of the tourist route is to create a recognizable Bulgaria - Romania cross - border 
region and make it a preferred place for natural tourism by building an emotional 
connection between the destination and consumers. Тhe Route is linked to eco and 
nature-loving, hyking and cycling tourism, in keeping with existing restrictions in 
protected areas, and as an alternative to the standart, mass tourism as a way of 
implementation and philosophy. 

2.6. Accommodation areas in the area of the Route 
 

Available accommodation in Bulgaria 

The territory of the Bulgarian part of the Route from the cross-border region 
Bulgaria - Romania comprises of municipalities from Vidin, Montana, Vratsa, 
Pleven, Veliko Tarnovo, Ruse, Silistra and Dobrich districts. 

 

On the Bulgarian side of the Route, sufficient capacity is available in terms of 
accommodation, evenly and proportionately distributed in the tourist sites. NSI 
data do not include small hotels and guest houses with up to 10 beds. The total 
number of accommodation places in the country in 2016 is 3 331 with a total of 328 
264 beds. Of these, 977 are in Northern Bulgaria, representing 29.33% of the 
country's total. On the territory of the Route are registered 453 hotels and another 
category of accommodation with 12 026 beds in 2016, according to NSI data. 

In the Bulgarian stretch of the Route, of course, the low category of 
accommodation places is predominant, due to the degree of development of the 
tourist activity in the particular municipalities, the economic cycle and above all - 
the market demand. 

The largest number of accommodation sites is registered in the area of the 
northern Black Sea coast (Dobrich) and Veliko Turnovo, relative to the development 
of tourism in these areas. There is no higher category of accommodation in Vratsa, 
the supply is concentrated in the low category. Vidin also does not offer high-class 
accommodation, while the Dobrich district, which has 4 and 5 star hotels, has the 
highest interest in the low category of accommodation. 

 

Figure 7: Activity of accommodation by statistical zones, statistical regions and 
districts in 2016, Source: NSI4 

 

                                                             
4  http://www.nsi.bg/bg/content/1978/%D0%B3%D0%BE%D0%B4%D0%B8%D1%88%D0%BD%D0%B8-

%D0%B4%D0%B0%D0%BD%D0%BD%D0%B8  
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Available accommodation base in Romania 
The statistical information, aggregated by the Romanian Statistical Institute, is by 
type of sites, corresponding to the Bulgarian category of sites. A gradual increase 
in the number of accommodation places in the country is observed between 2013 
and 2015. A total of 6,821 accommodation places were registered in 2015. 
 

Figure 8: Places to accommodate tourists by types of sites, 2016, 
Source: Romanian Statistical Institute 
 

 
 

Both sides of the Route (the Bulgarian and the Romanian) dispose of sufficient 
tourist infrastructure to accommodate tourists to the current state of development 
of tourism in the cross-border region. The accommodation is not occupied with 
sufficient intensity, which can be explained by lack of sufficient supply of tourist 
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products to attract tourists. Trends in tourist accommodation are associated with 
more overnights and shorter stays. 
In the Bulgarian side of the itinerary, sufficient capacity is available in terms of 
accommodation, evenly and proportionately linked to the tourist sites on the 
Route. 
In the Bulgarian legislation, the category of objects is defined by stars, the more 
stars possess an object, the higher the class and more luxurious it is. In the area of 
the cross-border route, the regions of Vratsa, Vidin, Montana, Pleven, Veliko 
Tarnovo, Ruse and Dobrich, the number of accommodation places was 509 by 2015. 
The capacity utilized on an annual basis (for 2015) is extremely low, only Dobrich 
region is close to 50%. These statistics leads to the conclusion that demand is very 
low and in no way stimulates the creation of new bases. The only component that 
can be developed in boosting tourist flows and demand is to improve the quality of 
services. 
The interview conducted with the stakeholders in the region of the Route - 
administrations of nature parks, municipalities, tourist information centers and 
NGOs, shows the attitude towards a quantitative and qualitative assessment of the 
placements in the region, which is "All find the existing accommodation as 
sufficient for the development degree of tourism in the region ". 
In Romania, 6 821 tourist accommodation places are available, categorized 
according to Romanian legislation in 6 tourist areas. 
The Delta area of the Danube River (Rasim Lake) has the least number of 
accommodation units. Of the available 560 259 beds, the largest number is in the 
hotels - 500 283, followed by agro-tourist boarding houses, bungalows, school 
camps, chalets and other accommodation. 
 
2.7 Visiting the tourist route 
One of the four main objectives of the new European tourism policy considered by 
the European Commission, is the promotion of sustainable and responsible 
development of high-quality tourism. Sustainable Destination Management is 
crucial for the development of tourism, especially through effective spatial 
planning and development control, and through investment solutions for 
infrastructure and services. This requires the involvement of all regional and local 
stakeholders and an effective structure in which partnership and effective 
leadership are facilitated (European Commission, 2007). The Danube River is the 
second longest river in Europe after the Volga, and the only one that crosses it 
from west to east. The similarities between the upper and the lower part of the 
river are justified by its natural potential, while the differences are justified by the 
level of development. Although the potential for cultural and urban tourism exists 
anywhere along the Danube, the number of tourists visiting Vienna or Budapest can 
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not be compared to those in Belgrade, not to mention the part of Romania and 
Bulgaria. 
The touristic function of the Route is considered in the context of available 
resources, which are external factors - in terms of international politics and 
economic development (not considered in the marketing strategy), and internal 
factors - identification of natural and cultural (tangible and intangible) objects, 
physical infrastructure and human resources. 
 
The potential of natural tourism resources selected in the cross-border region is 
assessed on several criteria: capacity (potential, capability) for development - in 
line with the factors and conditions for resource development; Impact / Influence - 
the level of attractiveness / causing interest is assessed; degree of change (as a 
result of tourism) - assessment of the usefulness / value / importance of the tourist 
attraction. 
The selected criteria for assessing the potential for attracting tourists are applied 
for the purposes of the Route marketing strategy, taking into account the position 
(viewpoint) of the particular tourist attraction and the possibilities for practical use 
of the survey results. 
The selected methodology is a tool for analyzing the existing status of the tourist 
function of the Route, the degree of absorption and the ability to form complex 
touristic products, the evaluation of the infrastructure (transport accessibility) and 
the staffing and the marketing of the destinations as factors, attracting the tourist 
flow. Last but not least, the positions of the interested persons (respondents) are 
analyzed to gather enough information to conclude that there is potential for 
attracting tourists to the specific tourist product. 
Bulgaria and Romania have a wide variety of tourism resources. In Bulgaria's 
strategic tourism development documents, the availability of cultural and historical 
tourism resources (around 40,000 - this indicator ranks among the top 10 in Europe) 
and the second most important group of resources for Bulgaria are the natural 
tourism resources. Their density is very high, specifically where there are distinct 
territories with special conservation status within the meaning of the Protected 
Areas Act and / or designated sites of the Natura 2000 ecological network. For 
Romania, the natural potential is identified as the leading factor for tourism 
development in national strategy papers. 
In the area of the cross-border tourist product "Protected natural heritage on the 
territory of the Romania-Bulgaria cross-border region" more than 500 sites with 
protection status according to the national and European nature conservation 
legislation have been identified. It can be said that a large part of the Danube 
River in the cross-border region of the Route has an extremely rich and preserved 
natural heritage, subject to different protection according to national and 
European legislation. 
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The existing tourist infrastructure on the territory of the Bulgarian Danube coast is 
concentrated mainly in several areas with established tourist destinations. This 
peculiarity in the location of shelter and accommodation facilities and in the 
catering and entertainment establishments is determined by the territorial location 
of available tourism resources. 
 
On both sides of the Route, there is tourist infrastructure with enough capacity and 
category, but compared to other regions it is with the lowest percentage, 
concerning both: attendance and employment. An exception is the developed 
resorts near the Route - the northern Black Sea coast of Bulgaria and the Constanta 
region in Romania, where a seasonal tourist flow is concentrated. 
The duration of tourists' stay is predominantly short-term, which is a European and 
global trend. Percentage in both countries is similar, with a small predominance of 
longer-term residence in Romania. This is due to the fact that Romania has a lot of 
emphasis on health and spa tourism, which offers longer-term packages. 
Bulgaria and Romania have a relatively well developed related infrastructure to 
meet the needs of tourist sites. 
The power supply network of the site functions with a continuous process of 
production, transformation, transmission, distribution and consumption of 
electricity. The communication network is well developed, incl. Internet access, 
and covers the territory of almost the entire country. The state of the water supply 
and sewerage network in both countries is of the required quality. Infrastructure is 
obsolete, and a large proportion of the population is not connected to waste-water 
treatment plants. All this reduces the quality of drinking water, creating risks to 
the health of the local population and visitors and leads to major problems for rural 
and natural tourism that is developed in small settlements without sewerage. The 
provision of health services is not of the required quality and coverage in areas 
with a marked tourist function. Sports facilities in these areas are also insufficient 
to meet the needs of tourists. 
The main source of travel information is the Internet. Nearly 64% of the travelers in 
Bulgaria in the last year used the internet at some stage of their trip (82% of those 
who traveled abroad). 
The balance of payments in tourism is different in Bulgaria and Romania. Despite 
the fewer nights spent in Bulgaria, the balance of payments in the tourism sector is 
positive for a period of 5 years until 2015. However, the figures are far below those 
of the EU-28. Not so in Romania - travel costs exceed revenue and represent a 
negative value in the balance of payments according to Eurostat. For Romania, 
tourism is still a losing sector with a need of more cardinal reforms. 
 
Table: Balance of payments, travels revenues - expenditures, 2010-15; Source: 
Eurostat (online data codes: bop_c6_q, bop_eu6_q and nama_10_gdp) 
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 Revenues Expenditures Balance 

(mln. Euro) 

 (mln. Euro) Compared to BNP
2015 (%) 

(mln. Euro) Compared to 
BNP 
2015 (%) 

 

 2010 2015 2015 (%) 2010 2015 2015 (%) 2015 
EU-28 76117,1 115808,3 0,787002248 86502,7 101025,5 0,686542291 14782,8 
Bulgaria 2573,9 2838,3 6,267430691 625,9 1006,4 2,222295828 1831,9 
Romania 859,8 1542,3 0,964156243 1238,1 1854,8 1,159513065 -312,5 

 
Assessment of the usefulness of the tourist attraction in Bulgaria 

According to data from the analysis of the Strategy for Sustainable Development of 
Tourism in Bulgaria, in 2015, Bulgarians spent nearly BGN 660 million on personal 
tourist travels in the country. For a total of 3,493,092 personal trips for the same 
period, this means approximately BGN 189 per trip. 
Above 98% of the travelers are fully or rather satisfied with their last vacation in 
Bulgaria - a situation similar to that of those traveling abroad. However, the share 
of the fully satisfied among the travelers abroad is higher (81% compared to 68% for 
the country's travelers), which is an indication of a better tourist experience - an 
element that Bulgaria should emphasize. 
The opportunity for complete rest and tranquility is paramount in the formation of 
satisfaction. Good weather is also contributing to good evaluation. 
 
Foreign visitors to Bulgaria 

In 2015, 60.1% of the visits of foreigners to Bulgaria were for recreation and 
holidays, 16.7% for business and 7.5% for visits. Factors influencing the choice of a 
vacation destination are manifold and of a different nature. Among the most 
important are prices, accommodation and service conditions, climate, nature and 
cleanliness or at least the idea of them, security, the opportunity of sightseeing. 
Nearly half of the foreign tourists assumed that they were influenced by advertising 
in making decision for a holiday in Bulgaria. 
In 2015-2016, the duration of the summer holidays of the foreigners in the summer 
resorts was about 6-7 nights, and for the country as a whole - between 5 and 6. 
During the remaining seasons, the duration of the stay was 2 - 3 nights, except for 
January, when it increases to 4-5. Foreign tourists are proactive - combining 
experiences and taking the most out of every holiday (the proportion of combined 
two or more types of tourism varies from 45-48% in autumn and spring, 55- 58% in 
summer, to 66% in winter). During active seasons there is a combination of "mass - 
specialized tourism" and in inactive - shows that online channels are the main 
source of information when planning both holiday and business trips (Google Survey 
(2014)). The most common combination (which is the combination with the 
greatest potential) is between cultural and other types of tourism. Foreigners use 
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more and more diverse sources of information for making travel decisions. In 
summer, the proportion of "inquired" to two or more sources is about 1/3, and in 
the rest of the seasons - it reaches over 50%. In 2014, foreigners spent BGN 6 
625.64 million on tourist trips in the country. With a total of 7,310,845 visits for 
the same period, this means an average of about BGN 906 per visit. Among the 
foreign visitors there is a very high degree of satisfaction with the stay in the 
country. Total satisfaction varies within narrow limits in individual seasons - 
between 88% and 95%. The factors that lead to the highest satisfaction vary in 
seasons, but can generally be summed up to the natural features (including good 
beaches), relations with the local population, accommodation, local cuisine, 
cultural and historical landmarks, and in winter the ski slopes.  
According to foreign tourists, Bulgaria is also an attractive destination for 
practicing alternative forms of tourism - cultural, spa / balneo, eco and rural 
tourism. Factors that generate dissatisfaction with foreign tourists are sustainable 
over time and do not depend on the holiday season. Dissatisfaction focuses mainly 
on infrastructure and roads, accessibility for people with disabilities, mobility 
difficulties and dirt. On the 10 main generating markets, Bulgaria has "a single-
layer" and "pale" image. The country is perceived as a bargain destination that is 
relatively easy to access but lacks distinctive features. 
 
Assessment of the usefulness of the tourist attraction in Romania 

The national households survey in Romania demonstrated however that the amount 
of bed-nights spent by Romanian nationals within Romania is far higher than the 
registered accommodation as presented by the Romanian National Institute of 
Statistics in their official yearbook. The difference between these figures is 
reported for Romanian nationals, residing in unregistered guest houses and similar 
premises, but also by a significant number of Romanian nationals who stay in the 
houses of friends and acquaintances or in their own holiday homes - a type of 
categories that are also out of registration. The same is valid for Bulgaria, as the 
statistics does not cover accommodations with up to 10 beds, in spite that in less 
developed regions, running such type of accommodation is a routine. 
According to the National Tourism Master Plan of Romania, the tourist spending in 
the registered places of accommodation is the highest spending per day for 
international business trips - 350 euro, followed by international holidays - 230 
euro per day and international non-registered tourists - 85 euro. For domestic trips 
of Romanian nationals, the average cost per day is 55 euro. Unregistered 
accommodation facilities on Romanian domestic voyages have an average cost of 
between 25-40 euro / day5. 

                                                             
5  Romania National Tourism Development Master Plan 2007-2026 
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Most authorities in the tourism sector, whether national, regional or local, lack a 
clear idea of the basic principles of customer satisfaction, marketing approach, 
visitors' behavior, and the objectives of the tourism business. From a study under 
the auspices of the United Nations Development Program (UNDP), targeting 
Romanian nationals, the satisfaction of the Romanian nationals was between "low" 
and "average" for tourism as a whole. The best results were registered in terms of 
accommodation, restaurants and attractions / museums, while the lowest 
estimates were related to information services, local transport and shopping. 
Foreign visitors to Romania 

More than 70% of foreign travelers visit the capital Bucharest and the district on 
business, while almost 60% of the overnights stick on this indicator. Mountain and 
sea resorts were the next prerequisite for staying in Romania, but far below 
business trips - 7.9% to 6.2%. The lowest number of nights, spent by foreigners in 
the Danube delta area (Rasim Lake) is 1.6% or 1.3% of the total6. 
In 2011, on the Danube River Day - 29 June, ministers and representatives of 
delegations from Romania, Bulgaria, Serbia and Croatia during the Danube Floating 
Conference of the Blue Week, presented the first steps in realizing the vision of 
how the Middle and Lower Danube could be developed: a region with diverse 

tourist attractions, places of accommodation for all categories, developed 

infrastructure, a wide network of cycling paths and developed water sports, a 

region that everyone would like to visit and discover their unspoiled nature, 

sightseeing of cultural and historical character (DCC, 2011). 

The presence of political and institutional commitment indicates that cooperation 
is crucial for future development. High competition between the various Danube 
countries may have some immediate advantages, but in the long run, without a 
common strategy, the region will not be able to compete with other similar 
regions, such as the Baltic Sea states. The development of tourism in the Danube 
region depends however on a number of development-related prerequisites: 
• new infrastructure as well as harmonization of available infrastructure; 
• improvement of the environmental conditions in the Danube area; 
• development of a modern education and training system in the field of tourism 
along the Danube River; 
• Development of territorial cooperation mainly between EU countries - the Middle 
and Lower Danube. 
All these major problems, agreed upon by all participants in the development 
agreement of the Danube Region, are also identified in the general strategy for 
development and improvement of the tourist product, elaborated within the 
framework of the project "Development and promotion of a common natural 

                                                             
6  Romania National Tourism Development Master Plan 2007-2026 



ИНВЕСТИРАМЕ ВЪВ ВАШЕТО БЪДЕЩЕ!

ЕВРОПЕЙСКИ С ЮЗЪ

ЕВРОПЕЙСКИ ФОНД ЗА РЕГИОНАЛНО РАЗВИТИЕ

 

  

 

 

 
 

www.interregrobg.eu 
 

The content set out in the present document does not necessarily reflect the official opinion of the European Union. 

35 

heritage product: Route "Protected natural heritage within the cross-border region 
Romania-Bulgaria". 
The Strategy for Marketing and Promotion of the Cross-Border Product - Route 
"Protected natural heritage within the cross-border region Romania-Bulgaria" is 
included in the identified priority areas and measures for the implementation of 
the strategic vision for the development of tourism and, in particular, of the 
natural tourism in the cross-border region Romania-Bulgaria of all strategic 
documents, related to the Danube Region. When defining the forecast for 
attracting different target groups of tourists, the experience of implemented 
European projects has been used. 
The concept of tourism has been interpreted in the strategy in a broad sense. It is a 
complex of recreational activities, leisure and spa, cultural enrichment, pleasure 
of physical exercise in a beautiful natural environment. 
The target groups of the strategy are all institutions, organizations and individuals, 
which have a role in promoting tourism in the area. 
There is a synergy between the two strategies on the ground of lessons learned and 
a common approach to the proposed solutions, which are united around the 
common understanding that: 

1. tourism plays an extremely important role for maintaining the protected 
areas; 

2. it is necessary to increase the capacity and competitiveness of tourism in 
Bulgaria and Romania as a whole; 

3. it is necessary to maintain and develop the tourism industry, including 
general and specialized infrastructure; 

4. it is necessary to increase the quality of the services, offered in the tourism 
industry; 

5. it is essential to regularly raise the capacity of both local population and 
tourists as well as of the next generation. 

6. the statistical information provided shows that enough tourist 
accommodation infrastructure is available in the Danube cross-border area, 
but it is with insufficient capacity. Marketing activities will contribute to 
increasing the interest and stay of tourists in the area. 

 
The activities in the strategy for marketing and promotion of the cross-border 
route will contribute to the launch of joint measures for development and 
integration of different types of tourism within the region, in terms of 
understanding the environment.  
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The development of tourism infrastructure in protected areas and the development 
of natural tourist attractions, as well as the marketing of tourist regions and the 

formation of regional tourist products are a common goal for both strategies - 
support for the establishment of tourist areas in the country, conducting market 
research, development of brand strategies for the regions of the country, 
marketing strategies for positioning and implementation of promotional activities, 
formation of regional products, initiation of specific regional events, strengthening 
and development of networks of regional and local tourist information centers. 
Turning the region into a recognizable natural tourism destination is a basic 
benchmark for both strategies. 
As a result of the comparisons with other publicly financed projects, it is concluded 
that the implementation of communication measures in the implementation of the 
marketing strategy will inform and attract the target groups of tourists common to 
both routes and strategies, emphasizing the competitive advantages of the product 
- the Route and build on already implemented projects and good practices. 
 

2.8. Market positions and market potential of the tourist route 
2.8.1. Methodology used to study the market potential of the tourist route. 
The methodology used in market potential research entails analyzing information 
on domestic and foreign markets and the common characteristics: market size; 
preferred types of tourism; economic aspects; travel structure, and more. Formal 
sources of information (documents of the Ministry of Tourism, NSI, data, obtained 
from municipalities, etc.) were used in the preparation of the analysis, as well as 
the results of a survey, conducted among tour operators and tourist information 
centers.  
Information on available resources, trends in tourism development, the profile of 
the tourist and his / her preferences and a survey of tourist operators and 
stakeholders in the area of the Route were also analyzed. 
 

Analysis of the comparative competitive advantages of the tourist route. 

When selecting competitive route advantages, using a comparison model - 
"Donausteig" (Bavaria - Austria), a number of evaluation criteria and questions were 
used. The aim is to benchmark these differences, which can be used as an 
advantage in offering such a product type - a tourist route. 
 
Significance of the product: Combination of many high-profile sites of 
international nature protection and importance, as well as diverse objects in a 
relatively small area, lead to a positive assessment of the significance of the 
product. 
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Product specificity: Linking UNESCO World Heritage Sites, two Biosphere Reserves 
[Danube Delta (Rasim Lake) and Srebarna] and eight Ramsar sites - extremely 
important for tourists of a specific trade niche. 
 
Product superiority compared to similar routes: The water state border between 
Bulgaria and Romania - the Danube River is within the least developed region in 
terms of tourism, compared to the rest of the river. This circumstance can be used 
as a competitive advantage over other tourist products in the valley of the Danube, 
which are already developed and known to those who appreciate nature. The 
unknown part of the river, the rich biodiversity, incl. the delta of the Danube River 
(Rasim Lake), which is in Europe and easily accessible, has an advantageous 
potential in route selection. 
 
Product protection: The existence of unique ecosystems with unique habitats is 
also important for the development of this type of tourist product. One of the goals 
of the marketing strategy is to propose a task for formulating a single cross-border 
route brand. This will happen in a constructive dialogue with the national 
authorities responsible for tourism development policy and all stakeholders. 
 
Unique product: "Protected natural heritage within the cross-border region 
Romania-Bulgaria" offers unique sites of protected natural heritage along the 
Danube River - natural sites protected by UNESCO, biospheric reserves, national 
and nature parks and diverse flora and fauna from the European Natura 2000 
network. 
 
On the other hand, the visit of the natural protected areas along the Route gives 
the opportunity to acquaint with different cultural and historical landmarks, 
traditional events and customs of hosts with a different way of life and culture, 
with a key geographic location - near to Europe, Asia and the Middle East. 
 
Efficiency: High product performance will be achieved in terms of its pricing 
strategy. Lower production costs, lower end-user prices than those in Western and 
Central European countries due to the lower living standards in Bulgaria and 
Romania. Low rates of accommodation and sufficient base for accommodation in 
territories around the Route. Price is one of the factors for tourists when choosing 
a trip. 
 
The strategy for marketing and promotion of the tourist product "Protected natural 
heritage within the cross-border region Romania-Bulgaria" uses the differentiating 
approach in choosing the competitive advantages of the product, emphasizing its 
uniqueness, specificity, significance and superiority. 
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2.8.2. Results from a survey on the market potential of the tourist route. 
 
Analysis of the market potential of the tourist route 

The market potential of the area has been researched in terms of its available 
resources, trends in tourism demand and behavior, and the profile of the tourist to 
which the marketing strategy of the product - the tourist route - will be directed. 
 
Natural resources: The cross-border route is made up of many natural landmarks 
of different character and offers unique sites of the protected natural heritage 
along the Danube. Natural resources for Romania are the most attractive resource 
for tourism development, and Bulgaria's second most important after cultural and 
historical heritage. 
 
Tourist accommodation facilities: In terms of supply, estimates indicate that in 
Romania in 2015 more than 6,900 accommodation places in different categories 
were in use, and in Bulgaria - 3,200. Both sides of the Route (Bulgarian and 
Romanian) have sufficient tourist structure for accommodating tourists to the 
current state of development of tourism in the cross-border region. The 
accommodation is not occupied with sufficient intensity, which can be explained by 
lack of sufficient supply of tourist products to attract tourists. Trends in tourist 
accommodation are associated with more overnights and shorter stays. 
Trends: Over the past few years, there has been a general trend of increasing the 
number of overnight stays, spent in tourist accommodation establishments and 
reducing the length of stay. Following the notified decline as a result of the 
financial and economic crisis in 2008 and 2009, the number of overnight stays 
increased by 4.7% in 2010, and this positive trend continued with growth of 3.3% in 
2011, 4.4% in 2012, 2.2% in 2013, and 1.5% in 2014. In 2015, the number of 
overnight stays in EU-28 tourist accommodation reached a peak of 2.8 billion 
nights, an increase of 3.8% compared to 2014. 
In 2015 there is a positive trend towards the participation of the population of 
different countries in tourist trips. Bulgaria and Romania rank last in this rating - 
less than 30% of the population is taking part in tourist trips. 
 
Tourist visits 

For Romania, the number of overnight stays in tourist areas is steadily increasing, 
although the Danube delta (Rasim Lake), as a separate autonomous region, is the 
least developed in the whole country, unless County Constanta is counted. The 
largest share of tourist trips in Romania is in domestic tourism, accounting for 
nearly 73% of the total of tourists. Only for the last year 2016/2017 the growth of 
domestic tourism is 6% year-on-year, the foreign being 15%. According to data of 
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the National Statistical Institute for the last year in Romania, the growth of tourism 
has reached over 6%, compared to August 2016, with the registered nights counting 
1693.9 thousand. Regarding the distribution of the tourist visits by districts within 
the Route "Protected natural heritage within the cross-border region Romania-
Bulgaria", Constanta County is an absolute favorite, followed by Mehedintsi County. 
The overnights of Bulgarian nationals are more evenly distributed by districts, with 
the largest share being the Black Sea regions (in total) and the Rila-Pirin region. 
Attractive for foreign markets are the areas offering mass sea and ski tourism as 
well as Sofia as the capital and destination for business and urban tourism. Other 
areas specializing in alternative tourism types are more popular on the domestic 
market. The Danube area along with the Rose Valley has the lowest share in these 
statistics. 
In six of the tourist regions in Bulgaria, the dominant market segment is the 
Bulgarian one. Foreign tourists traditionally prevail in both the Black Sea region 
and Sofia. In these regions, the ratio of Bulgarians to foreigners is 1:2 in favor of 
foreigners. The situation, however, in the areas of the tourist route is different. 
There, the nights spent by foreigners are considerably less than those of the 
Bulgarians, with the exception of the Dobrich region, where are the coastal 
municipalities with large tourists' flows, e.g. the Albena Resort Complex. Overnight 
stays on the Bulgarian side of the tourist route represent 14.41% of the total nights 
spent in the country for 2015. 
 
Profile of the tourist 

The characteristics of the tourists made in the National Strategy for Sustainable 
Development of Tourism in the Republic of Bulgaria, 2014-2030 (updated version 
2017, pp. 45-48) regarding the Bulgarian and foreign tourists provides the following 
pattern: 
 
The typical Bulgarian tourist is a resident the capital city or the Southwest 
planning region, a highly or medium active person, looking for a lower price of the 
service, for the choice of destination important are the personal safety and 
security, nature preserved in the destination and the opportunities for relaxation, 
cultural, mountain and generally health tourism (balneological, wellness and spa). 
The choice of type of tourism depends on the age and the degree of activity of the 
traveler. The number of people, associated with nature and the ecological lifestyle 
increases, with requirements for the appropriate use of natural resources and the 
practice of sustainable tourism. This person is obtaining information about travels 
from the Internet. The average cost of one trip is BGN 189. The average travel 
duration is 1-3 days. 
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Profile of the Bulgarian tourist, determined through the surveys: The person is 
interested in the Danube River as the biggest advantage of the cross-border region 
in terms of tourist attractiveness along with the existence of protected areas 
(Natura 2000) and rich cultural and historical heritage. S/he is fond of less famous 
destinations and is willing to pay for tourist services, however within the average 
daily pay for the country (about BGN 20), although there is no reliable estimate of 
the tourist services in the area. Existing transport accessibility, natural landmarks, 
cultural and historical heritage and accessible tourist infrastructure on sites are 
evaluated as good. They prefer individual forms of tourism, organized group 
tourism with a guide and individual tourism with a guide. 
 
The foreign tourist is visiting mainly the country for recreation. The most 
important factors for selecting a destination are accommodation and service 
conditions, climate, nature and clean environment or at least the idea of it, 
security, sightseeing. They are influenced by ads when choosing a destination. The 
stay of foreigners is between 5 and 6 nights in summer and 4-5 during other 
seasons. Foreign tourists are active - they combine experiences and make the most 
of every holiday. They spend an average of about BGN 906 per visit. 
The main findings about the tourist profile in Romania, made by the Romanian 
National Tourism Master Plan 2007-2026 can be summarized as follows: young 
persons, aged between 20 and 29 and middle aged tourists (30-39), informed by 
friends, tourist ads and the Internet, active individuals, who spend between 25 - 85 
euro per day. 
 
Trends in the development of tourism in Europe and worldwide show stable activity 
of European travel abroad, especially by residents of Ireland, the Netherlands, 
Denmark, Finland, the United Kingdom, Germany, Austria, Belgium and Estonia. 
These are also countries with higher living standards. From the Balkan countries - 
Croatia, further - the Czech Republic, Slovakia, Latvia and Poland are more active 
in tourist trips. These are also the potential external tourism markets for the Route 
that is the subject of this marketing strategy. 
 
The characteristics of the tourists made in the National Strategy for Sustainable 
Development of Tourism in the Republic of Bulgaria, 2014-2030 (updated version 
2017, pp. 45-48) regarding the Bulgarian and foreign tourists provides the following 
description: 

1. The traditional target market for Bulgarian tourism are the Bulgarians 
themselves. 

2. Among the traditional foreign markets for Bulgaria are Poland, Hungary, 
Germany, Russia and the Balkan countries. 



ИНВЕСТИРАМЕ ВЪВ ВАШЕТО БЪДЕЩЕ!

ЕВРОПЕЙСКИ С ЮЗЪ

ЕВРОПЕЙСКИ ФОНД ЗА РЕГИОНАЛНО РАЗВИТИЕ

 

  

 

 

 
 

www.interregrobg.eu 
 

The content set out in the present document does not necessarily reflect the official opinion of the European Union. 

41 

3. In 2015, Bulgaria attracted most visitors from Romania, Greece and 
Germany. 

 
Target Markets 

When selecting target markets for the "Protected natural heritage within the cross-
border region Romania-Bulgaria", to which the marketing objectives will be 
directed, tourists with the following profile should be a priority: 
- Western Europe - tourists with high purchasing power, high travel intensity 
abroad and a higher budget than the average tourist for the country (e.g. UK, 
Germany and Sweden). 
- Eastern Europe - the former Comecon countries record historical proximity and a 
memory of the Bulgarian tourist market despite their lower purchasing power. 
These countries have a mutual interest in their tourist markets, have similarities in 
cultures, languages and religions. 
- Segmented market for specific forms of tourism - environmentalist, biking, 
speleological, educational and scientific, combining natural with cultural and 
emotional experiences - geared towards nature lovers, people responsible and 
curious about nature, adventure and discovery to get to know the least popular 
part of Danube River and not pretentious to high quality tourism services. 
- National market - attracting nature lovers who are: active people with all sizes of 
income, with interest in educational tours, cyclists, water sports, bird watching, 
rural landscape and lower-class accommodation. 

 
 

2.9. SWOT Analysis 
 

Strengths 
1. New and unidentified as a tourist destination area; 
2. A great variety of protected natural sites and natural tourist attractions; 
3. Various cultural and historical complementary elements; 
4. Presence of good practices in the development of tourist routes along the Danube; 
5. Potential for decentralized management of the common cross-border route in 
partnership with all stakeholders; 
6. Availability of tourist infrastructure; 
7. The existence of a well-developed road network and cross-border relations between 
Bulgaria and Romania; 
8. Existence of an already established (eco) tourism market with potential for a 
second visit by tourists; 
9. Popular sites with high nature value are included, which are the main part of the 
Route; 
10. Availability of an European strategy for the development of the Danube region - a 
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clear will for success; 
11. Competitive prices of tourist products in Bulgaria and Romania. 

 

Weaknesses 
1. No homogeneity of the destination; 
2. Lack of a distinct image of the Danube cross-border region; 
3. Restrictions on the development of tourism in protected areas; 
4. Lasting imbalance between superstructure and tourism infrastructure; 
5. Poor quality of tourism infrastructure (low categories of accommodation, 
accessibility, water and sewerage, healthcare); 
6. Pollution in some parts of the Danube (local, industrial); 
7. Still underdeveloped sustainability of cross-border cooperation (solely on a project 
basis); 
8. Insignificant promotion of the region; 
9. Low competitiveness of tourist offers; 
10. Mono-structural development of tourism - high seasonality; 
11. Demographic, economic and social problems in the cross-border area; 
12. There is no specific committed institution, responsible for the development of the 
cross-border area as an eco destination; 
13. Local people lack knowledge of protected areas; 
14. There is no summary of implemented projects and developed tourist products 
along the Danube - routes, strategies, surveys, etc. 

 

Opportunities 
1. Opportunity to develop "green tourism"; 
2. Expansion of cross-border cooperation programs; 
3. Demand for "new" products and attractions by tourists; 
4. Opportunity to benefit from the vast experience of Western Danube countries; 
5. EU financial assistance to address infrastructure issues; 
6. Media interest; 
7. Active national and regional marketing, advertising and promotion of tourism; 
8. Establishment of a recognizable brand on the cross-border tourist route; 
9. Combining natural with cultural and historical tourism; 
10. Improving consciousness of tourists towards nature;  
11. Development of ecosystem services in the territory of the Route; 
12. Increasing the intensity of low-cost airlines - an easy and economical way to reach 
the Route. 

 

Risks 
1. Potential conflicts between different entities, representing stakeholders on the 
Route. 
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2. Political or economic uncertainty; 
3. Potential threats to protected areas in the development of tourism; 
4. Consequences of climate change (floods, etc. in the tourist area). 

 

3. Strategy for the promotion of the tourist Route 

3.1. Stakeholders 
 
Identification of stakeholders 

For the effective implementation of the Strategy, stakeholder involvement and 
interaction between them is of utmost importance. Stakeholders are those whose 
interests should be reflected in the development of a joint nature-tourism product: 
Route "Protected natural heritage within the cross-border region Romania-
Bulgaria". In drawing up this Strategy, it is accepted that stakeholders are 

organizations, institutions, entities or individuals whose interests might be 

affected (in either positive or negative sense) by the Strategy, or those that 

may interact and influence on the results and consequences of the 

implementation of the Strategy. 

By building on the data and stakeholder analysis in the Preliminary study, this 
strategy is being developed with the clear understanding that it is key to 
identifying those people, groups and organizations with significant interests in the 
sustainable use of the protected natural heritage for the objectives of tourism. At 
the very outset, the condition is set that the understanding of the potential role 
and contribution of the different actors is a basic prerequisite for the vitality of the 
new tourist product. A prerequisite for success is the consultation of stakeholders 
in 4 round tables (2 on the territory of the Republic of Bulgaria and 2 on the 
territory of the Republic of Romania).  
Higher transparency was thus achieved as one of the important principles of sound 
management of the process of document design. By guaranteeing the opportunity 
for stakeholders to express their views on the development and marketing of an 
integrated eco-tourism route in the Romania-Bulgaria cross-border region, the 
decision-making process was better grounded, more accurate and better 
accountable. Interested parties were surveyed and interviewed at different phases 
of the project, taking into account their views on the important items of 
development of the Strategy. 
The Standards for Public Consultation of the Council of Ministers (2009) have been 
applied in identifying stakeholders. A list has been drawn up, which includes the 
various institutions, organizations, groups and individuals, who have relevance and 
/ or influence on the main policies and / or on which the implementation of these 
policies may have an impact. 
The identification of stakeholders in this analysis includes: 



ИНВЕСТИРАМЕ ВЪВ ВАШЕТО БЪДЕЩЕ!

ЕВРОПЕЙСКИ С ЮЗЪ

ЕВРОПЕЙСКИ ФОНД ЗА РЕГИОНАЛНО РАЗВИТИЕ

 

  

 

 

 
 

www.interregrobg.eu 
 

The content set out in the present document does not necessarily reflect the official opinion of the European Union. 

44 

 identifying the parties that will be affected directly or indirectly, positively 
or negatively by the implementation of the Strategy; 

 the degree of impact of each of these parties on the process of developing, 
implementing and evaluating the Strategy. 

 
For the purposes of analysis, a standard form is used to identify stakeholders by 
assessing and arranging the following elements: 

 Who are the potential beneficiaries? 
 What are the disadvantages? 
 Who have the capacity to support the planned activities? 
 Which stakeholders can affect negatively the work? 

 
The main principles for identifying stakeholders at the preliminary study phase 
were: inclusion, relevance and equality. During the round tables held within the 
framework of the project "Development and promotion of the joint nature-tourist 
product: Route "Protected natural heritage within the cross-border region Romania-
Bulgaria" the following stakeholders were identified: 

 Ministry of Tourism; 
 Ministry of Environment and Water; 
 Water Executive Agency; 
 Mayors of municipalities from the cross-border region - 7 counties 

from Romania (Mehedintsi, Dolj, Olt, Teleorman, Giurgiu, Calarasi, 
Constanta) and 8 regions from Bulgaria (Vidin, Montana, Vratsa, 
Pleven, Veliko Tarnovo, Rousse, Silistra, Dobrich); 

 Nature Park Directorates; 
 Regional Inspectorates for Environment and Waters; 
 Basin Directorates; 
 District governors; 
 NGOs; 
 Tourist associations; 
 Tour operators and travel agencies; 
 Hotel and restaurant owners; 
 Local business - animations, guidance 
 Information centers; 
 Tourist clubs; 
 Current and tourists to be. 

 
 

Figure 1. Identified stakeholders  
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The highest representation had the local administrations (municipalities) - 52%, 
followed by the non-governmental sector (NGOs) - 26% and the ecological 
administration / protected areas - 13%. Relatively low was the participation of the 
tourism industry - 5%. 

Following what the participants shared at the round tables, being simultaneously 
stakeholders, it is becoming clear that about 70% of tourists are exercising amateur 
tourism. This high score gives reason to believe that the sites / routes are assessed 
from the point of view of personal perception and experience as well as knowledge 
of individual components of the natural environment. The conclusion is that the 
marketing strategy should respond to this demand and offer new forms of 
organized tourism that will attract more tourists. 

About 41% of round table participants are professionally involved in tourism. 
Starting from the specific profile of eco-tourism, including trips to relatively 
undisturbed natural areas with a specific purpose for exploring, pleasure and 
enjoying nature, as well as its significant differences from the so called "Mass 
tourism", it can be concluded that there is a high rate of objectivity of the results 
of the surveys conducted in the framework of the preliminary study. Opinions and 
comments expressed therein have had a strong influence on the definition of the 
criteria, selected sites and route options. They are also of key importance to 
define marketing and communication approaches in this Strategy. 

The analysis of interests is executed through the Pressure Analysis (PRES) method. 
The analysis includes only those groups that have real and mobilized resources that 
could be used in the process of developing and implementing the Strategy, and in 
accordance with the interests of the groups. 

The analysis focuses on two key elements: 

(a) their interest in the implementation of the Strategy, and 

(b) the quantity and types of resources that they can mobilize to influence results. 

Group Interests of the group Resources Resources mobilization 
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to the issue potential 

Central 
Government  

Responsible for 
national regional and 
local development 
policies 

Setting up the 
financial framework 

Using the national 
budget; Using European 
resources 

Regional  
Government 

Responsible for the 
strategic directions at 
regional and district 
level 

Responsible for 
national priorities at 
the regional level. 
They can attract 
European funds for 
particular projects. 

From the national 
budget; Using European 
resources 

Local Government Responsible for local 
development 

They have funds 
from the municipal 
budget. They can 
attract European 
funds for particular 
projects. 

Using a municipal 
budget; Using European 
and other resources. 

Business Interested in spending 
cuts and incentive 
programs. 

Interested in 
increasing 
employment and 
incomes. 

Do not spend 
enough funds on 
development 

Depending on the 
presence of branch 
organizations 

NGO  Interested in the 
availability of 
development projects. 

Knowledge and 
presence of public 
networks. 

Low - they do not 
dispose of means 

Nature Parks Interested in pursuing 
a policy of sustainable 
management and 
preservation of 
biodiversity. 

Insufficient They do not dispose of 
means, but they have 
expertise. 

 
In the context of the development of the Marketing and Promotion Strategy within 
the framework of the project "Development and promotion of a common natural 
heritage product: Route "Protected natural heritage within the cross-border region 
Romania-Bulgaria", the Stakeholders are: 

• those whose interests are affected by municipal/ local normative and / or 
strategic documents and the policies pursued for the development of natural 
tourism in the cross-border region Romania-Bulgaria; 

• those who have the necessary information, resources and competencies to carry 
out impact assessment, policy formulation and implementation; 
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• those who control the relevant enforcement instruments. 

The analysis of interests is done by applying the "bottom-up" principle, i.e. the 
needs of the stakeholders and the specific circumstances in the cross-border 
region. Conditions will be created to identify potential partners for tourism 
development. Thus, the interconnections will be examined and the impact on 
horizontal issues - sustainable development, equal opportunities and non-
discrimination, environmental protection and impact, innovation and policy 
making; will be assessed. 

The correct assessment of the relevance, significance and degree of influence of 
the stakeholders is essential for their involvement in the consultation, preparation 
and subsequent implementation of the Strategy for Marketing and Promotion of the 
cross-border route. Matching the interests of the various stakeholders with the 
interests, set out in the Strategy is a key point for the future success of the 
document. 

The following key pressure and impact indicators have been taken under 
consideration in the analysis: 

• Power and status - political, social and economic; 

• Control over strategic resources; 

• Informal influence; 

• Degree of organization; 

• Authority relationships with other stakeholders; 

• Significance for the outcome and success of the Strategy. 

As a result of stakeholder analysis according to the methodology for selecting key 
stakeholders (Annex 5.1), the following specific legal and natural persons have 
been defined: 

 
GROUP STAKEHOLDERS 

Central Government 

 

Bulgaria 
Ministry of Regional Development and Public Works 
Ministry of Tourism 
Ministry of Environment and Waters 
Romania 
National Tourism Authority (NTO) under the Ministry of 

Economy 
Regional Government Bulgaria 

Regional Development Councils 
Regional Coordination Councils 
District governors 
Romania 
Regional Development Agencies 
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Local Government Bulgaria 
Municipal administrations 
Municipal councils 
Romania 
District administrations 
City administrations 

Business Tourist operators 
Travel agents 
Hoteliers 
Restaurants 
Local business - guidance, animation 

NGOs Unions in public benefit 
Associations in public benefit 
Local action groups 
Branch associations of business 
Employer organizations 
Tourist companies 
Tourist Associations 

Nature parks Nature Park Directorates 
Owners of protected sites and territories 
Basin Directorates 

  
3.2. Leverage for consultation and interaction with stakeholders 

 

The success of the Strategy for Marketing and Promotion of the framework of the 
project "Development and promotion of a joint nature-tourist product: Route 
"Protected natural heritage within the cross-border region Romania-Bulgaria" 
depends on the joint efforts of the public (management), the environmental and 
non-governmental sectors (NGOs). 

Establishing working relationships and processes that involve completely the 
stakeholders in the process should lead to a mutually beneficial, long-term formal 
(institutionalized) partnership between the public sector, businesses, scientific and 
educational institutions and NGOs. These operational relationships may range from 
a process of relatively informal co-operation through task forces to the 
establishment of a regional coordination unit or an institutionalized public-private 
partnership. 

3.2. Vision for the development of the Route "Protected natural heritage within the 
cross-border region Romania-Bulgaria" 
 

After reflecting the specific features of the cross-border region, three variants of 
the vision were proposed, from which a final version was selected, tested and 
approved. In order to define the vision for the development of the route, variants 
of visions were reviewed in up-to-date strategic documents at European, national, 
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regional and cross-border level. As a result of the review, three versions of a vision 
were suggested to the Contracting Authority, which were tailored to the product 
specificity as well as its competitive advantages. The vision is a brief description of 
the development of tourism, in particular - the natural tourism in the cross-border 
region Romania-Bulgaria. 

The vision is an important part of the Strategy. It reflects the ultimate desired 
result in the long-term perspective, the achievement of which is the subject of the 
Strategy, developed within the scope of this procurement. According to the 
"Strategic Planning Methodology in the Republic of Bulgaria", the vision should be: 
inspiring - clear and challenging; focused - giving purpose and direction; oriented 
towards the future - takes into account what is good of the past; guiding - provides 
guidance without limiting the options and addressed to overcome the issues of 
public importance, highlighted in the analysis of the sector; sustainable - gives the 
long-term perspective". 

 

Vision for development of the tourist Route: the development of the tourist route 
"Protected natural heritage within the cross-border region Romania-Bulgaria" aims 
at generating recognition of the cross-border region Romania - Bulgaria and making 
it a preferred place for natural tourism by building up an emotional link between 
the destination and the users. Enforcing the Route as a product will unite efforts 
and attract the support of the stakeholders to maximize the social-economic 
effects for the local population. The development of the Route as a tourist product 
must be based on respect for the environment, biodiversity conservation and the 
sustainable use of natural resources in protected areas. 

The main type of tourism - eco and nature-loving, hiking and cycling, in keeping 
with the existing restrictions of the protected areas; 

Complementary type of tourism - sustainable tourism with a responsive attitude 
towards natural resources. 

This vision is based on the understanding that natural tourism is the most logical 
option for cross-border development. Its promotion will make it an economic 
driving force for preserving natural capital. The vision allows for development of 
diverse and mutually complementary financial mechanisms, including direct 
support for direct nature conservation measures, compensation for lost benefits in 
regulating uses and payments for ecosystem services on a market principle. The 
vision ensures that visits to the protected areas will be carried out in a responsive 
manner, creating an opportunity for economic activity of the local population. 
Following this vision, we can also develop a complementary type of tourism and 
adding value to the natural sites by including sites of cultural and historical 
significance. At the same time, regional development and the creation of 
sustainable employment will be stimulated. 
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As a justification for defining the above-introduced vision, there can be added the 
results of standardized interviews and questionnaires, conducted in the process of 
design of the Strategy, according to which eco, hiking and organized tourism is 
considered the most suitable for the cross-border region. Respondents also indicate 
cycling as appropriate because it combines sport with environmental concerns and 
exploration of nature. 

The present vision is corresponding to the vision, defined on the "Danube River Day" 
- June 29, 2011,  when cabinet ministers and delegations from Romania, Bulgaria, 
Serbia and Croatia presented at the "Danube Floating Conference", during the "Blue 
Week", the first steps for application of the vision of how the Middle and Lower 
Danube could be developed: a region with a variety of tourist attractions, 
accommodation of all categories, developed infrastructure, a wide network of 
cycle paths and developed water sports, a region that everyone would like to visit 
and discover unspoilt nature and cultural and historical landmarks (DCC, 2011). 

Obviously, cooperation is the key to future development. Competition between the 
Danube countries may produce immediate advantages, but in the long run without 
a common strategy, the region would not be able to compete with other similar 
regions, e.g. the Baltic Sea. However, the development of tourism in the Danube 
region depends on a number of factors: 

 Building new and harmonizing existing infrastructure; 
 Improvement of the environment around the Danube; 
 Developing a modern educational and training system in the field of tourism 

along the Danube River; 
 Development of territorial cooperation mainly between the EU countries - 

the Middle and the Lower Danube. 

3.3. Marketing objectives 
The current marketing goals detail the vision of the Strategy. Long-term, mid-term 
and short-term goals have been formulated. Long-term are related to strategy, 
allocation and redistribution of resources; short-term concern mostly tactics, while 
medium-term focus will be on resource efficiency. 

Long-term goals 

 To increase the knowledge of the cross-border region Bulgaria - Romania 
and, in particular, the tourist route "Protected natural heritage within 
the cross-border region Romania-Bulgaria"; 

 To develop and enforce a regional brand for the Danube region as a 
preferred place for practicing natural tourism in a region rich in 
protected areas; 

 To improve the quality of existing services and develop new services by 
training tourist guides, animators and tourist staff; 
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 Integrate protected areas and establish their functional link to tourist 
areas that allow for use for tourism and other sustainable activities; 

 To attract enough tourists to help revitalize the local economy while 
keeping the balance that saves the protected status of the territories. 

 

Medium-term goals 

 Encourage eco-tourism as economic power for preservation of the natural 
treasure. Integrate approaches to governance and nature conservation; 

 Making it attractive and efficient for local populations and stakeholders 
to be included in the development of the Route as a whole and its sites 
that are close to their location, in particular; 

 Encouraging the search for a variety of financial mechanisms that 
promote nature conservation measures; 

 Introduction of a Quality Certificate that identifies the area and ensures 
a minimum service quality while communicating the regional brand. 

 

Short-term goals 

 To position the product on the market and to formulate the main 
messages to the target groups; 

 Establishing vital partnerships with travel agencies to attract tourists 
from other areas of Bulgaria and Romania, as well as from other 
countries. 
 

In formulating these objectives, the Strategy takes into consideration both the 
chosen vision for the development of the Route "Protected natural heritage within 
the cross-border region Romania-Bulgaria" and the concept defined in 1991 by the 
International Ecotourism Society - "visiting of defined nature areas in a responsive 
way while supporting the environment and the well-being of the local population, 
and based on interpretation and education ". 

The choice of objectives is carried out in accordance with existing strategic 
documents, both at European and national level, and on the basis of existing 
strategic documents at the regional level, namely at the level of the cross-border 
region Romania - Bulgaria. 

The formulation of marketing objectives is based on an analysis of good practices 
from countries in Western and Central Europe. This analysis has shown some 
common trends in the management of protected natural heritage and, in 
particular, the development of sustainable tourism. The cross-border aspect is 
embedded in the management of many natural complexes in Europe. The proven 
good practices from the Morava River, Sava River and the Baltic States show that 
despite the different legislation in the bordering countries, the cross-border 
initiative leads to the successful implementation of joint activities of various 
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organizations (governmental and non-governmental) and, ultimately, to effective 
governance and preservation of biodiversity and sustainable development of the 
area. The summary information on good practices from the preliminary study was 
also taken into consideration. 

The marketing objectives are based on an in-depth knowledge of the status and 
trends in the internal and external environment. They are tailored to the market 
positioning of the integrated tourism product, its competitive advantages, financial 
resources, governance, profitability and social responsibility. When determining 
the marketing goals, a synergistic effect is sought with all active, newly offered 
and other tools for development of natural tourism in the cross-border region 
Romania - Bulgaria. 

The marketing objectives adhere to the basic principles of eco-tourism 
development, with the idea that their implementation should bring maximum 
social and economic benefits to local communities and minimize negative 
environmental impact. 

3.4. Marketing mix - strategies 
The marketing mix is a framework that aims to encompass the particular tourist 
product as a whole, rather than at the level of specific sites, forming the tourist 
route. The enhanced model of the 7-Ps marketing mix applied in tourism was used 
to produce it: 1. Product; 2. Price 3. Location; 4. Advertising; 5. People (staff); 6. 
Processes; 7. Physical environment. This mix analyzes everything the travel route 
offers and is the basis for creating a marketing and promotional strategy. 

The marketing mix is a powerful tool for managing certain elements of planning the 
tourist system. 

Marketing-mix tools are used differently at the different phases of the product life 
cycle. Each phase imposes a different mix (combination) of the elements to 
influence or maintain a certain rhythm of utilization of the particular product.  

Marketing-mix tools are used to influence consumers (tourists), in particular to 
motivate them to buy or consume specific travel products (programs, packages) at 
attractive prices (with different types of bonuses and discounts) through various 
forms of distribution (sale). Including by direct or indirect intermediaries based on 
a balanced communication (promotional and advertising) policy. 

1. Product - within the framework of the Strategy, different tourist products can 
be created, based on both the main route and the secondary routes. The products 
should take into account the accommodation options in the respective settlements. 
It is clear from the preliminary study that there are currently not enough well-
developed complex products but there is a potential for developing natural 
organized and individual tourism. The region has the potential for niche tourism, 
related to ornithology, flora and fauna research. Not to mention the opportunities 
for cycling, as well as eco-tourism, combined with a visit to cultural and historical 
monuments. 
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2. Price - the approach to the prices of the tourism products offered must be 
differentiated according to the target group at which the product is aimed. 

3. Location - The location of the tourist route has particular potential, because it 
is located in a cross-border region of unique nature. However, when designing the 
products, account must be taken of the accessibility, the location of each site and 
the available infrastructure. 

4. Advertising - It is necessary to develop a comprehensive communication 
platform - a common cross-border site to demonstrate its complete potential. The 
purpose of the advertising strategy is to raise awareness of the cross-border region 
Romania - Bulgaria both in domestic and foreign markets. It is advisable to increase 
participation in tourist fairs and exhibitions. 

5. People (staff) - the proper use of human potential is of utmost importance in 
the development of a new tourist product. In the case of the development and 
promotion of the protected natural heritage route on the territory of the Romania-
Bulgaria cross-border region, it is important to have good interaction between local 
population and tourists. The involvement of human resources in addition to the 
local population can lead to the development of new, complementary services, 
such as the development of local traditional crafts. Increasing the general and 
specific training of all persons in the region involved or planning to engage in 
tourism and customer services will naturally lead to an increase in the number of 
jobs for the local population. 

6. Processes - driving the process of implementing the marketing strategy to 
promote the tourist route will lead to results that are related to the overall 
development of the region. Standardizing communication, attracting tour operators 
and increasing tourist flow across the border region will result in increased 
investment and infrastructure improvements. 

7. Physical environment - In the cross-border region, the physical environment 
needs significant improvements, ranging from the establishment of working 
information centers, through the placement and repair of signs and signal plates, 
and the possibility of transport access to some of the sites. Sites that are difficult 
to access but are attractive and would cause tourist interest should not be 
overlooked. 

Product visualization guidelines 

 To possess a distinct identity; 
 Bold authenticity; 
 Memorable, recognizable and different from others; 
 Worth for specific market segments; 
 Causing positive emotions to potential users. 

 

Brand development guidelines 
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The successful brand is a recognizable product, a service, location, positioned and 
presented in such a way that by acquiring it, the consumer receives an additional 
value that meets his/her needs better than his competitors. A strong brand and its 
wider dissemination and recognition among customers would contribute to reaching 
more consumers of travel services. The brand is creating a clear identity, an 
attractive, authentic look. It is a promise, a request for something of value, 
memorable, recognizable, distinct from others. 

Requirements for applying a common brand 

 The brand should be present in every act of marketing activities; 
 The brand must be accessible to those who work and develop business in 

the cross-border region. 
 

3.5. Production Strategy 
The aim of the product strategy is to define the joint nature-tourism product: the 
route “Protected natural heritage within the cross-border region Romania-Bulgaria” 
as a sustainable product to be offered to the tourism market. Natural tourism has 
high potential for development and this is a prerequisite for establishing itself in 
the tourist market not only in Romania and Bulgaria, but also internationally. 

While developing the product strategy, the specific activities, related to creating a 
good image of the product, linked with maintaining high quality of the services 
offered; the conservation of natural wealth and the maintenance of the adjacent 
tourist infrastructure, are outlined. 

Despite its undeniable natural and cultural assets, interest in the cross-border 
region is much weaker than expected. The efforts of the communication strategy of 
the tourist route in general should be directed towards increasing the marketing 
and sale of tourist packages and setting a clear focus. In the short term, at least in 
the first three years, it would be justified, efforts and spending of means to be 
focused on traditional markets and markets in the immediate neighborhood of 
Bulgaria and Romania, which have so far generated the bulk of overnight stays in 
the region. Significant investments in events, related to attracting visitors from 
neighboring markets will be needed and this should be coupled with special hotel 
offers, specifically in connection with formal national and local holidays or 
attractive events. Also, tourism should not be retained only in the big cities of the 
region but should also encourage the development of smaller settlements. 

The product strategy is based on the idea of creating added value from exposure of 
natural assets and their practical transformation into objects with tourism value 
that leads to the creation of specific products and services. It is also possible to 
link the integrated tourist route to natural tourism with existing and well-
established tourist routes within the cross-border region. Recognizable tourist 
destinations, as well as familiar tourist sites, enable additional product positioning 
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of the Route. Linking to so-called "sub-objects" that are close to the chosen tourist 
route option will raise the product's market penetration potential. 

The product strategy provides for the development of the following types of 
tourism: 

 Natural tourism; 
 Natural - research tourism - bird watching, fauna and flora research; 
 Bicycling; 
 Hiking; 
 Sports tourism. 

 

Types of tourism are consistent with the categories of protected areas that in 
Bulgaria are: 

 Reserve; 
 National Park; 
 Natural landmark; 
 Maintained reserve; 
 Nature Park; 
 Protected area; 

 

and in Romania are: 

 National parks; 
 Biosphere reserves; 
 Nature reserves; 
 Wetlands of international importance (RAMSAR); 
 Natural Sites of the World Natural Heritage (UNESCO); 
 Special nature conservation areas; 
 Ornithologically-important places; 
 Sites of Community significance and geological parks. 

 

A pragmatic approach has been applied in the preliminary study and initial round 
tables, where the main route links priority ecotourism sites with first-class and 
second-class road links because the most important prerequisite for visiting tourists 
is that the sites are easily accessible. It follows the logic that natural objects have 
to be in synchrony with the general presentation of the region's tourist potential. 

The presence of natural phenomena as objects on the Route is a guarantee of its 
attractiveness and will draw the interest of tourists. This makes it possible to 
combine tourist products, which means offering a variety of combined packages. 
Tourist packages must be of different duration so as to meet the requirements of 
individual (non-organized) tourists and those using the services of travel agencies 
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and other organizers. This is also related to the possibility for tour operators and 
package tour operators to organize and coordinate their activities with the 
transport of tourists. 

The duration of tourist packages may be: 

 Day trips, 
 Multi-day, 
 Short or long weekends. 

 
Further, the products are divided into non-organized or organized tourist trips, 
related to different types of tourism, based on one-week charter flights organized 
for one location or for roundabout tours. 

In summary, the product strategy is based on the development of eco-tourism, 
which means "visiting natural areas in a responsive way, while supporting the 

environment and the well-being of the local population, based on interpretation 

and education." This is the definition of the International Ecotourism Society 
(TIES), a program, which mission is to define standards, tools, guidance and 
technical assistance for eco-tourism development (TIES, 2016). In addition, TIES 
offers a set of basic principles that are relevant to the concept of: 

 Minimizing physical, social, behavioral and psychological impact; 
 Develop awareness and respect for the environment and local cultures; 
 Providing a positive experience for both visitors and hosts; 
 Generating financial benefits for both the local population and the 

private industry; 
 Provide memorable experiences to visitors who can raise the 

understanding of the host country's specificities in terms of politics, 
environment and social aspects; 

 Planning, construction and operation of means with low environmental 
impact; 

 Recognizing the rights and spiritual beliefs of locals in their own 
communities and cooperating with them in order to create partnership 
opportunities for empowerment; 

 Introduction of diverse and complementary financial mechanisms, 
including direct support for immediate nature conservation measures, 
compensation for lost benefits in regulating uses and payments for 
ecosystem services on a market-based ground. 

The cross-border aspect is embedded in the management of many natural 
complexes in Europe. The proven good practices from the Morava River, the Sava 
River and the Baltic States show that despite the different legislation in the 
bordering countries, the cross-border initiative leads to the successful 
implementation of joint activities of various organizations (governmental and non-
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governmental) and, ultimately, to effective governance and biodiversity 
conservation and sustainable development of the region. 

By defining the tourist profile and the competitive advantages of the product, the 
strategy for marketing and promoting the tourist route directs stakeholders to 
consumers and explores their interests. Tour operators and agents, as well as 
tourist clubs, are those closest to the users of tourist routes from all interested 
parties. Their business activity is mainly aimed at generating profits from the sale 
of tourist services. In Bulgaria and Romania, the development of tourism by species 
(specialization) is not monitored by official statistics, but rather by regions, and 
there are conclusions about the types of tourism developed (e.g. marine, spa, 
hunting). The lack of such regular information does not allow the planning of 
specific actions, for example, to attract new groups of tourists targeting 
potentially competitive products. Over time, such surveys (e.g. eco-tourism) have 
been carried out as a result of specific projects, but these studies relate to a 
specific period of time and cannot provide a reliable picture of the current 
situation in the regions. The market orientation of the product-route is currently 
clear, given the description of the types of tourism, the competitive advantages of 
the product, the good practices and the trends in the development of tourism in 
the world. But until a specific product offer is launched by the tour operators / 
agents / clubs and other stakeholders, there is no data to compare the market 
orientation of the product to a market-specific eco-tourism survey. This activity 
will be done by the product-managing organization after launching the marketing 
of tourism products and implementing part of the marketing activities. 

Suggested indicators for market research and analysis: 

 consumer research and analysis, their satisfaction, current and future needs 
and necessities, roles in the purchase decision, sought benefits of visiting 
the Route or parts of it; 

 research and analysis of travel agents, their satisfaction, objectives, 
compatibility of the strategy, type of services they offer as a provider, 
cooperation in marketing and logistics activities; 

 research and analysis of the competitors, identifying strengths and 
weaknesses of competitors, studying their marketing decisions, examining 
competitors' positioning strategies; 

 research and analysis of the environment and European and world trends in 
the development of natural tourism. 

Regarding the route's life cycle, due to the seasonal character of natural tourism, 
as well as compliance with specific restrictions in protected areas, it is expressly 
defined as a re-cycle curve. 

The product life cycle is a concept that examines the development of the product 
from its onset until it is withdrawn. Like every product, the tourist route will be 
presented in order to quickly and permanently position it on the markets as an 
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innovative and competitive route since its introduction. As a result of the 
promotional and communication activities of the marketing strategy, it will seek to 
reach the so-called stage of maturity in which to achieve optimal consumption. It 
should be noted that eco-tourism in protected areas has a limit of saturation 
which, if exceeded as a result of advertising activities, is likely to harm the 
environment and consequently to rapidly reach a drop in consumption. Proper 
tracking of these stages will be one of the tasks of future route management and 
monitoring. 

The differentiation strategy chosen to determine the competitive advantage of the 
product determines the market segment to which the product will be directed and 
chooses the focus of the strategy as the most appropriate direction to a narrow 
target group that provides relatively low product prices but maintains good quality 
for durable availability on the markets. 

The diversification strategy is considered the most active innovation strategy. 
Innovative work focuses on new strategic fields of activity, both technologically 
and as product solutions. The term full diversification is appropriate here. Unlike 
the strategy of intensive or widespread entry, the strategy of selective (diversified) 
market penetration is a strategy of selective marketing, which is ensured by 
maintaining affordable prices and limited price incentives. 

The product variation on the particular route will be to offer a combination of 
different types of tourism, a cross-border combination of tourist routes, containing 
sites of varying natural value and attractiveness, resulting in a change in the 
inherent properties of market-based products. The rich variety of sites and their 
specifics makes it possible to offer tailored packages, which are tailored to the 
demand and specificity of the tourists, representing product variation. 

The lowest degree of product variation is achieved through the strategy of 
diversifying marketing techniques outside the product mix, i.e. the same products 
are offered for individual market segments with a specific development of the 
marketing mix. Segmentation is essentially done. This is the example of offering 
bird-watching, cycling, hiking or sightseeing tours (e.g. caves, nature parks, etc.). 

The highest degree of product variation is the differentiation strategy. Different 
product variants from one group are offered for product differentiation on the 
market. Generally, differentiation creates product variants that originate from 
already absorbed products and the product mix develops in depth. This will be one 
of the roles of stakeholders, especially tourist operators, agents and clubs. They 
will be able to offer different variants of natural tourism, providing different types 
of unforgettable experiences for the tourist. 

3.6. Price strategy 
The pricing strategy is indicative, defining the general framework to be offered to 
stakeholders who will actually carry out tourism, such as tour operators, tourist 
clubs, hotel owners. The pricing strategy is also related to the factors of the 
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external and internal environment. The external environment is conditioned by the 
competitive factors, the interest of the potential tourists, the service and the 
quality of the accommodation. Internal factors are the willingness of the local 
population to provide a qualitative and competitive service, to provide labor for 
the basic and additional tourist services. 

When selecting the price advantages of a product, it is necessary to develop a cost 
management strategy for the output of a product or service in order to achieve a 
positive sales balance. In terms of the market segment, targeted by the product, 
focus is on focusing on a narrow target group that provides relatively low prices for 
the product, but maintains good market retention. The question remains how 
narrow the target market is and how sustainable it may be in time. 

The overall strategy is geared towards a group of tourists - nature lovers to offer 
the following pricing strategy: acceptable quality at affordable prices. It is in line 
with the competitive advantages of the tourist route and the trends in demand and 
supply of tourist services. 

The strategy offers options for the possible types of tourism, identified in the 
analysis process, which are a wide range of natural tourism types, comparing 
cycling, nature - research tourism - bird watching, fauna and flora research, hiking 
and sports tourism. 

Tourism is the industry where most of the interviewees in the previous stages of 
the project see many untapped opportunities for developing the potential of the 
cross-border region. However, there is a strong differentiation and precise 
segmentation of products and their prices. The idea of a pricing strategy is to be 
realistic, not to repel potential tourists and to encourage locals to develop 
entrepreneurial activities. Here are the tourist services that could be the sources 
of income for the local population: 

 Tour operator services - organizing logistics and guidance, etc.; 
 Accommodation in hotels, hostels and guest houses; 
 Transport services; 
 Animation and cultural-entertainment service to ensure a pleasant stay; 
 Guidance and touring services; 
 Sale of locally produced food and beverages; 
 Sale of souvenirs; 
 The ability to offer different types of tourism allows a wide variety of 

product / service combinations and attract different target groups; 
 Offering common routes on one type of objects, located on both sides of the 

Danube River. 
 

Groups of tourists for which to develop different price offers: 

 Domestic to the region (Romanians and Bulgarians) and foreign (residents of 
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other countries); 
 From different age groups - students, active and older; 
 Family (with and without children) and individual tourists; 
 Interested in different types of tourist services; 
 Low or no income (young and retired) and wealthy; 
 Niche tourists, who are interested in specific aspects of natural tourism - 

bird watching, flora and fauna research; 
 Cyclists. 

 
Price - Quality Strategy 

  Price 

  High Middle Low 

Pr
od
uc
t 
qu
ali
ty 

 

High 

Strategy of superiority Strategy of high value Strategy of super value 

Long stay, individual tourists, 
tourists and groups, using guides. 
High profile tourists are the proper 
group. 

 

Niche tourists, interested in 
particular aspects of nature 
tourism - bird watching, 
exploring flora and fauna. 
Average stay 3-5 days 

 

Short term travels, weekend 
packages. Appropriate for 
families with children. 

 

Middle 

Strategy of appreciation Strategy of average value Strategy of fair value 

Tourist products with added value, 
e.g. visits to cultural and historical 
sites and accommodation in Spa 
and wellness hotels 

 

Tourist products, intended for 
Bulgarian and Romanian tourists. 
Appropriate for families with 
children. 

 

Tourist products with 
educational direction, 
appropriate for school groups. 

 

Low 

Strategy of fraud Strategy of fake saving Strategy of saving 

---------------------- 

Appropriate for cyclists and 
tourists, directed to sports 
tourism 

 

Appropriate for students and 
retired. 

 

 

When referring to the Strategy for promotion and the use of parts of it in 
forthcoming pricing, it is important to clarify the tourists' activities, the qualities 
and roles of tourists in the local economy and the development in the medium and 
long term of the settlement. This is the only way to launch initiatives with a real 
impact on the community. Potential for development in this direction lies in 
cooperation between local authorities, nature conservation authorities and 
accommodation owners. 
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3.7. Advertising strategy 
The advertising strategy is of paramount importance for the tourist Route 
"Protected natural heritage within the cross-border region Romania-Bulgaria" to be 
recognizable for a maximum number of tourists.  

This is why national markets in Bulgaria and Romania, as well as international 
markets are to be targeted. In the advertising strategy, different channels and 
tools are proposed to advertise the Route, which in turn will also disseminate 
information for particular sites and settlements, part of it.  

The advertising strategy framework defines the possible channels for interacting 
with potential target groups. Channel assignment will result from identified needs, 
according to the popularity and public positioning of the particular sites, forming 
the tourist Route. When defining the protected natural heritage route, the 
preliminary study first determined its core axis, which links the sites - part of the 
protected natural heritage and with the highest potential for the development of 
natural tourism. 

The principal messages of the advertising campaign are in line with the EU 2020 
Strategy on Biological Diversity "Our life insurance, our natural capital". This is also 
to define the differences in the advertising of a regular tourist product. The EU's 
biodiversity strategy for 2020 "Our life insurance, our natural capital" aims to 
reverse the process of biodiversity loss and ecosystem destruction in the EU by 
2020. To achieve its core objective, the Strategy defines six priority objectives, as 
follows: 

 Objective 1: Conservation and restoration of nature; 
 Objective 2: Maintain and improve ecosystems and their services; 
 Objective 3: Ensure sustainable development in agriculture and 

forestry; 
 Objective 4: Ensure sustainable use of fish resources; 
 Objective 5: Fighting invasive alien species; 
 Objective 6: Measures against the global biodiversity crisis. 

 

This information will be taken into account in the follow-up to promote and 
advance the development of tourism services. 

The basis of the advertising campaign will be the creation of a brand of the region 
through a unified concept and communication platform. The brand is not only a 
logo and a visual identity, but also a meaningful loadable recognizable mark that 
can be used as added value in any subsequent marketing activity of the individual 
elements of the tourist Route. The brand of the tourist Route "Protected natural 
heritage within the cross-border region Romania-Bulgaria" will support mainly the 
development of local tourism and will support the local entrepreneurial initiative.  

Introducing regional opportunities in all its diversity through a comprehensive 
approach and under one brand is more beneficial for optimizing advertisement 
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costs. The single brand might have the effect of a linking element in promotional 
activities of every tourist site, municipality, nature park or separately. 

The first step in launching an advertising campaign is to develop and provide 
information on the Internet page, which to be the main platform of the project and 
to be promoted separately. The page will contain the following categories of 
information that are available for each site in the survey area in a format and 
timeliness that allows benchmarking for the purposes of the study: 

 Name of the site: name of the protected area and / or the Natura 2000 
protected area; 

 Nature conservation status: a description of the conservation status, 
including spatial overlapping of the sites; 

 Subject matter: administrative area; more than one may be indicated, if the 
site is spread territorially in more areas; 

 Responsible institution: in cases where a specialized administration is 
established for the management of the site, it is indicated; in other cases - 
the Regional Inspectorate of the Environment and Waters (RIEW), in the 
territorial scope of which the site falls; 

 Nature Conservation impact: provide brief and aggregated information on 
the most important features of the subject of conservation and designation 
of the relevant Protected Site or Protected Area; 

 Protected Species: indicated as a general figure or broken down by 
systematic categories if the information is available from official sources; 

 Accessibility: a short description of transport access; 

 Access restrictions: restrictions on access to the site or parts of it are 
described; 

 Accommodation and food options: to be specified within a radius of 10 km; 

 Hiking opportunities: Indicate based on published information; 

 Other attractions: additional attractions are listed. 

Appropriate advertising tools and channels for promotion of the tourist route 
"Protected natural heritage within the cross-border region Romania-Bulgaria": 

 Developing a brand (logo, message) to identify successful promotional forms 
or types of promotional media; 

 Special event for media and stakeholders to disclose the route creation; 

 Tourist geographic information platform; 
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 Calendar of events of municipalities, nature parks and other interested 
parties to serve as a basis for specialized offers from the tourist business; 

 PR, information and promotional materials and publications in regional, 
national and European media; 

 Participation in tourist fairs and exhibitions; 

 Direct marketing via phone calls with potential groups of interested tourists; 

 Direct marketing - e-mail - with a customized message and the ability to 
subscribe to a regular newsletter; 

 Specialized magazines - articles and advertising pages with the ability to 
precisely address target audiences; 

 Brochure and flayer advertising; 

 Outdoor advertising of locations, where serious traffic passes - a first-class 
road network; 

 Radio advertising in local media; 

 Banner advertising on specialized tourist sites and portals; 

 Develop a YouTube channel with educational video materials; 

 Create and develop profiles in social networks and blogs that successfully 
combine with other digital channels and communication activities; 

 Information campaigns on social networks; video and photo sharing, the 
ability to share content on the part of the visitors 

 Articles, interviews, comments and analyzes, third party comments, product 
information. 

Market characteristics are those that set the demand and supply and 
synchronization (integration) of the appropriate communication channels. There 
are many types and means of communication (communication channels). The scope 
of their possible use for commercial communication purposes is extremely broad 
and follows the target group or groups and the product's specificity to indicate 
which of all media to use, how much time and of which intensity. According to the 
specifics of each one, the appropriate form of the message is prepared. Depending 
on the way in which the message is presented, the media can be categorized 
primarily as: printed, electronic, interpersonal or informal. Also important is the 
availability of specialized / branch magazines, newsletters, catalogs and 
brochures. 
Advertisement messages must be emotionally and visually intriguing, while 
providing enough information to attract potential tourists. 
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Positioning is aiming at creating an image of the object in the perceptions of the 
target groups, which is associated with certain positive features that are inherent 
in it. They may not be distinctive and unique but can be communicated and 
reconfirmed in the minds of consumers as such. From the analysis of the potential 
of the cross-border region and the in-depth study, it has been found that there are 
three aspects that are intriguing, and which could be the basis for its positioning: 
unique nature; the unpopularity of the region; the cross-border character that adds 
value to the route, while making it very accessible. 

Suggested argumentation elements when designing advertisement messages: 

 Inclusion of sections of the Danube as a major attraction and existing 
specific ecosystems (rivers, riparian swamps and spills, island ecosystems) 
and biodiversity; 

 Mandatory inclusion of nature and national parks, such as large protected 
areas of complex value, availability of specialized administration for 
management, and already large investments in tourist exposure and 
promotion of natural heritage; 

 Inclusion of various sites from protected natural areas, protected areas that 
represent the natural diversity of the cross-border area. This includes the 
presentation of different types of ecosystems - mountain, forest, wetland, 
freshwater, marine ecosystems, etc.; 

 Complement between the sites of natural and cultural tourism; 

 Elements of transport access: road network, border checkpoints, Danube 
bridges and ferry connections; 

 The integrated tourist route is of a general strategic nature for the 
development of the cross-border area and will contribute to the creation of 
a sustainable product; 

 Raising the interest of the local population and its activity in terms of supply 
and use of the route will ensure its sustainability; 

 Consider ways to manage natural sites by the non-governmental sector; this 
is also the place for "green" environmental organizations that can develop 
eco-tourism; 

 the Route to be presented at international forums, tourist fairs, identifying 
with popular international routes on such topics; 

 Strengthen the use of inland waterway transport while organizing visits by 
tourists; 

 To set up thematic micro-routes: bird watching, cave tourism, Danube 
waterway, etc., to enrich the tourist supply. 
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After the development of the Internet page and the adoption of the advertising 
strategy, invitations should be made to local administrations, tourist information 
centers and travel agencies to develop their tourist products in accordance with 
the defined routes. 

An indicative advertising budget, which, on a broader scale, falls within the 

indicative financial framework of the Strategy 

 
Period of time 2018-2030  

Activity Total in euro 

Developing a brand (logo, message) to identify successful promotional forms 

or types of promotional media and brand management 200 000 
Special event for media and stakeholders to disclose the route creation 2 000 
Tourist geographic information online platform 100 000 
Events calendar of municipalities, nature parks and other interested parties 

to be used as a basis for specialized offers from the tourist business 10 000 
PR, information and promotional materials and publications in regional, 

national and European media 20 000 
Participation in tourist fairs and exhibitions 10 000 
Direct marketing via phone calls with potential groups of interested tourists 5 000 
Direct marketing - e-mail - with personalized message and subscription 

opportunity for a regular online newsletter 2 000 
Specialized magazines - articles and advertising pages with the ability to 

precisely address the target audiences 2 000 
Advertising via brochures and flayers 10 000 
Outdoor advertising of locations where serious traffic passes - a first-class 

road network 5 000 
Radio advertising in local media 9 000 
Banner advertising on specialized tourist sites and portals 30 000 
Develop a YouTube Channel with training video materials 10 000 
Create and develop profiles in social networks and blogs that successfully 

combine with other digital channels and communication activities 20 000 
Information campaigns on social networks; Video and photo sharing, the 

ability to share content on the part of the visitors 20 000 
Articles, interviews, comments and analyzes, third party comments, 

product information 10 000 

 
The budget provides for advertising and activities related to the advertising 
strategy by 2030. Expenses for brand development include preliminary research 
and research of domestic and foreign tourists to choose the most recognizable 
brand logo. Also included are the costs of promoting the brand with all 
communication channels, special occasions and international events. 

The Tourist Geographic Information Online Platform (TGIOP) is an online based 
software that aims to promote, systematize and catalog tourist services on the 
territory of the Route "Protected natural heritage within the cross-border region 
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Romania-Bulgaria". The platform is a Content Management System that allows local 
industry representatives autonomously to add, edit, develop, and promote their 
tourist sites completely free of whatever type they are. The objectives of the 
software are to provide free access to highly specialized functionality that allow 
the management of processes in the tourism sphere, such as the development of 
web pages of hotels, guest houses, restaurants, museums, galleries and others, 
which are usually extremely expensive and represent an investment difficulty for 
the owners and managers of such types of objects. At the same time, they are of 
the utmost importance, because the information channels at the moment, as well 
as reaching the end user, are made exclusively in the online environment. 

3.8. Communication strategy 
The communication strategy includes communication approaches with key 
messages, means of communication, information, engagement and interaction with 
the target groups. Determining the effective communication channels of the right 
messages is the result of the analyzes carried out in the exploratory part of the 
previous activities. 
A special relationship with the tour operators and travel agents is foreseen, 
because they are an important channel as they still have the greatest impact on 
the tourist market. 
The communication strategy of the Route "Protected natural heritage within the 
cross-border region Romania-Bulgaria" aims to identify the channels for distribution 
of the tourist product and to ensure its recognition at national, cross-border and 
international level. In marketing practice, the sale of each product passes through 
its communication to target clients, provoking their active participation. This is the 
prerequisite for the engagement, which is key to trigger further market action. 
A basic communication approach is the formulation of a message that is simple 
and meaningful. Messages can be arranged by both -  sound or text (visual). The 
current communication strategy provides for both approaches. 
It is the market characteristics that ask for the supply and synchronization of the 
appropriate communication channels. There are many types and means of 
communication (communication channels). The scope of their possible use for 
commercial communication purposes is extremely broad and follows the target 
group or groups as well as the product's specificity to indicate which of the media 
to use, how much time and intensity to apply. According to the specifics of each 
one, the appropriate form of the message is prepared. Depending on the way in 
which the message is presented, the media can be categorized primarily as: 
printed, electronic, interpersonal or informal. Also important are specialized / 
branch magazines, newsletters, catalogs and brochures. 
The first and most important objective of the communication effort is to create 
consumer awareness of the existence of the Romania-Bulgaria cross-border region 
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as a unique tourist offer with unique characteristics and opportunities. This 
awareness should be directed both to potential users and to the so-called "internal 
audience", representing stakeholders. The main feature of products, associated 
with certain geographic territories is their uniqueness as natural resources, cultural 
features and human capital. In the case of the cross-border project, there is a 
breakdown of the notion of "geographic" region in its meaning of a territory, locked 
in one's national borders. The sum of the two geographical areas makes the project 
supranational, entirely in the spirit of European values and policies, but meaningful 
and resource-bound, which makes it an interesting and powerful potential, so far 
as the realities between the two countries involved can achieve a synergistic final 
effect. In terms of tourism, the "packing" of the various opportunities for different 
types of natural tourism will bring more value to consumers and partners than if 
they visit only one, two or three places (cities, cultural, sports or natural sites) 
without the connection being organized between them and without providing more 
information and involvement of the visitors to the sites and activities in the area. 
Successful tourist products are those that provide the highest possible level of 
experience of the place / places, according to the possibilities of time and space, 
through combinations of activities, maintaining the interest with unique events, 
activities, views, specific routes. And, of course, the unifying aim of the effort in 
question is for the same visitor to be satisfied enough to come back at least once 
more and / or share his experience with others around him, that is, with potential 
new users. From the point of view of marketing, practice has shown that no 
product can be perceived by the audience as unique if it is not presented as such, 
which implies an integrated and consistent message-sharing system for the whole 
project, as well as preparedness each unit in the inner system to deliver the 
promise in communication. In this logic, it should not be forgotten that tourism is 
much more service than based on the physical product. 
The development of the tourist product is impossible without increasing the 
education and the capacity of the human resources. It is assumed that this will 
create a new perspective for the local population, motivated to remain in the 
region, to add economic value and to believe that the whole project works for 
their benefit. 
 
Key messages: 

 Protected areas and natural landmarks provide opportunities for 
nontraditional tourism with high added value; 

 Tourists' visits there should be consistent with the restrictive measures of 
sustainable development and the characteristics of the preserved samples of 
living and non-living nature; 
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 In protected areas activities that are contrary to the requirements for 
protection of the specific natural sites and protected landscapes are not 
allowed; 

 Visitors across the border region have the opportunity to communicate with 
nature in a natural environment; 

 Better understanding, appreciation and satisfaction of contact with nature 
and the relevant experience; 

 Ecotourism aims to have minimal negative environmental impacts; 
 Tourists have a direct contribution to nature conservation; 
 Direct benefits are provided for the local community; 
 Presence of elements of local culture in the products offered, i.e. respect 

for local culture; 
 Responsible attitude and adequacy to the user's expectations, proven 

customer care. 
 
It is clear that in view of the specific status of a large part of the territory of the 
tourist route and of the included sites, the tourist visits must comply with the 
following: 

 The regime, defined in the administrative orders for declaring the 
respective protected area; 

 The movement should be organized only on the designated trails, routes 
and tourist destinations; 

 In no way should be allowed interference in biodiversity - collecting seed 
material, wild plants and animals, as well as importing plant and animal 
species from outside the region; 

 Affordable are only activities that do not infringe on the natural status or 
reduce the aesthetic value of the protected sites; 

 Not affordable is pollution of waters and terrains by waste resulting from 
wild-camping, recreation of visitors and other tourist activities; 

 For protected animal species, this includes prohibition of chase and 
disturbance, especially during breeding, rearing, wintering and migration 
periods; 

 For protected plant species is valid also the prohibition to pick up, 
harvest, cut, grub or afford other destruction, possession, breeding, 
movement, transport, export, trade and offering for sale or exchange. 

The communication strategy also includes proactive, effective communication with 
tour operator representatives. It is also necessary to create lasting relationships 
and to activate tourist information centers. Participation at international 
exhibitions and travel fairs as a stand-alone product or part of national 
presentations is also key to the development of product communications. It is 
necessary to set up a joint committee, comprising representatives of all 
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stakeholders. The Committee will be named by its participants and will create such 
an organizational form so that it can make flexible decisions without neglecting the 
interests of any of the stakeholders. The Committee will be representative and 
legitimate to all external organizations to which part of the activities to implement 
the Marketing and Promotion Strategy will be addressed. It is important to involve 
representatives of national authorities to ensure Romania and Bulgaria's 
commitment through representation to achieve the common objectives and the 
overall vision for the development of the cross-border region. 
 

3.9. Activities to pursue the Strategy for promotion of the tourist Route "Protected 
natural heritage within the cross-border region Romania-Bulgaria" 
 
The proposed measures represent specific actions, intended to achieve the desired 
results in connection with the achievement of the specific objectives of the 
marketing strategy and the promotion of the cross-border tourist route. 
 
Strategic Goal 1: The Route to develop to a recognizable and attractive 

destination for natural and responsible tourism 

 

Measure 1.1 Development of a brand of the tourist Route "Protected natural 

heritage within the cross-border region Romania-Bulgaria" and introduction of 

an integrated brand management. 

The brand as a name, sign or symbol is used to identify products or services and to 
distinguish them from competitors. It is a set of perceptions in the user's mind and 
includes everything that consumers think and feel about a product or service. The 
brand is in the mind of a consumer and relates to the product-related aspects: own 
consumer experience, lifestyle, advice to friends or opinion leaders, advertising, 
accessibility, ease of use. That is, together with the awarding of the distinction 
from the competition, the brand is able to create consumer preferences and build 
up loyalty to a particular brand. 
The brand can include all the thoughts and feelings that the consumer associates 
with the product, even if they are not directly related to actual or desirable 
consumption. 
The route brand should be based on the main features of the destination: nature, 
landscape, people, culture and history. The brand is determined by the way these 
attributes are perceived by potential visitors and by the emotional value they 
carry. The brand must be in line with the real identity of the destination and the 
marketing means must be in line with it. A strong brand leads to a better economic 
effect than tourism. The main goal in developing a strong brand is to increase the 
competitiveness and attractiveness of the Romania - Bulgaria cross-border region as 
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a tourist destination and the tourists prefer it in comparison with other similar 
destinations. This will contribute to increasing the economic and social impact of 
tourism for all stakeholders. 
 
There are two key steps for implementing the action: 
1. Brand development - includes analysis of the situation, focusing, development 
of elements and architecture of the brand and popularizing its core values. The 
focus is on conducting surveys on priority markets to sum up the expectations of 
potential tourists. 
2. Integrated Brand Management - includes consistency and coordination at all 
levels, long-term commitment to brand development, brand portfolio 
management, and brand development monitoring. 
Brand management must include a set of activities, including the following: 

 Conduct a marketing survey once a year among a sample of potential tourists 
from the target markets, including internal and external. The survey will 
track the growth of tourist visits, the attitude of tourists towards the 
destination and business development of local entrepreneurs year after 
year; 

 Conduct a marketing survey once a year among local populations in the 
Romania-Bulgaria cross-border region, in order to trace whether there is a 
change in the economic development of the communities and the welfare of 
the people; 

 Percentage of implementation of communication and advertising strategies. 
Increased investment in advertising and communication activity; 

 Product Level Measurements: Classical measurements of brand value at 
product level are performed by comparing the price of an analogue, non-
branded product with the price of an equivalent, branded product. 
Otherwise, price differences are due to the value of the brand; 

 User-level measurements: This approach aims to map consumer 
consciousness and reveal what associations to the brand consumers have in 
their minds. The approach aims to measure the knowledge (spontaneous 
acquaintance and understanding) and the image of the brand (the overall 
associations the brand provokes). Indicator is the extent to which the results 
of the survey coincide with the predetermined targets in the strategy 
papers. 

 
Measure 1.2 Implementation of advertising strategy activities. 

In the advertising strategy, different channels and tools are available to advertise 
the route, which in turn will also popularize individual sites and settlements, part 
of it. The advertising strategy framework will identify the possible channels for 
interacting with potential target groups. Appropriate advertising tools and channels 
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for promotion of the tourist route "Protected natural heritage within the cross-
border region" Romania-Bulgaria" are: 

 PR, information and promotional materials and publications in regional, 
national and European media; Regular publications on the advantages of the 
route throughout its development; Invitations to journalists to visit and 
report; Segmenting the media and selecting the most appropriate ones in 
which to publish information; 

 Participation in tourist fairs and exhibitions together with the national 
booths of Bulgaria and Romania, mainly on European tourist fairs; 

 Direct Marketing - E-mail - and with a personalized message and opportunity 
to subscribe to a regular newsletter; Using the services of a specialized 
marketing agency that has a database and direct marketing; 

 Specialized magazines - articles and advertising pages with the ability to 
precisely address target audiences; 

 Brochure and flayer advertising - distribution in accommodation locations on 
both sides of the cross-border region. Working languages - English, German, 
French, Romanian and Bulgarian; 

 Outdoor advertising in locations where intensive traffic passes - a first-class 
road network; Emphasis on the two Danube bridges and the ferry 
connections between Bulgaria and Romania; 

 Radio advertising in local media; The aim is to promote domestic tourism 
and to bring about the interest of the population from the cross-border 
region; 

 Banner advertising on specialized tourist sites and portals; 

 
Digital positioning among potential tourists; 

Recommended sites are:  
www.booking.com; www.Airbnb.com; http://bulgariatravel.org/, 
http://romaniatourism.com/,  https://www.roughguides.com/, 
http://www.lonelyplanet.com/,  https://www.viator.com, 
https://www.tripadvisor.com/,   
and also on the sites of the municipalities on whose territory there are route sites. 
 

Measure 1.3 Implementation of communication strategy activities 
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The communication strategy of the Route "Protected natural heritage within the 
cross-border region Romania-Bulgaria" defines the channels for distribution and 
promotion of the tourist product and ensures its recognition at national, cross-
border and international level. The purpose of the communication activities is to 
generate awareness of the existence of the Romania-Bulgaria cross-border region 
as a unique tourist offer, with unique characteristics and opportunities. This 
awareness should be directed both to potential users and to the so-called "internal 
audience", representing stakeholders. 

 
Appropriate communication channels for promotion of the tourist product are: 

1.3.1 Special event for the media and stakeholders to present the route 

creation - When creating the itinerary, it is advisable to organize a special event 
for representatives of both Romanian and Bulgarian media as well as European 
media. This event will present the route, the strategy for its development and 
promotion and will have the opportunity to visit part of it, including sites in 
Romania as well as in Bulgaria. Immediate personal experience will help to better 
present the benefits of the route and turn journalists into its natural ambassadors. 
1.3.2 Creation and development of a tourism geo-information online platform - 
this is an online software that aims to promote, systematize and catalog the tourist 
services in the territory of the cross-border region Romania - Bulgaria. The 
platform is a Content Management System that allows local industry 
representatives autonomously to add, edit, develop, and promote their tourist sites 
completely free of whatever type they are. The purposes of the software are to 
provide free access to highly specialized functionality that allow the management 
of processes in the tourism sphere, such as the development of web pages of 
hotels, guest houses, restaurants, museums, galleries and others, which are usually 
extremely expensive and represent an investment difficulty for the owners and 
managers of such types of objects. At the same time, they are of the utmost 
importance because the information channels at the moment as well as reaching 
the end user are made exclusively in the online environment. The system will be 
developed on the principle of a social network that is maintained by its users. 
Administrative support will involve minimal interference from operators in 
removing any malicious code, as well as moderation in terms of aggressive 
comments, unfair reviews, and more.  
1.3.3 Events calendar of municipalities, nature parks and other stakeholders to be 
used as a basis for specialized offers from the tourism business; 
1.3.4 Articles, interviews, comments and analysis, comments from a "third 

party", product information. 
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1.3.5 Develop a YouTube Channel with educational video materials; enabling 
tourists to upload video content from the trip within the route themselves. 
Opportunity to share videos on other social networks. 
1.3.6 Creation and development of profiles in social networks and blogs that 
successfully combine with other digital channels and communication activities. 
Engaging celebrities and popular faces to become ambassadors of the route's brand 
- for this purpose, it is good to attract popular people not only from Bulgaria and 
Romania, but also those with an influence in the countries that represent the main 
markets. Following the route or parts of it, and sharing experiences on social 
networks, promotional materials and TV shows will undoubtedly contribute to 
building a positive route awareness and will help increase potential tourists' 
intentions to visit it. The diffusion of a positive image by well-known individuals 
would be a workable technique that will strengthen other marketing tools. 
1.3.7 Information campaigns on social networks; video and photo sharing, the 
ability to share content on the part of the visitors. Allocation of budget to sponsor 
the content so that it reaches the broadest possible audience. 
 
Measure 1.4 Regional certification on the example of "Regional Brand Strandja" 

and Pan parks. Create a quality certificate that identifies the area and ensures a 
minimum quality of service while communicating with the regional brand. A 
regional brand can be created for places for eating, lodging, touring, tourist 
attractions and related services. 
 
Strategic goal 2: Improve the quality of ongoing services, develop new ones and 

create functional connectivity of tourist areas 

 

Measure 2.1 Stakeholder training on modern eco-tourism product supply trends - 
for hotels, restaurants and Tourist Information Centers to train stakeholders how to 
make tourism packages. After acquainting themselves with the Route. 
 

Measure 2.2 Informing the tourism industry about brand development, 
certification, and proposals for preparing tourist packages, based on the pricing 
strategy. 
 

Measure 2.3 Raising the qualification and acquiring new skills for local residents, 
interested in developing in the tourist business - training of tourist guides, 
animators, foreign languages. 
 
Measure 2.4 Quality improvement training and inclusion of local business in 

Regional Tourism Service Certification - training about the advantages and 
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benefits of voluntary certification. For the requirements you need to cover to get a 
certificate. 
 

Measure 2.5 Preparation of tourist packages by tourist operators and clubs. 

 

Strategic goal 3: Improvement of the quality of the physical and tourist 

infrastructure on the territory of the "Protected natural heritage within the 

cross-border region Romania-Bulgaria". 

 

Measure 3.1 Investments in tourist infrastructure; 

 
Measure 3.2 Optimizing the activity of the Tourist Information Centers as 

existing information infrastructure. 

 

3.10. Expected results 
 

 

Expected results 
Results indicators 

Increased recognizability of the cross-border region Bulgaria - Romania and, in particular, the tourist Route 

"Protected natural heritage within the cross-border region Romania-Bulgaria" 

Strategic 
Goal 1: The 
Route to 
develop to a 
recognizabl
e and 
attractive 
destination 
for natural 
and 
responsible 
tourism 

Developed and introduced regional brand for the 
Danube region as a preferred place for practicing 
natural tourism in a region, rich in protected 
areas 

Established regional brand for the route in the cross-
border region 
Brand management activities performed 

Ecotourism is supported as an economic force for 
preserving natural capital and integrating 
management and nature conservation approaches 

Brand management activities performed 

A Quality Certificate has been created that 
identifies the area and guarantees minimum 
service quality while at the same time is 
communicating the regional brand 

Created Quality Certificate for Tourist Services 
Number of objects certified 
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Increased quality of ongoing services, development of new and created functional connectivity of tourist areas 

Strategic 
goal 2: 
Improve the 
quality of 
ongoing 
services, 
develop 
new ones 
and create 
functional 
connectivity 
of tourist 
areas 

Increased capacity to provide tourist services by 
tour operators 
 

Conducted trainings 
Information events held 
Number of trained persons 
Number of participants in information events 

Developed new tourist packages with the Route 
Number of new tourist packages with included route 
items 

Enhanced knowledge and skills for digital 
marketing and service delivery 

Number of trainings 
Number of trained 

Improved quality of the physical and tourist infrastructure on the territory of the Route "Protected natural heritage 

within the cross-border region Romania-Bulgaria" 

Strategic 
goal 3: 
Improvemen
t of the 
quality of 
the physical 
and tourist 
infrastructu
re on the 
territory of 
the 
"Protected 
natural 
heritage 

An uniform information and guidance 
infrastructure for the route sites is introduced 

 
Number of information boards with site information 
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within the 
cross-border 
region 
Romania-
Bulgaria". 

Organized information network of tourist 
information centers and information points on 
the territory of the Route 

Number of trainings 
Number of trained 

 
 

4. Plan for the implementation of the Strategy 

4.1. Plan for the accomplishment of the tourist Route "Protected natural heritage 
within the cross-border region Romania-Bulgaria" 
 

The strategic plan is compiled of logically connected measures and activities, each 
being necessary to achieve marketing goals. The specific objectives combine groups 
of measures, aimed at promoting the route, improving and developing tourism 
services, improving physical infrastructure and the Route management. The 
objective of improving the physical infrastructure is horizontal, directly related to 
the marketing of the tourist route and is provided with a view to provoking a 
commitment on the part of some stakeholders, in whose powers is this task - 
municipalities, state administrations, ministries. Marketing of a tourist product is 
largely dependent on the physical infrastructure, but can also be applied outside of 
these measures, i.e. these identified needs may be considered as indirect to the 
particular activity. 

Figure 1: Scheme of a common strategic plan for accomplishment of the Route 

"Protected natural heritage within the cross-border region Romania-Bulgaria" 
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The indicative budget for achieving the overall goal of the marketing and 
promotional strategy is divided into three specific objectives. The total budget of 
the strategy for the 2018-2030 period is 1,200,000 euro. The largest financial 
resource is provided for marketing activities, including branding and brand 
management, regional quality certification, and a geo-information online platform 
that will be developed for the Route's Internet page. To increase the capacity and 
quality of services, as well as to improve the physical tourist infrastructure as an 
integral part of the strategy, are foreseen 240 000 euro.
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Table: Indicative budget of the marketing and promotion strategy, broken down by objectives, years and estimated sources of 

funding. 

 

Activity № 

Item 
Indicative 

value 
Financing 

source 

Implementation period 

  2018-2020 2021-2023 2024-2026 2027-2029 2030 

TOTAL INDICATIVE VALUE € 1 200 000   

Strategic Goal 1: The Route to develop to a 
recognizable and attractive destination for natural 
and responsible tourism 

€ 960 000   

Measure 1.1  

Measure 1.1 Development of a brand of 
the tourist Route "Protected natural 
heritage within the cross-border region 
Romania-Bulgaria" and introduction of an 
integrated brand management 

€ 200 000 
 

Own and EU 
Funds           

Measure 1.2  Implementation of advertising strategy 
activities 

€ 165 000 Own and EU 
Funds 

          

Measure 1.3  
Implementation of communication 
strategy activities  € 295 000 

Own and EU 
Funds           

Measure 1.4  Regional certification on the example of 
"Regional Brand Strandja" and Pan parks 

€ 300 000 Own and EU 
Funds 

          

Strategic goal 2: Improve the quality of ongoing 
services, develop new ones and create functional 
connectivity of tourist areas 

€ 140 000   

Measure 2.1  Stakeholder training on modern eco-
tourism product supply trends € 10 000 Own and EU 

Funds           
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Measure 2.2  

Measure 2.2 Informing the tourism 
industry about brand development, 
certification, and proposals for preparing 
tourist packages, based on the pricing 
strategy 

€ 20 000 Own and EU 
Funds           

Measure 2.3  
Raising the qualification and acquiring 
new skills for local residents, interested 
in developing in the tourist business 

€ 25 000 Own and EU 
Funds 

          

Measure 2.4  
Quality Improvement Training and 
Inclusion of Local Business in Regional 
Tourism Service Certification 

€ 25 000 
Own and EU 
Funds           

Measure 2.5  Preparation of tourist packages by tourist 
operators and clubs 

€ 60 000 Own and EU 
Funds 

          

Strategic goal 3: Improvement of the quality of the 
physical and tourist infrastructure on the territory 
of the Route "Protected natural heritage within the 
cross-border region Romania-Bulgaria" 

€ 100 000   

Measure 3.1  Investments in tourist infrastructure € 60 000 Own and EU 
Funds           

Measure 3.2  
Optimizing the activity of the Tourist 
Information Centers as an existing 
information infrastructure 

€ 40 000 
Own and EU 
Funds           
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The costs of administering the action plan for the implementation of the strategy 
for marketing and promotion of the Route "Protected natural heritage within the 
cross-border region Romania-Bulgaria" are considered as part of the total costs for 
implementing the activities. If necessary, the budget may be revised following 
explicit approval by the Committee. 

4.2. Monitoring system on the implementation of the plan for development of the 
tourist Route "Protected natural heritage within the cross-border region Romania-
Bulgaria" 
The very meaning of the word "monitoring" is observation of a process and 
monitoring of plans and programs aims to fix consistency or inconsistency with the 
results initially planned. For the purposes of this strategy, "monitoring" is defined 
as an activity of systematically and continuously collecting, analyzing and using 
objective information to identify, manage and take corrective action to implement 
the measures, intended to achieve the objectives of the marketing strategy and 
promotion of the Route "Protected natural heritage within the cross-border region 
Romania-Bulgaria". 

The evaluation of the implementation of the strategy aims to ascertain the extent 
to which the results achieved from the implementation of the strategic plan are in 
line with the expectations of the stakeholders. The assessment as a rule is based 
on specially collected and analyzed information. Monitoring information (and, in 
particular, monitoring performance indicators) can help to identify those areas 
where a deeper analysis and improvement of the implementation of the strategy 
paper is needed. Using this information, it can be assessed which objectives and 
activities need to be subject to a thorough assessment and, if necessary, an 
update. Strategy Evaluation and Marketing Product Promotion Reports can make 
recommendations to the Management and Monitoring Committee to undertake 
specific actions to improve the process and achieve the expected results. 

The monitoring of the Strategy aims at the accumulation of data in order to 
prepare ongoing and step-by-step monitoring reports and evaluations. It must 
provide reliable feedback on the state of the tourism sector for making the right 
management decisions. The monitoring process is reported through the preparation 
of annual monitoring reports describing the activities, carried out during the year 
and their immediate results. 

Monitoring is carried out at all levels of administrative activity, with an emphasis 
on: 

 Resources / resources used (monitoring of inputs); 

 Planned activities and / or processes (performance monitoring); 

 The resulting final / immediate results (monitoring of the results). 
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Indicators should be clearly and quantitatively defined on the basis of which the 
subsequent changes within the Strategy and the overall strategic plan will be 
assessed. 

Conditional indicators are divided into three main groups: 

Result indicators - indicators should be set to allow for the results to be reported. 
Result indicators are the direct and immediate effects, generated by the 
implementation of specific projects. 

Product indicators - to track the implementation of the planned activities in order 
to take into account the synergistic effect. End product indicators refer to 
activities. 

Impact indicators - these indicators should provide for the possibility of 
subsequent reporting of the sustainability of the results achieved. 

Two concepts of impacts - specific and general - can be defined. Specific impacts 
occur after a certain period of time but are directly related to the action taken. 
Common impacts are long-term effects towards a large population. The 
measurement of the second type of impacts is complex and it is often difficult to 
establish clear causal dependencies. 

Indicators are an instrument for quantifying the achievements of an intervention. 
They check the effectiveness and consistency of the planned measures, on the one 
hand, and the progress made towards achieving the objectives these measures put 
forward, on the other. In the course of implementing the Strategy, good 
quantitative measurement serves as a basis for effective monitoring and evaluation 
of achievements and gives a clear idea of what the objectives of the strategy are 
and what needs to be achieved through the individual priorities. 

The monitoring and evaluation of the implementation of the Strategy should 
address the following key aspects of the assessment of strategic documents: 

Efficiency of the activities carried out in implementing the assessed strategy in 
accordance with good administrative principles and management practices; 

Efficiency of the resources used - financial, human, technical and other resources; 

Effectiveness in terms of achieving the goals of the strategy and assessing actual 
results and impacts compared to those expected. 

Monitoring is a continuous process and takes into account the achievements and 
progress of the predetermined targets by measuring the values of the common and 
specific indicators. Because of its continuous nature, measurement can serve as an 
early warning system and as a means of improving accountability. Monitoring keeps 
track of the dynamics of the objectives, measures and activities assessed, and 
even projects. 
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Organizational structure and ways of collecting information 

The management of the strategy for marketing and promotion of the route as a 
tourist product will be a commitment of the Association of Danube River 
Municipalities "Danube" (ADRM) and the "Living Nature" Foundation as initiators for 
the creation of the cross-border product and partners under the project 
"Development and promotion of a common natural heritage product: Route 
"Protected natural heritage within the cross-border region Romania-Bulgaria", co-
funded by the Interreg VA Romania-Bulgaria Program 2014-2020. The management 
of the marketing strategy suggests the involvement of stakeholders from both sides 
of the border who jointly plan, implement and update where necessary the 
specific activities and sequence of implementation, taking into account the 
available resources, partners' engagements and political situation. With the 
participation of the partners, a Management and Monitoring Committee will be set 
up. 

The strategy will include, besides representatives of ADRM and the “Living Nature” 
Foundation: 

 businesses in the tourism industry (tour operators, hoteliers); 

 municipalities on which territory the tourist sites are located on the route; 

 tourist clubs; 

 ministries with tourism development in their portfolio from Bulgaria and 
Romania; 

 ministries with protected areas in their portfolio from Bulgaria and 
Romania; 

 administrations of nature parks and reserves, included in the Route; 

 environmental NGOs; 

 local and national media (including digital). 

The Management and Monitoring Committee will meet at least twice a year, 
attending upon necessity the sessions in person or distant. The chair of the 
Committee will be occupied by rotation between the ADRM and the "Living Nature" 
Foundation, respectively, as chair and the deputy-chair. The term of office of the 
chair and the deputy-chair shall be 6 months. By decision of the Committee, this 
period may be extended. 

The Management and Monitoring Committee will be supported by administrative 
staff, involved in implementing the strategy's activities. 
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The necessary human resources required are at least: 

- Marketing and Brand Manager; 

- Manager for Tourism and Regional Certification; 

- Manager for PR and Online Products; 

- Coordinator. 

The proposed positions are for experts in the respective field, which through 
contractual relations are involved in the management of a group of activities in 
implementation of the plan for realization of the Strategy. 

An indicative but inexhaustible list of proposed activities that will be organized 
and managed by the Operations Unit. 

Marketing and Brand Manager 

 Development of a brand of the tourist Route "Protected natural heritage 
within the cross-border region Romania-Bulgaria" and introduction of 
integrated brand management; 

 Informing the tourism industry about brand development, certification, and 
proposals for preparing travel packages, based on the pricing strategy; 

 Investments in making and placing unified signposts and information boards 
as part of the regional brand for both sides of the route (Bulgaria and 
Romania). 

Tourism Manager and Regional Certification 

 Regional certification; 

 Preparation of tourist packages by tourist operators and clubs; 

 Optimizing the activity of ICT as an existing information infrastructure; 

 Stakeholders' training on current eco-tourism product trends - for hotels, 
restaurants and Tourist Information Centers to engage stakeholders to 
create how to make tourism packages. After getting to know the route; 

 Raising qualifications and acquiring new skills by locals who are interested 
in developing in the tourist business - training of tourist guides, animators, 
foreign languages; 

 Training to improve quality and include local business in regional 
certification for tourism service. 

PR Manager and Online Products 

 Events calendar of municipalities, nature parks and other interested parties; 
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 Articles, interviews, comments and analysis, third party comments, product 
information; 

 Develop a Channel on YouTube; 

 Creating and developing profiles on social networks and blogs; 

 Information campaigns on social networks; 

 Creation and development of a tourist geo - information online platform; 

 Special event for media and stakeholders to announce the route creation; 

 PR, information and promotional materials and publications in regional, 
national and European media; Regular publications on the benefits of the 
route throughout its development; Invites journalists to visit and report; 
Segmenting the media and judging the most appropriate ones in which to 
publish information; 

 Participation in tourist fairs and exhibitions together with the national 
booths of Bulgaria and Romania, mainly on European tourist fairs; 

 Direct Marketing - E-mail - with a personalized message and the ability to 
subscribe to a regular newsletter. Using the services of a specialized 
marketing agency that has a database and direct marketing; 

 Specialized magazines - articles and advertising pages with the ability to 
precisely address target audiences; 

 Brochure and flayer advertising - distribution in accommodation locations in 
both cross-border regions. Used languages - English, German, French, 
Romanian and Bulgarian; 

 Outdoor advertising where intensive traffic passes - a first-class road 
network; Emphasis on the two Danube bridges and the ferry connections 
between Bulgaria and Romania; 

 Radio advertising in local media; The aim is to promote domestic tourism 
and to bring about the interest of the population from the cross-border 
region; 

 Banner advertising on specialized tourist sites and portals; Digital 
positioning among potential tourists. 

Coordinator 

 Coordinates the activities of experts, takes responsibility for selecting 
contractors for different activities, collaborates in organizing events; 

 Responsible for collecting and analyzing current information about 
monitoring indicators. Prepares progress reports on the objectives of the 
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Strategy, together with other experts. Responsible for preparing annual 
reports. 

In the process of implementing specific projects funded by European and other 
institutions, additional experts will be employed to implement the Strategy to 
coordinate and monitor the reporting of activities. 

Ways to collect information 

Information on activities reporting and results achieved in relation to the 
monitoring of the Strategy will be collected and summarized by the operational 
team, with reports to be submitted annually to the Management and Monitoring 
Committee. Each specific objective containing a set of cross-border development 
activities has developed specific  

Sources for collecting information 

The monitoring of the Strategy covers the following sources of information: 

1. Information on the implementation of the activities by the operational team 
(inside information). 

 activity reports; 

 results reports; 

 financial statements. 

2. Stakeholder information, statistical information and surveys (external 
information). 

 information from stakeholders on the activities of the Strategy; 

 data from national statistical institutes and Eurostat for tourist visits on an 
annual basis to the route area; 

 survey data, visits to the Internet page, and more online based products. 

Result indicators 
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Expected results Results indicators 

Increased recognizability of the cross-border region Bulgaria - Romania and in particular the tourist Route "Protected 

natural heritage within the cross-border region Romania-Bulgaria" 

Strategic 
Goal 1: The 
Route to 
develop to a 
recognizabl
e and 
attractive 
destination 
for natural 
and 
responsible 
tourism 

Developed and introduced regional brand for the 
Danube region as a preferred place for practicing 
natural tourism in a region, rich in protected 
areas 

Established regional brand for the route in the cross-
border region 
Brand management activities performed 

Ecotourism is supported as an economic force for 
preserving natural capital and integrating 
management and nature conservation approaches 

Brand management activities performed 

A Quality Certificate has been created that 
identifies the area and guarantees minimum 
service quality while at the same time is 
communicating also the regional brand 

Created Quality Certificate for Tourist Services 
Number of objects certified 
 

Increased quality of ongoing services, development of new and created functional connectivity of tourist areas 

Strategic 
goal 2: 
Improve the 
quality of 
ongoing 
services, 
develop 
new ones 
and create 
functional 
connectivity 

Increased capacity to provide tourist services by 
tour operators 
 

Conducted trainings 
Information events held 
Number of trained persons 
Number of participants in information events 

Developed new tourist packages with the Route 
Number of new tourist packages with included route 
items 
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of tourist 
areas 

Enhanced knowledge and skills for digital 
marketing and service delivery 

Number of trainings 
Number of trained 

Improved quality of the physical and tourist infrastructure on the territory of the Route "Protected natural heritage 

within the cross-border region Romania-Bulgaria" 

Strategic 
goal 3: 
Improvemen
t of the 
quality of 
the physical 
and tourist 
infrastructu
re on the 
territory of 
the 
"Protected 
natural 
heritage on 
the 
territory of 
the cross-
border 
region 
Romania-
Bulgaria". 

An uniform information and guidance 
infrastructure for the route objects is introduced 

 
Number of information boards with site information 

Organized information network of tourist 
information centers and information points on 
the territory of the Route 

Number of trainings 
Number of trained 

 
Product indicators 

Measure 1.1 Development of a brand of the tourist Route "Protected natural 
heritage within the cross-border region Romania-Bulgaria" and introduction of an 
integrated brand management. 

Indicators  

Developed and approved brand 1 
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Integrated Brand Management Activities 
Not less than 
5 

Measure 1.2 Implementation of advertising strategy activities 

Number of PR campaigns 5 

Number of publications in regional, national and European media 20 

Number of information and promotional materials 10 

Number of participation in tourist fairs and exhibitions 10 

Regular electronic newsletter - monthly editions 
1 

Number of posts and ads in specialized magazines 
20 

Number of advertisement brochures and leaflets in the cross-border regions 
(English, German, French, Romanian and Bulgarian) 100 000 

Number of billboards were produced and placed on important roads 
6 

Radio ad - number of broadcasts 
20 

Banner ad - site number 
10 

Measure 1.3 Implementation of communication strategy activities 

Number of specialized events for media and journalists 
4 

Tourist geo-information online platform 
1 

 Event calendar - current maintenance 
1 

Number of articles, interviews, comments and analyzes, third party comments, 
product information 20 

Developed channel on YouTube 
1 

Number of supported social networking and blog accounts 
4 

Number of information campaigns on social networks 
30 

Measure 1.4 Regional certification 
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Developed regional certification 
1 

Measure 2.1 Stakeholder training on the modern trends in the supply of eco-tourism products 

Number of trainings 
20 

Measure 2.2 Tourism sector awareness, certification, and tourist package preparation suggestions 
based on the pricing strategy 

Number of information events 
20 

Measure 2.3 Raising the qualification and acquiring new skills for local residents who are 
interested in developing in the tourism business 

Number of trainings 
10 

Measure 2.4 Quality Improvement Training and Inclusion of Local Business in 
Regional Tourism Service Certification   

Number of trainings 10 

Measure 2.5 Preparation of tourist packages by tourist operators and clubs 

Number of operators who included the route in tourist packages 10 

Measure 3.1 Investments in the development and installation of information boards as part of the 
regional brand for both sides of the Route (Bulgaria and Romania) 

Number of information boards  60 

Measure 3.2 Optimizing the activity of the Tourist Information Centers as an existing information 
infrastructure 

Number of activities 10 

 

Impact indicators 

 

General impact indicators 

Increase of registered nights in the area of the cross-border route 5 % 
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Increase of GDP from tourism in the area of the route 3 % 

 
The impact assessment uses the Eurostat benchmark values for 2018 (start of 
implementation of the strategy). 
 
 


