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[bookmark: _Toc1935071353]Section 2: introduction 
This is a short an introduction that I will be marketing in this report and the destination is Romania, i have chosen this country not just because is my home country but because Romania has a very high cultural heritage and that includes traditional music dance and crafts the dances and the folk music are very highly celebrated in Romania, i will be explaining and showing in this report by using the methods of  Ansoff matrix and the 4Ps but also in this report it will also include strategic market and market segmentation of how Romania make people visit the country and why people should visit the detation I have chosen then another dentations.
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[bookmark: _Toc603218972]Section 4: Main findings  

[bookmark: _Toc472391691]Smart objective- 
[bookmark: _Toc1493305764]Specific- increase the people that visit by attracting them more international visitors as tourist destinations by using famous Romania Influencers like singers or content creators (for example selly dorian popa or even the famous singer delia )
[bookmark: _Toc1136462939]Measurable-  the goal is to increase the revenue of international tourists by 15% with free or cheap event management either in Romania or online 
[bookmark: _Toc1370959616]Achievable- promotes a lot their cultural heritage, increasing digital marketing, investment in transportation and hospitality with the help of package deals but also some last-minute offers or early bird deals 
[bookmark: _Toc1221543273]Relevant- promoting Romania to tourism is a significant contributor to the country economy by doing a lot of pop-up promotions marketing on different website and social media
[bookmark: _Toc591795105]Time- to focuses international to visit Romania by next year November 2025






[bookmark: _Toc797101701]Strategy- 
[bookmark: _Toc51749648]Ansoff matrix- 
 As a market development Romania can be increase in size of the tourism offerings to new market such as south America where is Romania is out of the ordinary as for example as marketing and proting Romania as a destination for adventure tourism as known for calming mountains the visitors can claim the Carpathian mountains however for the cultureal tourism they could visit the churches that have a lot of heritage behind them one of the most beautiful church from Romania is in lasi and is called ‘sfanta parascheva’ the translation of that is saint parasckeva of the Balkans people from Romania celebrate her feast day on the 14th of October each year and people even queue for a long time even 2 days sometimes is gives good luck and good health for whoever goes there however is open anytime of the year for people to visit (Holy Synod of the Romanian Orthodox Church – Saint Paraskeva 2024)  romania can start partnering with some international travel agencies to operator new access to new type of new markets, product delopment is to  attract more tourists in its existing markets, Romania can develop new tourism products such as wellness tourism, with spas, resorts, and wellness retreats in places like Bucharest, or eco-tourism packages focused on nature conservation in the Danube Delta. Developing new themed experiences historical tours, wine tours, or Dracula-themed experiences would appeal to a broader audience and increase engagement from repeat visitors.

[bookmark: _Toc247424948]4 Ps- 
As of the point of the product is can be health and wellness of tourism Romania has amazing numerous spas and wellness resorts one of the most popular is baile tusnad Bucuresti therme,  is in the city of Bucuresti that is the capital of Romania where the most international tourism takes place the place offers therapeutic mineral waters and modern spa treatments. This product can sell to people that enjoy visitors seek relaxation and stress relief from the serene and quiet environment of Băile Tușnad. The natural surroundings, combined with the therapeutic spas, offer a peaceful retreat for those looking to unwind.
The price could be for tourists that can be people going there for the value of the money however also seasonal pricing as it can be  fluctuate based on seasonality. High tourist seasons (summer for coastal regions and winter for skiing) may see higher prices for accommodation and tours, while the shoulder seasons (spring and autumn) tend to offer more affordable options however for the value of the money tourism, tourism choices Romania because provides excellent value for money in terms of food, accommodations, and activities. The cost of services such as guided tours, museum entries, and meals in restaurants is often lower than in Western Europe and people could make a lot more memories for some affordable price that could bring people back.
As for the place is has a very traditional heritage but also a lot of beautiful history that can make people attraction to come to the place is the remote area that some tourists want to visit and seeking experiences in remote villages, such as Maramureș and Sălaj, to explore traditional Romanian life, crafts, and cuisine 
;lkiu vc (Smith, S. L. J. (1994).The Tourism Product. Annals of Tourism Research, the article discusses the concept of the "tourism product" and how it fits into the broader marketing mix, including how tourism products are created and marketed.
Promotion for Romania tourism is promoted through a combination of traditional marketing and digital campaigns. The government and local tourism boards often collaborate with influencers and media outlets. The country has been marketed as a gateway to adventure, history, and unique cultural experiences. Campaigns focus on promoting the country's natural beauty, castles, folk traditions, and lesser-known destinations.
[bookmark: _Toc1453571457]SWOT analysis-
Strengths- the strength of Romania is the natural beauty Romania is home to diverse landscapes, from the Carpathian Mountains, well know  for hiking, skiing, and wildlife tourism, to the Black Sea coast, which is a popular beach destination however visitors also looking for affordable destination compared to other European destinations, Romania offers a more affordable experience for tourists, making it an attractive destination for budget-conscious travelers. (Hughes, H. L., & Allen, D. (2005). "Tourism and cultural change: A critical introduction." Journal of Tourism and Cultural Change,  social and cultural strengths of tourism, emphasizing how tourism contributes to the preservation of traditions and the promotion of cultural exchange.)


Weeknesses- Romania is a country that has a underdeveloped tourism service as people would like to visit church and see the history  and In tourism services such as tour guides, restaurants, and hospitality could be more professional and standardized, which could affect the overall quality of the visitor experience.( Sharpley, R. (2014). Tourism Development and the Environment: Beyond Sustainability. The book explores weaknesses in tourism development models that often do not incorporate environmental and social sustainability adequately, leading to negative long-term impact)

Opportunity- the opportunity of the country is that they have a digital marketing and online promotion By investing in digital marketing and enhancing its online presence, Romania could improve its global visibility, targeting niche markets and international travelers who are looking for off the  beaten path destinations(Weaver, D. (2006). Sustainable Tourism: Theory and Practice. Routledge. Weaver discusses how opportunities for tourism development by the demand for sustainable practices. The book focuses on how tourism operators and destinations can seize opportunities by adopting sustainable tourism models) 
Threats- the threat that the Romania has is local tradition practices as of  loss of local traditions and cultural practices due to modernization and migration may diminish the authenticity of Romania’s rural and cultural tourism offerings, which could make the destination less appealing to tourists seeking authentic experiences.( Ghazinoory, S., Abolhasani, M., & Azadegan-Mehr, M. (2011). "SWOT Methodology: A State-of-the-Art Review for the Past, a Framework for the Future." Journal of Business Economics and Management, SWOT analysis in the context of environmental threats and opportunities. It critiques the traditional SWOT model and suggests ways to refine its application in strategic decision-making)
[bookmark: _Toc2038267900]RACE framework 
Reach- Objective: To raise awareness about Romania as a tourist destination among potential travelers. This stage focuses on capturing the attention of a wide audience and driving traffic to Romania's tourism website or social media platforms.
Communications Mix:
Influencer Partnerships: for example, Dorian popa has he is famous singer but also a very good and famous influencer.
Act (Engagement and Interaction):
Objective: Engage with potential tourists and drive them to take actions such as signing up for a newsletter, interacting on social media, or exploring more content about Romania.
Communications Mix:
Virtual Experiences: Offering online experiences like virtual tours of Romanian landmarks or cultural festivals, creating an emotional connection with potential tourists.
Convert (Booking and Decision):
Objective: Convert engaged individuals into actual visitors by encouraging them to book trips, sign up for tours, or engage in bookings.
Communications Mix:
Promotions and Offers: Discount codes, special deals, or exclusive packages for travelers who are ready to decide. For example, offering discounted tours to Transylvania for people booking during a particular season.

Engage (Post-Trip and Advocacy):
Objective: Ensure tourists have an unforgettable experience in Romania, turning them into loyal customers and advocates for the destination.
Communications Mix:
User-Generated Content: Encouraging tourists to share their travel experiences on social media, with branded hashtags like #DiscoverRomania or #MyRomaniaJourney, creating a community of engaged travelers.
Loyalty Programs: Offering future discounts or promotions for returning visitors or those who book repeat trips to different regions of Romania
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[bookmark: _Toc1622632381]Action- 
I have chosen this country because is my home country but also as Romania is one of the most beautiful countries to visit and it has a lot of history behind it and is always something for everybody there to do no matter what type of age they are, the marking I have chosen is mostly the one that is most used in Romania for another type of campaigns and that I know it will work to promote Romania 




[bookmark: _Toc1395186176]Conclusion 
This is a report of my chosen destination to market it and promote it to another internation people to come and visit it and show with research why tourist should come and visit Romania my research is on books and website that are included in this report however also things that where learned in class for example the method of Ansoff matrix and the 4Ps also swot and the RACE. 
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