BABES-BOLYAI UNIVERSITY,CLUJ-NAPOCA

FACULTY OF GEOGRAPHY
DEPARTMENT OF HUMAN GEOGRAPHY AND TORUSIM

PhD THESIS

THE TOURISM IMAGE OF TRANSYLVANIA

PhD Coordinators, PhD student,

Professor, PhD [Nicolae Ciang3| Cosmin-Gabriel Porumb-Ghiurco
Professor, PhD Stefan Dezsi

Cluj-Napoca, 2019



Acknowledgement
This paper is made and published under the aegis of the Research Institute for Quality of
Life, Romanian Academy, as a part of programme co-funded by the European Union within the
Operational Sectorial Programme for Human Resources Development through the project for
Pluri- and interdisciplinary in doctoral and post-doctoral programmes, Project
Code: POSDRU/159/1.5/S/141086.



The Tourist Image of Transylvania
The Summary of The PhD Thesis
Key-words: Transylvania, tourist image, geographical and historical region, fiction and reality,
geoliterary destination, myths and legends, tourist imaginary, Dracula

CONTENT

PART | - THEORY (CHAPTER I-1X)
CHAPTER I. PROLEGOMENA: IDEAS, ARGUMENT, PREMISES, HYPOTHESES AND

SCIENTIFIC OBJECTIVE. .......uciuiiuiiiiiuiinniiuiiaiiiaiisiistiistississtsssssssssssssssssnssnsssan 1
0 R 1
1.2. Justification of the choices of the research topic. Relevance and originality.................. 1
1.2.1. MotivAtiONAl FESOTES.c.uuvnerinneiieeiieniiieiiieniiieriieerisesiaeesiacesasccsssesssessssenscsssacens 2
1.2.2. AVQUMENIATION .. .oouvviinniiiiiieiiininniiiseoteiastesssastsssssscsssssssssssssssssssssssssosnnsssons 3
1.3. ReSearch PremiSes.....coeveieiiiieriiinrntiiissiieisstesssnsresssssssssssssssessssossssssssssscssnsssss 4
1.4. ReSearch RYPOTHESES......ceevvureiineniiiinsieeisasessssstesssssssssssossssssossssssossssssssssssssnnes 4
1.5. ODJECHIVE IMfOrMATION. ....c.ucuuennniiniiniiiniieiieiieiietiieeiatiaeetassssssssssssssssnsssnssnsssnses 4
L1.5.1. General 0DJeCtiVe.......c.ecvviiuiiiiiiaiiiieiiiiiiesesessessssssosssscssssssssossssssssssssssnsessses 4
1.5.2. Objectives-questions of research and associated ACHVITIES..........ccoeveverveeesiieeseeesnn 4

CHAPTER Il. SCIENTIFICAL FRAMEWORK AND GENERAL
THEORETICAL/CONCEPTUAL

L)1 N I 8
2.1. Cultural-philosophical trends in science. Theoretical benchmarks............................. 8

2.1.1. Materialism and pOSt-materi@lism..........coeeueeeieiinineiereseiareeenscnnsessnsossessssnsesanns 8
2.1.2. Industrialism and postinduStrialiSm .............ccveviiiiieiiiinrniiiiniiieiiniiienresosesscsennnne 9
0 B TN Y 72 17 1 XY e 10

2.1.4. Ecology (geographical determiniSn)...........ccoevvueviineiieiieiniiiaiiesssiesssnscsssssnscnns 11
2.1.5. Colonialism and postcoOlORIQlISM ..............cccvuueiieiiinniiiniiieniiieiiiieiiieiineeiinecinnnn 11

2.1.6. Positivism, neopositivism, post-positivisSm, anti-positivism......c.cceeeveveeeeineeeeeriecnnon 12
2.1.7. SOCIALTREOFY . .ueeunneiiiinrniiiiniiiiiiniiiissntesesserssesssssssssosssssssssssssossssssssssssssnsssss 14
2.1.8. RelAUIVISI c.c.uuenneinnniiiniiiniiiiiiiieiiiitiiiiiiiieiitttinttisteetsttsstessssssscsssssssscsssenns 14
B R 1 |7 77 15
2.1.10. PragmatiSHi.......ccveeviiieeiiineeeeisssesessstessssstsssssssssesssssssssosssssssssssssssssssssssss 15

2.1.11. BERAVIOTISM «.veuuueenneiineiieeiiieeiieeiiieeiieeiieeieeessseesscesssssssssessssssssssssscssccnscns 16
2.1.12. Humanism and pOStRUMARISHL.......cccuviiinriiieiieiiineteiiiesiessissstsssstsssssssssnsssces 16
2.1.13. COSMOPOIIANISH «.auveeeneeiinnnniiisnieiiiseieiesssiessstossssssossssssossssssossssssssssssssasssss 17
2.1.14. CapitaliSM.......ccuuvieiiieiiiieiiieiiiieiiiiiiiiiiiiiiineeisteesstesstesssstosstessssnssssnssnnsns 18
0 B R 4 107 Y 7 19
2.1.16. Globalism/globaliz@tion................cevueinniiniiiiiiiiiiiiiiiiiiiiiiiiiiiiiiiieeinecneeneees 19
2.1.17. EnvironmentaliSm.........coveeiiineiieiiiieiiieiiieieiietiieteiiecieeeessecsssccssccssccsssccnnces 19
2.1.18. CONSUMEIISH .cuuevneiineiieriieiiiietiieeisseeisetiessessccssstcsssessssscssscsssssssscsssenssces 21



2.1.19. MEFCANLIIISHE «evveuenneneeereseeseoneeessessessssessssssssssssssssssssssssssssesssssssessssenssnsses 21

2.1.20. Structuralism and poStStructur@liSHi..........ocvvvveveiiiieiiieiisresisnsrosessesssssscssaseses 21
2.1.21. Managerialism/managerialiSm .. .........cooveeviiinroiiiiniiiiiisiiissnsseioissscensssssmamemns 24
2.1.22. Multicultur@liSmu..........coeuevinneiinuiinneiiniiiniiieiiientiieriieeeiseerieciaccsnsecsnccnnces 24

2.1.23. Modernism and poStmOAerniSm ...........ccoevvvveveiiiiniiiiiieiiissneerosisscsenssscssnscnnn 27
2.1.24. Constructivism and decOnSIUCHVISHL.......c.cvevvieiiiiiiiiiiiniiiaiiiiaiiisiiissisnscsnscnnn 29
2.1.25. INTEFPFEIVISHL.c.uuevnueiinriinriiieiiieiiiieiiitiiiteisteoisttestessssessssssssnssssssssssssnsoses 31
2.1.26. Other philosophical-scientific trends...........cveuvveviieiieiiiieiiieniierniiesinseesasnnnn 33
2.2. Scientific paradigms Of TNLETeESt......ccoevviiiieiiiiiieiiiieteiiiseieisssstsisssstsssssosesssscsnnses 35
2.2.1. Brief history, etymology, definitions...........ccoevvveereiiiiniiiiiieiiiisneiiisssesssssscsnssons 35
2.2.2. Physical Paradi@ms..........ccceevviiineiiieniiiiiniiiiinsiissnsissssssssssssscssssssssssscssnses 37

2.2.3. Nomothetic paradimisS.........c.ceveiiuneiiieiiineiiniiianiiiamerstosssssssstosssssssssssssnsonses 39
2.2.4. Paradigm of modern Culture................coevvevuiiieiiiiuiinniiiiiiniiiiiieiiiciarecnasennss 41

2.2.5. The holistic paradigm of NUMAaN €cology......cccuviiuinimeiiieiiiieiiariiierniseccnssesnnons 42
2.2.6. 45 The ecological paradigm reducing the reSOIUtiON. ..........ccovvviiiiriiineiiiiinneennns 45
2.2.7. Quantum-informational paradigm...............cc.evveiiniiiinieiaieiiaioisnissatsnscssnscsnces 45

2.2.8. Paradigms of image, perception nd SENSOFY........ceeevvuviiiiiniiiiinrerinsssssssscsenseses 46
2.2.9. The paradigMm Of COMMURICALION. ......c.c.eovueieieiiniieiniiriiasissnsonnssssasessnssnssssnsan 46

2.2.10. Postmodern paradi@m............ccoovvvveiiiiiieiiiinnniiiiniiiiiisieiistetcisstosssscrcssscnnes 47

2.2.11. The interdisciplinary, the multidisciplinarity and the

transdisciplinarity parQdi@mi...........c.oevvuviiininiiiiiiiiiiniiiissniesssstscsssssscsssscssssascssnses 48

2.2.11.1. DiSCIPIIIAFTLY «.ouueeeinnneiiinnieieinsiossssstosssssssssssssssomsssosssssssssssossssssssssssssses 49
2.2.11.2. InterdiSCIPIINAFILY . ...c..covuveiieiiieiiiieiiieiiiiiiieiiiiumiisteisstessscessssssssssssssscsnsens 50
2.2.11.3. Multidisciplinarity or multidisciplinarify...........cceceviveviiiiieiiiiiiniiiinrciisnnrennnns 51
2.2.11.4. TranSdisCiplINATILY.......cceuveiiiieriiiiiniiiinnsiiiiasetosssssssssssssssssssssamssssssssssnsans 52
2.2.12. Romanian paradigmatic CONtriDULIONS...veiieiieiiaiiiiernnteerseesencenseesnsescsnsssnsenss 54

CHAPTER I11. GEOGRAPHY AS A SCIENCE: THEORETICAL AND CONCEPTUAL

AND TERMINOLOGICAL FRAMEWORK AND BASIS......ccccovveiieiiiiiiiiiiiinneincnnnns 55
3.1. GeoZBraphy QS SCICNCE......cuvvviiiuriiiirniiiiiriiiiisisisssstsssssstsssssssssssssssssssssssssssnnes 55
3.1.1. Brief history, etymology, cOntext, trends...........coeeviiieriiiieiiiiinsoiesiosssscsssssscsnnes 55
3.1.2. Traditions / conceptions / currents and paradigms in geography............ccceevvevevennn 57
3.1.3. Paradigms of GE0ZTAPNY........cccuviiuiiiiniiieiiiieiiieiiiieiiiiiiineiinteisntosstsssssssssensns 64
3.1.4. The epistemology of geography as a science: status, benchmarks, definitions, object of
STUAY QN PUIPOSE..enennrniiieiniieinniiiiatettietntiessatersssestsssnsessssssssssonsssssassssssssssssnsons 72
3.1.5. Reference definitiOns.......oeveeveeeiiiieieiiinieissnsiessssssssssssssssscssssssssssssssssnssssnses 75
3.1.6. The 0bject Of STUAY ....cccviieiiiieieiiiieiiiiiseiiissnsiiisstessssstsssssstssssasssssssssssnssssnses 78
3.1.7. The purpose of SeOZrapRy......cccevevveriiiiieiiiinsnieresierosessesssssssssssssosssssssssnssssnes 79
3.1.8. Geography: present and fUtUTe..........covuviiiiieriiirniiiinriieiistessssstossssssssssscsensns 80
3.2. Areas and (sub) disciplines of Se0Zraphy..........cceevvveueiiiieiiiiiiniiiiiiniiiieiiiiinsiennnns 81
3.3. The system of theories, laws, principles, axioms and asSertions.............cceeveveveveeinnnn 83
3.4. An image of the taxonomy of current geography...........cceevevvveeieiiereierieeierinneiacnnn 90
3.5. Current geography: defining elements...........c.ceevevieiieieiiiiieiiiiieiieiieieiieieecnenecnns 92
3.5.1. Geography as a specific field of human knowledge..............c.coevvveiveiieiieiiieiiannnn 92
3.5.2. The contribution of geography to scientific progress and human knowledge............ 93
3.5.3. Geography: field and 0bject Of STUAY....ccuenniieiiieiiiiiiiiiiiiiiiiiiiiiiieieeeenaesnanes 94



3.6. Space - philosophical concept and dimension of observed reality.............c.ccoevuvenninnn 95

3.7. Space - an essential concept and object of study of geography. Perception of space....... 96
3.8. Geographic space, spatiality, territory, territoriality.......cccoeeeveeeiiiiieeieraeeeriecnsnecnn 97
3.8.1. GEOZrAPRIC AFEA.....ccuueeuneiiniiiniieeniiieiisetirseinsessssssassssssssssssssssssssssssssssssnssss 97
IR Y 1711 173 98
I B0 TR . 17 98
3.8.4. TerritOriQliLy....ccuceuveiiniiiniiiiniiieiiiieiiieiiiieeieeeointeistestssesscssssssnscssscssnscsnsoses 99
3.9. Inter-, multiple and multidisciplinary interfaces of geography.............cceevevenivevnenen 99
3.10. Postmodern paradigm in geography...........ccevevviiiiniiiiiieiiiinroiiiiissisisssossenssonns 100
3.10.1. Philosophy of Geography or Ge0SOPRY.......c.cevvveiiiiiiiiiirniiiiiiniiiisrssisnssesnsn 101
3.10.2. Mental geography or psychogeography............cceevveviiiiiniiiiiinnioiinrcnsnnsrosesnns 103
3.10.3. Imaginary SeO0ZraPRY.........cceeviueiinteiiniiintiiiaiiisttssstssssesssssssssnssssssssnsonnsons 106
3.10.4. Mythical GeOZraPRY.........ccuvviuiiiiriiniiiiiiieiieiaiiistisistissstsssssssssssssssssssnsons 107
3.10.5. S0cial GEOZGIaAPRY.......cuueviniiinniiiuiiieniiieiiieniiieiiesstierssassssstessassssssssssosssonns 108
3.10.6. Behavioral (behavioral) 8e0graphy...........coevvieiueiiiieiiiiiiriiiiissnsiiensesessnsesenss 109
3.11. Geographic terminology. Dimensions and specifiCations.............ccoeeeveveeeesvenenne. 110
3.12. The conceptual system Of SOZVAPNY........cceveviiieiiiinreiiisnriisisstersistossssosssnssons 116
3.12.1. Concepts (predominantly) of SE0ZraAPRY.......c.cevuiiieiiiiniiieiiiieiiiieiiiriiecirascnnss 117
3.12.2. Socio-economic concepts used in 2eOZrapRY.........cceeveeeeiierniieeiaiieiasersassnsescnns 126
CHAPTER IV. TOURISM GEOGRAPHY: THEORY AND CONCEPTS...........c.......... 129
4.1. Integrating tourism in the geographic SCIences SYSeMl.....cueevveriiirrnririssessnssosnssons 129
4.2. Tourism - multidimensional (ecOnomic) dOM@AIN. ..........cceveeeeieeieiieeiiaiieenaeeseensnnn 129
4.3. Brief History and DefinitiOns........c.covveeeiiiiiieneiiiiiisiiisssoteissscsssssssssscssssssssnnns 132
4.4. Structure of the tourism PHENOMENON. ........ccvvvieriiiiiaiiiinriiiisariiissaresessssesssonnns 135
4.5. Types and forms Of tOUFISHL.......uveiiueiiineiiiiiieiiisiariiisststiistssssssssssssssssssnssssnsns 138
4.5.1. TYPES Of TOUFISHL.«couuvnneiiiiniiieiiiieiiieiiiieiisetsssesascsstessssssstssssssssssssssssssssnssns 138
4.5.2. FOTrMS Of TOUFISHL.«c.uvvnniineiiniiinnniiniiinniiiaiiientiistiesstiesstassssssssassssscssasonnsons 140
4.5.3. Types and forms of tourism of special character, for the Romanian space............... 145
4.6. Tourist CIrCUIAtION. ......ccevineniiieiiieniiieiiiiiiiiiiieteiietiieteiietiseteisscisscssccsscensees 148
4.7. Tour operators and travel AQENLS.........coevvvveveiiiieiiiiiieieissnsisisstesssssssssssssssnssons 153
4.8. The impact Of tOUFISHL......cvviueiiinniiieineiiiessotiisstosssssssssssossssssossssssssonsssssssnsnsas 154
4.9. Tourism risk phenomena and ProCeSSeS.........ceuveveiiieiiieeiiieiiriiiisrsinsosarcessonsans 157
4.10. International and national legislation for tOUFISH ..........ccouveiieiiiaiiiieiinniiieiinennn 159
4.11. International and national non-governmental organizations................c.cveevvevenens 162
4.12. Taxonomy Of fuNdamental CORCEPLS.........ouvvueiiiiiinniiiiiiiaiietisassntsassnsssasnss 163
4.13. Genetic factors of the tourism pHENOMENON. ........ccvvviniiiiiiariiisssriisasessssssssnsssns 165
4.14. Geographical-historical landmarks.............cceeeneiieiieiiieiieiieiiiieineeneensesnscsonsen 169
4.15. Tourism in ROMANIA.....c..ceieneiineiieneiieiiienriieeiieerietiaeeeiacesssccssscsscessscesscnsen 174
4.16. Tourist resources. Characteristics and clasSifiCAtion.............oceveveviniieieiiernssnn 176
4.17. Structure of attractive resources in ROMANIA.......cc.eevvvieiiiiinriiiinneiiiiniiiisnenonnnn 178
4.18. Tourism infraStrUCIUTE......uvvevieriieiieiieeiierietieetieciesissesessseesssssscssssscssssssenanes 180
4.18.1. The bases of accommodation and public food..................cccuevieviiiiiiniiieninnnn. 181
4.18.2. Routes and means Of trANSPOTL.......c..eveiieiiieiierieeiieiieiiesieesesssecsessscsssssscnn 185
4.18.3. Amenities for recreation and health recoOVery..........cccevveeiiiieiiiiiiiiiiiseieininnnnns 187

4.18.4. Common services 189



4.19. Taxonomic vision in the geography of tOUFISHL.......cccevevveiiiiniiiiisaieissiosisnasonnns 189

4.19.1. ReqQioNaliZation of tOUFISHL.......ccceuiinniieiieiiiniiiiatiinteatenstsasessssassnssnsssnssnsens 190
4.19.2. Taxonomy of tourist territOrial UNILS.........ccvvevieiiniiiniiienieiesiesssssessnssssnsssnnes 190
4.19.3. Tourist settlements. Tourist resorts (recreational, climatic, balneoclimaterical, mixed)
................................................................................................................. 194
4.19.4. Cities With tOUTIST fUNCHIONS.......ccvuveiieiniieiiuiieieiineieiieieeiirietteciecacsessscncnees 196
4.20. The tourist regions Of ROMANIA.......c.ceueeieiineiieiieiiieiieiieeiieiieiinecieiecsesenecnennne 197
4.20.1. Depression of TranSyIVaARi@..........ceeevveeiiniiiiiiiniiiiniiietiieiiiiesieissenscsnnscensns 198
CHAPTER. V. REGIONAL GEOGRAPHY: THEORY AND CONCEPTS...........ccccuu.... 201
5.1, GeOZGraphic FEQION. ....c.cvvueeieiiiiniiieiiiieiiieetssetsnsssssssssssssssssssossssssssssssssssssssasss 201
5.2. The concept of region in ROMANIA...........ceeuueiiniiieniiiniiieiiiisiieesiiessinscssnsssnsonsns 205
5.2.1. CharacteristicS Of the reQiON.........ceuueiineiinniiiniiieniiiniiieniiiesiesstissssasessnscensons 207
5.2.2. FUNCLIONS Of the FEZIOMN . ....cccuuuiineiineiiieiiiniiiiiienieiaieisaiossisssstsssssnssssnsssnsons 207
5.2.3. ReZIONAL HIME......ueeiininniiinnieiiiiniiiiisiiissnsssssssssssssssssssssssssssssssssssnssssssnsssns 208
5.2.4. ReZIONAL SPACE.....cveiuniiiiiiuiiiiaruiiisareioissiossssstossssossssssossssssosssssssnssssssnsssssns 209
5.2.5. MeRTAL SPACE...c.ueveveneiiiiiuiiiinrntiisaresessaressssssesessessssssossssssossssssosssssssssnssssnns 212
5.2.5.1. Structure of the Romanian mental SPACE..........c.ceuvvvuivieiiiieiiiieiiieiireirnscnnsons 213
5.2.5.2. Provincial mental SPACES........cceevvneiiieiinneiinreiiiieisssisssssssessssssssssssssnssssnes 216
5.2.5.3. Transylvanian mental SPACE..........cceeveiiiieiiiinroiiiiriieiisiiiisnstesestosssnssosnnsn 217
5.2.5.4. Ethnographic mental SPACES........coeevveiiiieneiiiisieiiinsiessssstesssssssssssssssnssssnsns 218
5.2.5.5. Habitat Mental SPACE........coeeveiraiiieiiaiiiianeiessstetossssossssssossssssossssssssnssssnsns 219
5.2.5.6. Metropolitan mental SPACE..........coeevueiieneiiniiieniiieiiieniiieiinsiiecircistecssccncns 219
5.2.5.7. Dynamic categories Of MeNtal SPACES.......ccvvueiiiieiiiiaroiiiieiiissrsisissrcsssssscsnnnes 219
5.2.6. Delimitation of re@ions. LIMit (YPeS......cceeveviieeruiiiinriiiiesiiiisnsrsssisssosesssscsnssons 220
5.2.7. Criteria for delimiting geographic re@iONS..........ccevvveviiiiieiiiieroriiisrcissssrcennscnns 222
5.2.8. Typology of geographical regions...ceeeeeeeeieiieiiieiieeneeieeeneeerensesrensensenssonsanses 224
R 1 7 R A 7 7 1 229
5.2.10. Trinity of regional ge0graphy............cceeviieiiuiiiieiiiniiiioiiieiiisisecsnrcesnscnnces 230
5.2.11. Elements of regional tAXONOMY .......cvevveriiiiiamneiissrorsssstossssstssssssssssssossssssons 232
5.2.12. Regionalisation - globalization antithesis.....c.cceeveeiiiieiiiiiiiiiiaiieiiarieniiarennnn 233
5.2.13. The resilience of the geographical regiON...........cccvvvvuviiiiiriiiiinririnriiisinmcnennn 234
5.2.14. Specificity of the regional GpproacCH...............cceuvvieviiiniiieiiiiiniiiniiieiisnecenscnnn 235
CHAPTER VI. MARKETING AND COMMUNICATION IN TOURISM .....................236
6.1. Marketing - philosophy of promotion and sales...............ueeeeeieiieiiieinnereeseeensonnnn 236
6.6.1. Marketing interdiSCIDIINAFILY.......covuviiniiiiieiiisnimmisstosessstosssammesssssssssssssnnns 237
6.1.2. The concept of tourism MaArketing............eveueeeviiissieiinsimmesssssssssssssssmmecssssssosns 238
6.1.3. The objectives of touriSmM MarketiNg..o.eeeeeeeeerimecnreeenrereesmmeesensessnsessnsonsssssnsen 239
6.1.4. Specificity of tourism mMarketing...........ocoeueiieiiiiierriiisereisstesessstcsmescsssssscenn 239
6.1.5. Marketing and Promotion..........coevueeeiieiiiiiieiiimnsiessstcssssssomnsssssssssosssssmnnns 240
6.1.6. MArKeting tOO0IS.......cuevununnueineineeiieiiiieiieiieiieiieetuiseiseeeseisescamnsccsscsscsssons 240
6.1.7. National Tourism Marketing Plan for Romania (2011-2015)... ccccceuvveeninennnnnnnnnnnss 241
6.2. Communication and public relations in tOUFiSM .............cueeeveiiiieiiiieiinniineciinnenn 243
6.2.1. Communication in tourism. Actors involved.............cuueeeeveiieiieiiiiniiecinreennnnn 245

6.2.2. Forms of COMMUNICAtION IN LOUFISHI..cvennnnnnneiriiiiiiinnereeieiisrenssnsseeeeennsemmemcessnenss 240



6.2.3. External public relAtions............occueeeiiininiiiiniiimesinsiiisstesssameesssssssosnssssossanesses 257
6.2.4. Developing an advertiSing CAMPAIGN.........cvuruneiiriiriiinrerssescssssssossssssssnnennnsss 209

6.2.5. Media for tourism COMMUNICATION . ......c.ccouuviureeeeriiinrisisiommessestsssssssssmsmnsssssnnes 266
6.2.6. Components necessary for the development of promotional materials....................273
6.2.7. Supports and CHANRNEIS...........ccuuieeiieiiiiiieiiiiueriiisiiiisisrismnsiscsssssssnsssssnscnsnsl /0
6.2.8. Tourist SIGNAlING .......c..evuenuiineiineiiiiininiiieieeeieiaeimnesciatiscesasismescsssesscnsn 276
6.2.9. Tourist-ultimate recipient of COMMURICALION..............cuvveirireieiniiininniniiienninens 284

CHAPTER VII. IMAGE VERSUS TOURIST IMAGE:

THEORETICAL APPROACH TO SOME MULTIDIMENSIONAL CONCEPTS............ 286
WA R {7 286
7.1.1. Image - a ""fashionable’™ CONCEPL....cccevvuiininiiniieiiniiiiuiinerniiesiateesumessnsesssases 286
7.1.2. Philosophical perspective on the concept of image............ccueeeevieieiieiininnnssnnnennn 287
7.2 VISUAL TMIAZE. «c.uueenneinnnnnniiniininiintiiineiiatiistttistmmessesssssssssssmsssssssssssosssmmssems 288
7.3. The Mental iIMAZE......c.uveueineeinieinieiiniinunssestssessassssmissssssssssssssmesssasssssasss sineee 209
7.4. Epistemology of the iMaGe........ccueevuieiiiinieiiiiniiimnneioisstesosssmmmsssssosssssssssmessssnas 289
7.5. Psychological perspective on the concept 0f image..........cccuueeiinviiiiinieiianiesssnasonnn 290
7.5.1. PerceplionaliSti.........c.oeuuieeineeiiniiiareimnneisteesstessssonmesssssssssssssssmmnssssssssssssnsos 290
7.5.2. Perception and kROWIEdge............cvuueeneiiieiiieiiuneeieiinieiinissunscsstosssonsssmmmns 290
7.5.3. PErCEePLiON = K@Y HOUOM. ...c..evnineineeeeineneinetsiammnsesssnsessnsonmmmssnsssssnssssnssnmsssnses 290
7.5.4. FURCLIONS Of PEFCEPLION....ucceuneseinnneiiisaneieissismmssssossssssssssmmesssssssssssssssssesssssnsdI]
7.5.5. The product of perception............eceueeeeviiiiesiiiimmmesssssiossssessmssstossssossssssmsssen 292
7.5.6. Typology Of PErCePONS.......c..cveuueiieiiieniiiaiiiieiieiiieeiisciameessscssscessonssmnennesld2
7.6. IMagology - the SCIenCe Of IMAGE.......c.ouuinineiniieiiniieiniineseenseasentessnmmessnsesssnsnsn 293
7.6.1. Imaging mechanisms of image fOrmation............oeeeeeieeiiieenniiinuneiinseecssnsesonnns 293
7.6.2. Otherness, the image Of the Other.......c.c.viueiieiiiiiiiiiiiieiniieeinineensnmncnnnnennn 294
7.7. The iMAGINATY CONCEPL....c.ueinneinnmnieiiietiiietieimmnnsiiaretstosssmmnssssssssssssssmmssssssons 294
7.7.1. IMaginabilitAtea. ...........c.ueeeueiinniiiniiioiiieiiieiiiieiiumeissssiatessssomenssssscssnsces 295
7.7.2. The anthropology of the imMage...........c.euuveeiiiieiiniiiiiminiiietiiiiniiiamnestinsssinscens 296
7.7.3. The anthropology of the imaginary.. . 2 |

7.8. Theoretical benchmarks of approachmg the concept of tourtst IMAZE...ceuneiinnninnnnnnnn 297
7.9. The image - expression of the perception of the geographical space.................cueeeeee.297
7.9.1. Perception of geographical space and territorial reality................uuvevvvvrvvvssernssneensnn 297

7.9.2. Paradigm conceived image - lived image - perceived image.............ceeveeeiveeenes. 298
700, TOUFIST IMAZE...ueveuueiiinuneiiariiiesnriiiammessssssesissssosmsssssssssssssssssmmssssssssssssssssme 300
7.10. 1. TOUNISE PEFCEPTION . ...c.ueineinnimneinsistnsesimmsensonsonssossommssssssssossonsoamsnsssnssnns 300
7.10.2. Sequentiality of tOUFiSt PEFCEPUON.........ccouviieieiiniiiinnniiisuieicssssssosnsssssssnsessssssaneI 0]
7.10.3. TE tOUFISt MELA-THIAZE. «.c.ueneeneiniiieriieeiieiieteieimeeessesssssssssmessssssssssnssssmesssesnns 301
7.10.4. Identity and image - an organic relationship ................................................... 301
7.11. Destination image.. cereenn PR, 1 / /2
7.11.1. Formation and nature of the tourtst IMAZC...uviiinriiinrmnisnsieistessmessssssosncnscons 302
7.11.2. The tourist image in the specialized literature...............eeeevievineinonnniininnnnnnnnn. 303
7.11.3. Radiography of International Literature...............u.eeveeiineiiimniinreinrecinresnnnnn 303
7.12. Radiography of the native specialty literature with geographical specificity.............. 310
7.12.1. Creating and exploiting the image of a tourist destination. Geographical perspective

..................................................................................................................... 311



7.12.2. Consecrated tourist destinations in Romania.. BT i

7.12.3. Elements of motivation for choosing a tourist destmatlon .................................. 316
7.12.4. Creating a brand of tourist destination. Items used.. R ¥ £/
7.12.5. Construction of the identification image of a tourist destmatwn brand ................. 322
7.12.6. Landscape, decoration, place, site and location - tourist image vectors.................. 324
7.12.7. From the image to the tourist arrangement........... SRR, 7.1 /1
7.13. Representations and values of the tourist area. The geographlcal perspectlve on the
LOUFIST IMLAZE...uveunrinniiueeineeieteiinteismmnestsesstssssssrimnsssossssssstossmmmessssssssssssssmmesnsssssnns 328
W T B B R 1 RN 328
7.13.2. Production of real and imaginary tourist space.. SRR, 577, )
7.13.3. The tourist product - set of arrangements, images and symbols ST % ¥ |
7.14. The destination image from a marketing and branding perspecttve ........................ 334
7.15. Branding and tourism Branding...............eveeiinniiiniiiiniiniiiiiiiiiiiiimeiiiaticiaion 336
7.15.1. The principles of Dranding............c.eeeeeiineiiiieiimiinieienieieiiimmescsssssensesnsm 337
7.15.2. Brand and registered trademark...cceeeeeereiimeeeretseessessmmsssssssssssssnsmmssnssonsonns 337
7.15.3. The cycle of the tourism product............ceeeeeeveiiiiniiiiinnneiissescssssssuncsesssscsnes 339
7.15.4. Design and marketing of the tourism product............ceeuevvivieiiiiininninssoissnsenn 340
7.15.5. TOUFISH DPOMIOTION. «c...uevinnniiiniiineiiinsntiiiummeeiessstoissssssmastossssssosssssmmsssssssse 340
7.16. Difficulties in perceiving the touriSm phenOMEeNON............coueereviieieieinonmnsensnn 341
CHAPTER. VIII. HOLISTIC APPROACH TOURISM IMAGE............cccccevvueiiuinnnnn. 343
8.1. The multidisciplinary approach.........coeeeveeniiiiniieiiniiiinsaiisnnsimesssssossssossssnsssns 343
8.2. Philosophical and epistemological approach.........ceeeeveiiiieiieniiieiniierniiancnmnnane 343
8.3. Psychological approaCH.............c...ueiiinnuiiiiniiiiiiniiiiioimmnesssciessstcsssmesonnsscsanses 344
8.4. Sociological and Social APPrOACH. ...........uovviinnuneinneiiiieiiiiiieiiiiiumeissisisessiononnns 347
8.5. The (multi) cultural APPrOACH. ... ..uueeeeeneneiiianniiineiiiiiniiiiiriiinusreiessesssssssensen 348
8.6. Geographical APPIOACH.............ccovuiiuinuiiniiieiiniinniiiiiinisiiaiisttistismssimnssesssses 349
8.7. Cartographic APPIOACH. ..........c.covueiiiuiinueiiieiiniiiiniiiniimetttstestsstotsmmesimnessenscnns 349
8.8. Geosophical and geotheological approACH. ..............cccuvevnvmnneiieiiiiiiiniiiinimnerennn 350
8.9. Anthropological APPIOACH. .........c...uueinniiiinsiiiiiiiniiiieniiiiimesietessstssesmmsommesonnns 350
8.10. Imagological APPIOACH. ........c.cuueneiiinnniiinsiiiiiiieiiisnniminmesissiotssssssmsssmmnensessnes 351
8.10.1. The "lexical family" Of the iMAZE.....cceeneiiiinnniiiioeiiiieiiiiiiniiiiinmmsssssososnnsons 351
8. 10.1. 1. MACFOTMAZE. «aceeeeennrinnniininiiumiineiinseiissiariotammmesssssssosssssssssommesssssssssssssssses 351
8.10.1.2. Microimage (SUDIMIAZES) «.cueueenrieinniiiiuniimeeniiessniessntnssnmnssessnsossnsssssnssnmns 352
8.10.1.3. AULOIMIAZE. «eueeveennneiiiiinniiiinneiineseiiisstisiesmmmmessstsssstsssssrssssmnsstossssssssssssses 352
8.10.1.4. HEterOIMAGE. ..uueeeuuneeiinesiiinarinnnessrossssssossnssomussossssssssssssessosssssssssssssssssns 352
8.10.1.5. PalOOIMAGE...ueeeenneiiiiinniiiiiumneiieieiiinsioionsssmmsssssssssssssssmosssnsssssssssssssssses 352
8.10.1.6. Pre-image and POSI-THIAZe. .cueueeneietieineeeimmnseasesnsensonsomnsomnsonssnsonssnnsansonss 352
8.11. Perceptua@l APPIOACH..........cvvunnnniiiinnoiiiieiiiiiisiiiiansimmstessesstotessmmsssmmesessssssoses 353
8.12. The affective APPFrOACH. ........c.c...ovviueeiinsiiiiiiaiiiisnomminsetcisstosessstsmsrsmnssssosnes 354
8.12.1. ENdogenous PerCePtiON ... coveeeiiiiineiiniiommeeinstssiessissansssmmnsssssssssssssnss sosmesssssas 356
8.12.2. EXOGENOUS PEFCOPHON . ..uueeeeeneniineiineniiieinseiiaseissoomesomesssssssssssssssssssmasenssons 357
8.12.3. Stereotypes ANd CliCRES.........cvueinuiineniiuiiineiiiiiiitiiiiiineiiieiiiietisscitcssnscnnns 358
8.12.4. EXOPEICEPION . «uceueueenniinnniinoniieiineiinniiiaeiianecumessstessstssssssosmmnscssscsssssnssones 359
8.12.5. Representation AN iMAZE......ccueveeeiiiieiiiinneiiissssiiisstosiessmmmesssstossssossssssssnnes 360
8.13. Landscape approach...........ccouueviinnoniiiieiiiiiisiiiinsimmmstssssssssssssmmsssmmessssssssosas 362



8.14. The synesthetic approach and the pentasensorialism of the tourist image.................363

8.15. Literary APPrOACH. ... ..coeuviiiiiniiiiimnieiissetiirarissessmmmmessssessssssssssssmmssssossssssssnns 364
8.16. Geocritical APPIOACH..........uvineiiiiuiineneiieiiiiiiinieianeisniststssssssssstsssssnsssnnsssnsns 364
8.17. The SEMIOtiC APPIOACH . ...uc.cccnneeiiiieiniiieiiiieiiiiiistiinmmiesstosssassstssssmmnenssssnes 365
8.18. The approach from the perspective of the imaAZINAYY........eeeeiiineiiiiiiioeiiriiinnnenns 366
8.18.1. The geographical iMAZINATY.....c.eeeueineineeiieiiierieiieiieetieretessecsessecssssseescens 366
8.18.2. The hisStorical iMAGINATY ...u.e.eeeieeieiiiemeriiirieiierieteierierisecsessscsessseessnsnnne 368
8.18.3. The political iMAGINATY......cc.ueeneiiiinininemmeiiieiiiieiirieinmmmnstestssssssscsnssommsonsses 368
8.18.4. The literary iMAZGINATY . ...c.eveiieeeiiiieiniiineeeiessstetsstosiossmmmsssssssssssssossessmssnsssns 368
8.18.5. The religious iMAZINATY .. .u.c.ueeeiieiiieiiniiieeeeaieeteseaseumesomesnsssssnsossnsosssnmnssnes 369
8.18.6. The SOCIAl IMAGINATY «cuueveneiniiiinnniniioeriiiatisessssessessmssessosssessssssssssmssssssnns 369
8.18.7. The Tourist IMAZINATY....eeeeeiiieiiiioniniiieineeiteiintiiantismeeesssssssnssssnssmmssssons 369
8.19 Proxemic and Proxetic APPrOACH........c.c.covviiieiiiiuieiiiiinniiinmmesumnesteessssssssnsces 370
8.20 Mythical and legendary appro@ch..................couuvvuuiiinniiiniiieniininmmeieieseesssensnn 370
8.21. The toponymic APPrOACH. ........cc..ueviiiuiiiiniiiiiieiiissnsmmessmmsssssssssssssosossmssnsses 372

8.22. The leadership pPro@CH. .........cc.ovviuuiiiiuiiiiiieiiisnnimmensnsssssssssssssssssmmsensens 373

8.23. COMMUNICALION APPIOACH. .« uceecneeniiiniininininniitiniintiatinatimissstsassntsnsssssssmonsssn 373

8.24. The commercial, mercantilist, cOnSumerist ApProaAch...........c.covuueeieinrsereeinreensnnnn 375
8.25. The eCONOMIC APPIOACH .. ucc.eceneniinniinetiinieinteiinriiattistsmetssstssssssassnessmassnssons 375
8.26. Marketing APPrOACH..........covvvineiiiiiniiiineniiiitiiiiiiiimmnestcsesssscssssmssmunscssssssonns 376
8.27. Branding ApproQch............c.covveiiiiiuiiiiiiieiiiietotimusimsisstossssstsssmssimmnsssssssnssons 379
8.28. The advertiSing APPrOACH...........cvvueiiiiniiiinineiiisstrtsinmmstmmessssssssssssssosssmossssnes 383

8.29. Competitive APProACH. ...........ccevvuneiiniiiniiiiiiieniiiemeiuiietitsstietstsaessmesssesses 383

8.30. NOMINAL APPFOACH. «.cceeeaeneineiniiniiniiieaeetieentesstumsomesnsesssssssssssmssnmmnsssssnssssnes 384

8.31. Chromatic APPIrOACH. ... ..cc.uuueiiinniiiiuiiiiiintiiintiiiismmmnnsstesssscssssnsomnsssssnssnns 384

8.32. The (geo)political and ideological approaCh. .............cceneuiivvsineiiiiiniiiinieiinncnnn 385
8.33. The Diplomatic APPrOACH............ccouviiuiiiiuiiieiiiieiiietiiniiueetetotssissssnsscssssssms 387
8.34. The poStmodern APPrOACH. ...........ccuviiuieiniiieiiiieiiieiineimetssscsstoesssnssonessn 388

8.34.1. PoStmodern tOUFISI tHEOTY ... .eeveeiiieiiuiiiuinieteiiaiiisttiietsestossssssssnssssnssnns 388
8.34.2. The tourist image from a postmodern perspective. Theoretical and conceptual basis.389
8.35. Structuralist and poststructuralist APPrOACH. ..........ccevvvneinineinneiiireiinieinionsasonees 389

8.36. The typological-technological approach................ccoueeuineiiiianiiiiiainarinessacences 390
8.37. The heraldic ApPrOACH. ..........c..uovnueiiiiiiniiieniiieiiianiiimiiisstssstssssmecnnsssnsonns 390
8.38. The philatelic APPIOACH. ..........ccuueinnninnniiiiiiieiiiiiiniinniimeiiisttssstsasoesomesenssons 393
8.39. Iconographic and photographic pproacCHh. ... ..........cc.oeeevimeeiiieriiieiiiesesnmmnsenns 393

8.40. The ethical APPIOACH............uviiiniiiiiiuieiiainiiiiaieiimeiommesstossssssssssmosssmesssssssssns 394

8.41. AXI0loZiCAl APPIOACH . «.ccue.c.nnuneiiinnnniiinoniiiiniiiiissiiismmmisssosssssnssosssommenssossnns 394
8.42. The FOIKIOre Appro@ch.. ... ....cuoeneinieininiieiinniiniinionaimmmsnstsnssenssnsomsssmmessssnsens 394
8.42.1. The port, the games and the pOPULAT SONG ........ccvneiiininiiimnriiiiioriiinrisesnsmmennn 395
8.42.2. From imaginary folklore to vampiric imaginary..........coceeveviieiineiinnsrcesnscscnnns 395
8.43. The educational APPYOACH............couuueviiinnuiiiiiirniiiiriiiiiammiisnstisisscessnssomss 395
8.44. Identity, story, myth and [eGeNnd................ccuviiruinnieiiiieiiieiiiiminieieiiienieiaiennnenn 395

PART Il - METHOD (CHAPTER IX)
CHAPTER IX. METHODOLOGICAL SYSTEM USED IN CONDUCTING AND
ELABORATION OF THE RESEARCH . ciictiiiiiiiiiiiiiiiiiiiiiiiiiieici e s eneenenennes 398



9.1. Methodology and scientific method: etymology, definition and content........c.cc.cceeeeneen. 398

9.2. Methodological principles and methods of research in geography.....ccceeeeeeiieeinnnen. 401
9.2.1. MethodologiCal PrinCiPIES. . seeeeeiierneroeermmeteesnteeesesnssssnmmnssnssessnsessssenssnmsnssns 401
9.2.2. Principles of geographical reSEarch. .. ceeeeeeeeeiieiiiimneeerieecnteesrumnesnmmnsensonsesones 402
9.2.3. Research Methods iN GEOGraPhY ..ceieeeteeiiereinerumeeenteetensrensesnmmmesnsessnsensosonns 403
0.2.4. RESEAICN teCNNIGUES. ceeee et titititintiiesettenrenssonmensmmesansansesnssnsensssmessnssnssnes 408
0.2.5. MEaNS OF FESEAICH . . eetuttititiitieiiiieimeteetattettetninesnesssasenssssenssmsnmssnsonssossnss 411
9.3. The geography of tourism in Romania: the evolution and trends of research and higher

0 18 7= 11 o o 1R PPN 411
9.3.1. The beginning of the research Phase. ... cceeeeieiieiniinieeeeiieierermermecensescnnes 412
0.3.2. THE INtEIWAT STA0E. teceereeenrerrnereransmmeseeensesesnsessssemmessnsssssnsessssmessmesnssssansnssnne 412
0.3.3. CONtEMPOIANY ST e ueeeeteereaeseeensonnsmmensosassossssnssesnsmensssssnsssnsossnsosssensssssnsssnns 413
9.4. The specific research Method0l0gY . e eeeeeereeeerereereeeeeeeeeeeeeecereesommescesssscnsennes 415
9.4.1. Structure of the methodological apParatus......cceeeeereereenrenremrerencenncencencencesnecennasdl?
0.4.2. Te reSearCh STA0ES .« eecetreteeerieriersrermmesssosssssssssssmossmmsssssssssssssssmsssmsnsssssssssnss 417
9.4.3. Qualitative methodology versus quantitative methodology....cccceeeiieiiniieeiinnneenee. 418
9.4.3.1. Methodology of qualitative reSEarCh ... i iieiieiieiniieesteatiettiatinmsemmmnsseassnson 418
9.4.3.2. NONSPECIfiC MEtNOUOIOQY . uuereeneenneereereenrmmsrenseensensennsonsssnmenssensansensannsnneennss 419
9.5. Planning of activities. Gantt diagram ... .ceeeeereereererermrreeceeasencenncoeanmenssesasansnnes 423
9.6. Tested models USed iN reSEAICN . e veireiiiiiieiriieinteteneenieateteeesmmesessnsessasensomsnsons 425
9.7. DiagnosiS DY SWOT ANaAlYSiS..uieeerereteereettramenrmmeessseassssssssmssssesssssssssssssssnsssmaenss 427
9.8. Opinion polls, sampling criteria and questioning teCNNIQUES . uueeeteeieretieiiememmeecencnne 428
0.0, INTEIVIBWS. ¢ et tneurnrnerntunerummnesasesssssesssssassmmssssssnssssssssssssssassssssssssnsssssssssssssss 430

PART I11 - STUDY (X-XX)
CHAPTER X. THE COUNTRY BRAND VERSUS ROMANIA’S TOURIST IMAGE....431
10.1. Country brand image - retrospective and predictive analysiS...c.eeeeeernreererensnnnnn. 431

O 1o o o T ES] (0] VPPN 435
10.1.2. Branding ROManNia as @ CASe StUAY .uueeeeeeereeeeeermeremmsceseasensecnseessmsonsscnssnsons 436
10.1.3. Negative country ""brand™ - ROMa / GYPSIES.cceeeereeerencersemmernesnsescasesansonsssonnnest39
10.2. The tourist brand of Romania (COUNLIY) tuuieeeerreiierieiiereemmmssessssssssssssmsssnmesnssns 441
10.2.1. The image of a country Versus itS IdeNtity..c.ceeeereerereremnernecnessescsssssnsonneensonn 442
10.2.2. THBNEITY e ueeeeeenternrenrenreenrmmeeannsensansesnsmasnsmessasessesssesssssssmmsssssssssssnssnsnsnsmsnssnns 443
10.2.3. The importance of the COUNtry Brand..c.eeeeeeeereireiireinereeeeeeeeeenecensmmescscnses 444
10.2.4. The influence of mass products on the countries’ perception..............c.c.eevevennne.. 446
10.2.5. CoUNLrY Drand EQUITY . cueeeeeeeeeneeneittenmmmesesesesssassssesssmmssssssssssssssssnssssmssssossons 446
10.2.6. Country brand ManagemMeNnt. ... ceeeeeeeeeteetoetomesassnsonsssnsonsssnmssssssssssssssnsssssns 446
10.2.7. Tools for promoting the Drand.....ceeeeeeiiiiiiiiiiiieiiieiineeenimerommenssenssnsennsonss 446
10.2.8. Brand SIratBgY .. ceeeeeeaceseesentoensomsssnsessnsonssssnsssmmssssssnsssssnsssssssmmsssssssssssssnssns 447
10.2.9. The role of country brand audit.....eeeeeeeeeeeeiieeemmeeteessaressesennsommmssessnsessossnns 449
10.2.10. The role of culture in promoting the image of the country......c.cccceveveiiieernnee... 449
10.2.11. The country brand and the spirit of the People. . eeeiiiiiiiiiiiiiiiiiriieiiiereiinnnns 450
10.3. Realization of the country brand of Romania. Brief history of the trials and

10 ] TP 452
10.3.1. 1995. Eternal and fascinating ROMaANI@..ceeeeeieetenerenrenrmmensesesasnssssnnsosmasesonse 452
10.3.2. 2000. Made iN ROMANIA.cceturetnrnirieinemmmsessesesasnsssssnmmsssssssssassssssssssmesssses 453



10.3.3. 2004. Romania, always SUIPIISING..eeeeeereesensesnmmasomesensonsonnsesssmassmmesssssssssssses 453

10.3.4. 2005. Branding ROMANIA. . ceeeeeeeeeeeeeneeermmeseesessssessnsnonsmmnssnsssnssnssnsosssnannns 454
10.3.5. Romania-Fabulospirit CamMpPaIgN. ... ceeeeieeererermeromessesessonsessnsesnsmmesnsessassnsoses 454
10.3.6. 2007. Sectorial campaigns with implications for touriSM......eeeveeerieeneiineneeesa455
10.3.7.2009. Romania - The Land of ChOICE .. tverereiniieiuieiumerniiinrierasimeemeseenenenn 456
10.3. 8. 2010-2012. The tourist brand of ROMaNIA..ceeeeeiieiiieiiiiieneneeierniiasnrsnesnmnens 457
10.3.8.1. The stages of creating and implementing the Romanian tourism brand...............457
OTRC IR o7 = 10 | 51T o 464
10.3.8.3. Dacian Wolf/Aragon. . ceeeieeeeiiiiaeenmeieteeeeacersesenssmmmenssssssnsessnssssssnnessones 466
10.4. Country brand versus Nation Brand......ccceeeeeeieeciernmeereereecereescneenmmmesnsescsncess 468

CHAPTER XI. TRANSILVANIA - HISTORICAL-GEOGRAPHICAL CONSIDERATIONS
RELATED TO THE TOURIST IMAGE OF THE REGION........469

11.1. A brief tourist history of TransplVani@.............c.ceeevieniinneeiiineiiniiiimniemeciennes 469
11.2. General geographical CONSIAEratiOnS...........ccevviiureiinsieiieiinieiinnsmmessmmesessssosanns 476
11.2.1. CArpatRi@n SPACE. ... ueeinienininneiinsisssssnssesammossmmsssssssssossssssmsssmmessssssnsssas 477
11.2. 2. Other geographicC-physical CRAracteriStiCS. ........cooevveiierenemmnenssonsensonsennsonsonses 484
11.2.3. GeographiC-Auman CRAFACIEFISTICS .. uueuueenneeneeneeereerreneeeeeseseesassmensmmnssnsssnsenses 485
11.3. The geographical-historical region of Transylvania. Definition...................cc...... 488
T1.3.1. ELYHOIOZY e uveeeeennriiniiniieinmnminretinssratssstiosmmmessssssssssssssmossumsssssssssssssssssssams 489
11.3.2. Transylvania - spatial location and deliMitation...................cveevueeeiiieiiarienenanns 489
11.3.2. 1. The spatial definition of TransyIVaRi@...........cccevveneiiineeiiieeroioiseiosesmmsensses 490
11.3.2.2. NATUFAL TIMTES o e uuevnnneinniinnninneiiininiiieiiiieiiiieeiumieistetsstctstesssasmmmescsssssssssnsss 490
11.3.2.3. Administrative OrganiZAtION ... ..cvveeineiieieiiuiiieeeiieeiseeeiaeioeessscsssscsscesssns 491
11.3.2.4. Salaj as interregioNal COUNLY ....c..ueeiiiineiiinnimisiiisissieisstessmnesesessssssssscoes 491
11.3.3. Geographic landsScape............ccoevvvuuneiiiiiiinnniiiiniiiiieiimmssieesisstssssscsssnsscnnn 492
11.3.3.1. Natural IandScape..............couvviuueiuneiiieiiieiiiieinnmmmnccisieoisnicssrossssnssenscnns 493
11.3.3.2. The cultural landscape.................covuueueiieiiieiiiioiinsimmieiessisscssscsssscessons 493
11.4. The geographical-historical region Transylvania in postmodern vision.................498
11.4.1. Postmodern geographical VISION..........c.coveviuiiiininmnsiesiniosatssiansssmmnssssssssssascnns 499
11.4.2. Transylvania - region of design and affective identity............c.ceeeveeenennnessesennnd99
T1.4.2.1. TOPOSiliQ..auuevenneiiiiinnininiinnesenreisassiessassssmnsscsssssssssssossssmansssssssssssssssssnses 500
W0 A 1) 11 1]/ 500
11.4.2.3. TOPOINAITTEreNCe - traANSIt SPACE..coeeeeneenineinninininsiiernrieerassinesamnssassssssnsn 500
11.4.3. The overall geographical and historical image of the Transylvania’s counties.........500
11.5. GEOZraPRIC IMAQE. «auueeeuneeniinninneiinsstssetinsetssssnsnmmsssosassssasossseossmmssssssssssnsse 501
T1.5.1. SALAJ COURLY.cveenereiiinniiiiiueiiisnstossssesssssmmesmmsssssssssssssssssessmmssssssssssssossssss 501
T11.5.2. Cltj COURNLY.cuueeneiinneiiniiiiuiiiaiineintiietiiistianstimiessseesssesssessssssssssssssssssscnssns 502
11.5.3. Bistrita-INASAUA COUNLY .. .uu.eenenneerneinninrinineieietisimnmmnssessssssasssssasssnssasns 503
T1.5.4. MUFES COURNLY «uueeevnnereiiinniiiinnmmmnensssesesssssasssssnssssssssssesssmsosmsessssssssssssssens 504
11.5.5. Har@Rit@ COURLY ..uueeeueeriiiiniiiiinemmmenssstiisstesstamesmnsssosssssssssssssssssssssssssssnses 505
11.5.6. COVASNA COUNLY.ccueenerineiinriiiumeinmneisteistsesstiamssmiessscssstessssssssmmesssscssssnsees 506
Y A 1 L ) 507
T1.5. 8. SiDith COUNLY.uuueevonneinniiiiniiinnmmieiietiiittintieismmsttsssttsssssssesssmmstesssscsssscnsses 509
11.5.9. Hunedoara COURLY..........ooveeviiiiniiiisnsieiisteioissmmesmescssssssssssssmmossamssssssssssns 510
T1.5.10. AIDA COUNLY .«.uuuevveiiinriiininmmiueresessesessssssmsssmmssssssssssssssssssssmmsssssssssssssssses 511



11.6. HiStOTICAl IMAZE..uveeeeeeinneiiinnnieiiueroiissesessssisnsssmmesssssssssssssssssssmmsssssssssssssssn 513

11.6.1. Salaj County - hiStorical preSEeNLALION. ..........oevvueeiisneroinnerssessssssesssmossnssossssons 513
11.6.2. Cluj County - hiStorical preSeRtALtION. ..........covveeiureeiurmensessssessnsosmnsonmesssnsssonns 514
11.6.3. Bistrita-Nasaud County - historical preSentation................ceevueevunneieeiarernennnn 515
11.6.4. Mures County - SNOIT NISIONY..uueneninininiiiniiiiiininiiiiiiirr e e 516
11.6.5. Harghita COUNLY - SAOFE RISTOTY..uueneininneininirueininneniieeiassesasnssmmnssssasesssssnns 517
11.6.6. Covasna COUNLY - SAOFE RISTOFY....ue.ueeieiiniinniniiuiiieiieiiatiieiiaetimmesstssessenssnsnn 518
11.6. 7. Brasov County - SROTt RiSIOTY.....e.ueineineeieinieiieiieiieiiieiieiiiiimneciecistcsececen 519
11.6. 8. SIDIU COUNLY - SAOFE RISTOFY.c.cveeneineneiiainineninnsensessnsenssssnsommesssessssnsossonsesonns 520
11. 6. 9. Hunedoara COUNLY - SAOFE HISTOFY...uceeeeuenniieiiieiinmnneneensessnsensmsnsmmsnsssssnsans 520
11.6. 10. AlDA COUNLY = SAOFE RISLOTY ..auevueenineiineniiarmeeeensaesensessnsensseesnsoscnssssansessnes 522
CHAPTER XII. HOLISTIC AND FUNCTIONAL IMAGE OF THE TOURIST BRAND
TRANSILVANIA .cc.coiuuiniiuiiiniiaiietiiuieiestiscistissmecieesssssesssssisssmmesssssssesssssssne 523
12.1. Conceptual scheme of the doctoral tResiS............vuveeeeneiviiiniiiiiininninsisessnsisnsnsmn 524
12.2. The Transylvania Brand.............cceeeeeiniiiiaiinninmeiosessssessanscssssssscssssssnssssens i 524
12.3. Transylvania - Romania's tourism Brand...............ceeeeeiieiieinneinneseenessnsonseonsmnn 525
12.4. Transylvania - regional tourism brand.. . S, 71
12.4.1. "Babes-Bolyai" University as a regtonal brand 0f T ransylvama SR ¥4
12.4.2. Interview on the tourist image of Transylvania with the rector of "Babe;; Bolyai**
University and the president of the Romanian Academy..............ceeeveiiiveiiinnoinnesnionnn 528
12.4.3. The EXIMTUR brand.. ..532
12.4.4. Interview on the tourist |mage of Transylvanla W|th Mrs Lu0|a Morarlu founder of
the travel company EXIMTUR..........ccccuueieeeniiiiniiiiiiammeiisnstctesssisssmmnssssssssssssessssssens 534
12.5. TIFF Brand - Transilvania International Film Festival............c.coeeeeueeeiieiniensnnnn 537
12.6. Untold Drand..............uuueeenneiineiiiuiiiuiiieneiineeiieiiieetistesscesescommssscsssssssenns 538
12.6.1. Transylvania-Untold tourist CONNECHION ............c.ceeveeeeeeeeeeessesrmmnscnscescssensonn 540
12.6.2. The impact of the Untold festival on the tourist image of Cluj and Transylvania - case

R 7 N 941
12.7. Transylvania as Tourist MicrodeStinAtION ...........ccceveeeeieeriiinnieiioesisnssssssssecsonn 544
12.8. The holistic image of Transylvani@............eceuneveiineiiiiiueiinsssesissssessscsmmnssscsonns 545
12.9. The holistic image of the counties - the heraldic element................uceveeeeniiiiininn 546
12.9.1. The image of SAlaj COUNLY .......c..ceuuvinseiinnniiieiiieiineinneeiateisnarmmetosstsessssamcnns 546
12.9.2. The image of Cluj COURLY......ueuiuveinseiiniiinreimeiinescsstetsstomstmmetsssssssssssnsnses 547
12.9.3. The image of BiStrif@ COUNLY........euuuenrinneieieeieiimmniiincseietasiscmenmmmensssssacnsan 547
12.9.4. The image of MUTes COUNLY.....cevueiueeiuneineiaeeieeiamisrmmssisssasessmesmmessssssssssssses 548
12.9.5. The image of HargRita COURNLY.........cceeuuneiineiiiiiasiisiniesesssscsssansosunssssssssones 548
12.9.6. Image of Covasna COURNLY........ceverueiinesrareresssronsstimnssessossssstesssmmssssssssssssssosss 548
12.9.7. The image of Brasoy COUNLY.........cueiueeieeineieineimeismuecsesscistasiessmmsscassscsssssn 549
12.9.8. The image of Sibitt COUNLY........c.ceuieiireieeiaieeeiemnssemmnsessnsesssnmonmmmesnssssnssssnsns 550
12.9.9. The image of Hunedoara COURLY..........c.eeeuueeiereiiniiiniieiammnensssessssssmsnsmmnsnsssnsss 551
12.09.10. The image of AIDA COURLY .......ueunuiiuieineiineiiimniimeinreisnteistieismestensssenssns 552

12.10. Functional image of Transplvania..............c.uueeveeeieiieriierunieceieneinennenmnnne 353

CHAPTER XIII. THE HISTORICAL, SOCIAL, CULTURAL-ARTISTIC AND RELIGIOUS
IMAGE OF TRANSYLVANIA.....c.cccueiumiinnriariaiiieriinisesisssssssnssmssssssssssssmassnn 554



13.1. Geographic-historical characterization.. ceee cernenenn 354
13.2. The general picture of the geographical- hlstorlcal reglons of Romanla Wlth the

exception Of TranSYIVANIQ...........eeeueriiieiiiiiiaiiiinstiiistisiisecimnessstsssssossesssssmemssssI)0
13.2.1. The image of Maramures ........................................................................... 561
13.2.2. The image of Crisana and Banat...............uueeevevineiieriemnieeninerenecnnnneenann 303
13.2.3. The image of OUeni@...........cu.uuueeievieniinrnnrsiieeierieeeiaiemmmescsessscsesessnennsesJ04

13.2.4. The image of Wallachi@.............cuuveieeieiieniniiuneiieiieriimiineciesiecssemesan 565
13.2.5. The image of Moldova and BUuKOVIR@............ccceueeeeiiiiiiiniiiiomininiiieriiesiiesnnnnne 560
13.2.6. The image of DODrogea...........u.euieeneiiiieiiniiiiimiareiasiossioesmmssssssssssssnssssenns 567
13.3. Historical image of TransylVaAni@............eeeueeeeiiiiniiiiinsiinmnsssrcssissssnnssmmnsssssssnnns 568
13.3.1. Transylvania - "cradle" of the ROMANIAN RALION...........ccoeueeeeeenneeinseeesossenecnnes 569
13.3.2. The medieval image (Siebenbiirgen). Iconography and heraldry................ueeeeees. 569
13.3.3. Contemporary image.. . cereneon 570
13.3.4. Transylvania in Romaman hlstorlography . 7 /
13.3.5. The image of Transylvania from the Hungarmn perspectlve ............................... 571
13.3.6. The image of Transylvania from a Saxon perspective...........uceveeeveneveiesnesennend71

13.3.7. Transylvania in the historical iMAZINATY.......cc.oeeeieeiiiniiiiinmniisessssssesesnnonnn 572
13.4. SOCIAI IMA0E . cueententeurenrmrreenrennrentorasoreeensensssnsansennmmnssansesssessnssssmessssnssnsssssensns 573
13.4.1. Transylvania in public consciousness.. R L
13.4.2. Transylvania or Transylvania? - the toponymtc/regtonymlc IMAZe...c.ueeneeinennnnnnnn 574
13.4.3. Transylvania in the social imaginary.. w377
13.4.4. The image of Transylvania - a social construct at the IeveI of the collectlve mlnd’? 577

13.4.5. The regional image of Transylvania - a self-constructed image? ................ccc0eee. 577
13.4.6. Transylvania as a "fortified" geographical req...............cuueeeeiieieinsiumneseacenn 578

13.5. The cultural image ofTransylvania...................................................................579
13.5.1. Photographic image of Transylvania... . 174
13.5.2. Architectural image of Transylvania........... SRR, 1. 1
13.5.3. The prominence of the multicultural proflle a kaleldoscoplc tmage R 1. 7 |

13.5.4. CURUIal-artistic iMAGe.........c.ouuvieeiniieeiniieniuiniiaiiesiesninesamnsssssssssnsessnames 582

13.5.5. The (multi) cultural-artistic iMaginary.........c.cc.vvveneieiieiiineieeererensenmnesnnmn 587

13.5.6. Transylvania - @ Europe in MiRIAIUEe. .........cuccvueeeiinieiaiinmesnmmnesssnssnssnssnasnannsns I8/
13.5.6.1. MUItICIRNICILY «..c.uneeneeninieininiinininininncsasirassninesanmatsssesssssassssmumsmssssnsnes IS
13.5.6.2. MUultilinGUaliSMH...........cuoouimeniieiieiiieineiisesiessessssssesmmnssssssssssssasssmsnsmssnsss IO
13.5.6.3. MulticonfeSionalitate. ...........eeuuevvineiinreiniisiiiieiiiesiinersssasssssosssesnsmmne 590
13.5.7. The image of Transylvania in the consciousness of intellectuality........................590
13.5.8. Cultural personalities about Cluj: (self) image of the city in the consciousness of local

intellectuality... P X4
13.5.9. Artistic image omensylvama . SRR 1 X )
13.05.10. The cultural-artistic and umversnjy image 0f T ransylvama .............................. 594
13.6. The religious image. Transylvania as sacred Romanian land.. ceaee w394
13.6.1. The Christian-Orthodox religious imaginary and the sacredness of the lmage of
Transylvania.......... . L 5 )
13.6.2. A lelne regton wzth a dark reputatton ........................................................... 595
13.6.3. Religious image of Transylvania at the Centenary of the Great Union.................. 597
13.6.4. Another image of Transylvania - the heritage associated with the chivalric orders and
OF NIAUEN SOCIEHES . cuuvuuneniuininiininiiiiiiiiiiieiiiititiie e eateteceaieseneaeanesanenenns 598

11



13.6.4.1. Patrimony of the Templar Order of Transylvania...............uueeeeeeiieiieneinnneenns. 598

13.4.6.2. Patrimony of the Order of the Teutons of Transylvania................uceeveeeeennenn. 599
13.6.4.3. Patrimony of the Order of the Dragon of Transylvama ................................... 600
13.6.4.4. The Freemason image of Transylvania... RN 1/ 2

CHAPTER XIV. THE LITERARY, CINEMATOGRAPHIC AND LEGENDARY IMAGE OF

TRANSYLVANIA. FICTION — REALITY REPORT .........ccucuiiveniiniiniiiniininnninnncnnnn 603

14.1. The imagined image - a literary geography of Transylvania...............eeeveveeevnnnn 603
14.1.1. Transylvania in Romanian literature - meanings.. N /A4
14.1.2. The geographic-literary imaginary associated Wlth the Transylvanlan space ......... 607
14.2. The image of Transylvania in Romanian and foreign literature.. SR 1 | 4
14.2.1. The image of Transylvania in the Romanian literature...............coueeeveiinivnnrnnn 607
14.2.1.1. Portrait of Transylvania in the autoChthONOUS ProSe....ceceeeuieeiiienrerecnrecaesnnn 608
14.2.1.2. The myth and mythization of Transylvania in Romanian poetry........................609
14.2.1.3. The dramatic image of TransylVani@...........cceueeviieviiiiiieiinnnrisinscesssnnesonnnn 613
14.2.2. The image of Transylvania in foreign literature............eevvevveieeneiiinnnrnioosssnnnnne 015
14.2.3. Bram Stoker's TranSpIVANIA.........coeeviieeiereiiiiniiiiimmmeissnsiossssoesssmeesssssssssssos 616
14.2.3.1. Dracula par@digm..............cuueeeiiiiniiianiinnniieiinneiinmmsiummesssssssssssmonsmnnnnnens 019
14.2.3.2. Viad Tepes versus DrQcCUul@..........cueeeeueeneieineiniineiumnniieieeieeiuneimeciiesncsnan 620
14.2.3.3. "*(Pseudo) Dracula paradigm" and the notoriety of Transylvania.....................620

14.2.3.4. A global vampire tAXONOMY . .....ccuvveereimeerersssstosossmmsssssosssssssmossmsmssssssssssans 620
14.2.4. The novel "Dracula' and the image monopoly... SRR | /1 |

14.2.5. Dracula in other novels: image, identity, tourism and ltmerartes cererennensenesnnnenns 021
14.2.6. Dracula: between circumvention, adoption and legitimation... 624
14.2.7. Vampires’s Transylvania.......... SRR | 7/
14.2.8. Transylvania of Jules Veme in the novel "Castle of the Carpathlans" ................ 625

14.2.9. Transylvania - modern universal Myth............ccueeveiieiieiiinninmesssnsnssassansssns 628
02.14.10. The Transylvanian Society ofDracula (TSD) Y 7.7,
14.02.11. The Journal of Dracula Studies.. 629
14.3. Literary Tourism.. PO 74
14.3.1. Literary tourtsm as aform ofthematlc tourtsm RN X ¥ |
14.3.2. LItErary fOUIISTS ueeeteettiumenrmmesentensesnmmasomesonsonsonsssmsssmossnsssssnssssssnsmsssssssssssses 632
14.3.3. Characteristics of the literary place as a tourist attraction.................eeeeeveeneennn 633
14.3.4. Literary tours (Transylvanian) .. RN % 2 J

14.3.4.1. Bram Stoker and the Dracula Tour . RO 7
14.3.4.2. The tourist vocation between authenttczty ana’ kttsch ...................................... 635
14.3.5. Preliminary CONCIUSIONS . .....ccuvvveinuiieiininriiiniiieiumesessssossssesssunssssssssssnssssonsns 636
14.4. The attribute of the anhistorical legendarity. Myths, Iegends and stories from and about

Transylvania.......... RO /5 1 /]
14.4.1. The legendary image of T ransylvama T ourlst 0 g N 636
14.4.2. Tourist exploited STOTIES........ccoueeiuueieiiieniiieiniimmneesiessesssmmasomessossssnsssnsssnns 638
14.5. Cinematographic image of Transylvania.............eueeveeierienineieeierieciereiannscnee 644

14.6. Cartographies of some imaginary TransplVanians............ccocceeeviinniiininneinnunecssnnes 048

CHAPTER XV. TOURIST POTENTIAL - FUNDAMENTAL COMPONENT IN BUILDING
THE IMAGE OF THE GEOGRAPHICAL-HISTORICAL REGION OF TRANSILVANIA.

12



15.1. Tourism resources in TranSyIVANIQA...........oevveeiiieeiiiiiianeinnnssccssnssosnnssmsnssssssssss 049

15.1.1. The tourist image Of NAtUral rESOUFCES..ccivuiniiueininieiieeieiiinernmmeecnsessessnsenssnmn 651
15.1.1.1. The image of the relief with landscape value................eeevveviiiininnnnnnnsssnennennas 051
15.1.1.2. Image of lacier relief.........coueivieeniiiiieiiiiinriimnsierieinssrmesrmiesesssssssssessssmes 652
15.1.1.3. Image of volcanic relief...........uuuueeneiieiiieiiiiniieiiinniierierieiciesieccsmenens 653
15.1.1.4. The image of the relief on limestone and conglomerates..............uueeveeieennennne 654
15.1.1.5. The image of the Carpathian valleys, as an element of great visual impact of the
MOUNLAIN JANASCAPE...oc.cnnneiiinnuiiiiniiiiiiiiiiiiiiiiietiiiiamesimestsssssssssanssommnsssssssssssanss 655
15.1.1.6. Image of karstic relief 0n SAlt.........c.ueeueneiiiiniiiiiniinmniieriisiisimnnsrmmnsssssosnnn 656
15.1.1.7. Image of climate and bioclimatic reSOUICeS...........cuuvveeeeiieriiinnninnmninnssnrosssnnnens 056
15.1.1.8. Image of hydrogeographic reSOUICeS...........cuuvvueeniiieiiieniineiiminesiscinsesnsnnnns 656
15.1.1.9. Image of biogeographic FESOUFCES..........cuueuiineniiiiniiiiinniinnisnsinssnsssnsssssnnennss 000
15.1.1.10. Image of phytogeographic reSOUFCES.........ccuueureeieiiieiirimeinrimnstecsssossssnesns 660
15.1.1.11. The image of the 200Ze0ZrapRiC FESOUFCES......cocuerirrnieissnsisiasamessammessssnsssonns 662
15.2. The tourist image of the anthropic FeSOUICES........couveuineiariieiiaiieniioeeseasessssssn 665
15.2.1. The image of cultural-historical resources.. e ceeresanssnasesnnss 065
15.2.2. The image of the prehistoric archaeologlcal remains and those of the DaC|ans and
Roman civilizations.......... ..666
15.2.3. The image of the hIStorlcaI cultural objectlves ofthe Mlddle Ages 667
15.2.4. The image of cultural objectives with tourist fUNCHIONS ..........ceevveeieeneieinsioesnnnn 669
15.2.5. The image of the economic objectives built in the modern and contemporary period
with tourist functions............ . Ceeeetiestteieitatettnnatennaiiiinnns ..673
15.2.6. The image of resources belongmg to tradtttonal rural awhzatton and culture N YA
15.3. Tourist resources - personalization factor of the tourist image..............ceeeeveneeennn 674
15.4. Resource complementarity and image MOSAIC. ........ccuueeeeriviiieriiiinsisnsnsserossscnnn 674
15.5. Cultural-historical heritage. Castles and mansions in Transylvania - case study........676
15.6. The tourist image of the spiritual REritage..........c.ueveevevnevveiiiaiirninesasieinennisonnon 679
15.7. 10 current tourism brands of Transylvania. Proposals..............ceeeeeeiieiiniieinmnnnn. 680

CHAPTER. XVI. TYPES AND FORMS OF TOURISM IN TRANSILVANIA. TOURS AND
OTHER THEMATIC TOURIST PRODUCTS......cuucciveiuiinmmiiniieiinininecncneneneccecneesn092

16.1. UrDan tOUFISHL..c.uv.aueevnneininennsneiiinieiniimnsteisstommssessssssssmumcsssssnsssmssssssssasssssssssss092
16.2. Culturaltourtsm Y 1 |
16.3. Event tourlsm,festlval and entertamment . T 1 A1
16.3.1. Case study I: Transilvania International Ftlm Festtval (TIFF) . 697
16.3.2. Case study Il: Cluj-Napoca City Days... cees ..698
16.5. Impact of Electric Castle festival on the i |mage of C|UJ and Transylvanla case study 699
16.6. Mountain tourism.. R | J |

16.7. Spa tourtsm701
16.8. RUFAL LOUFISHL .« uvnneevnnnvinniiiieiiiiuiiniiiieeiiiaiisetssianscieecssscssscmnccsscsssssssscssnne/ 02
RS B O3 od (0] (o 0| 7 PRI /X 1
16.10. Vts:tmgtourlsm N4 |2
16.11. Religious tourism (W|th ecumenlcal cultural character) R /2
16.12. Transit tourism .. 706
16.13. Business andcongress tourtsm Y | /4

13



16.14. Educational tourism.. ceeeene 4 4
16.15. Scenic roads tourism on mountamous sectors ofroaa’ A /1
16.15.1. Transfagarasan 708

16.15.2. Transalpina... A /.2
16.16. Railway tourtsm on narrow gauge ratlways N4 /1

16.17. Ethnographic tourism.. 710
16.18. Creative tourism.. B |

16.19. Technical and sczenttf c tourlsm ................................................................... 711

16.20. Medical tourism.. 2 J |
16.21. Weekendtourtsm712
16.22. SHOPPING LOUFISHL.«avevuvviienumeeiinsiiesiamiesssossesssmessssssesosmsssssssssssmssssosssssssessses/ 13
16.23. Bridal LOUFISHL .« uueeeonuineiineniininiiiiieiieiiiemiisscieisnsscssmasmeescsssseessens sossenens /13
16.24. The ariStoCratic tOUFISHL..ouueeeenereenrneeeiinrieianieessecsesoesssssessmssssssssessmnsssossees /14
16.25. FoOtDall tOUTISHL«.auveveneeinenneinnniniiniiiireiieiieiiieiieitieemnececsecssmscecssescencennces /14
16.26. GASIrONOMIC LOUFTISHL . ueeeeeennneensseinnemineinseneiismeoismeessccsssscsmmesssscssssssessssssnsscns /1)
16.27. EtNNIC £OUFISHL .. ucueennenainniniininiiaiiiieiiniiininnieiiiesesnneesnssessmmassssamssssssessases /10
16.28. Paranormal TOUFISHL.........cuuueieiinneiineinineiieieeiueisccisnecmeessscsscsecssssnsccnns /10
16.29. EQUESIIIAN LOUFISHL .« coueeneinenrnnsneennmnniimnesssssssoommsssssssssssanssssssssssmsssssssssssssssss /)
16.30. Transylvanian tourlstroutes A X |
16.31. Transylvania-Dracula themed tours complete products and PrOZraAMS...ueeeeennvennns. 721
16.32. Thematic tourist products as tourist image vectors: Halloween in Transylvania........723

Chapter XVII. CONSTRUCTION OF THE TOURIST IMAGE OF TRANSILVANIA.....727
17.1. The tourist paleoimage of the regton727
17.2. Philatelic iconography of the region... 4 1/
17.3. The numismatic image ofTransylvama P 46 2 1
17.4. The image of Transylvania in the travel llterature I 4 I |
17.5. The image of Transylvania in tourism media and ltterature L |
17.6. The image of Transylvania in the promotional literature............. ..744
17.1. Reflection of the image in the Romanian tourist guides - Iocal reglonal and natlonal 744
17.6.2. Image reflection in the foreign tourist guides... . .746
17.6.3. The image of Cluj-Napoca in the national and mternatlonal tourlst

guides... . cereeenn 748
17.6.4. Hermeneutlcs of texts/advertlsmg messages W|th tourlst connotatlon about
Transylvania........... ] /)
17.7. Case study C|UJ-Napoca . RPPORIRRNA ) |
17.7.1. The role of the physical charactertsttcs and cultural herttage of the ctty VAR |
17.7.2. The role of cultural endowments diversity.........c.c..ouvveiieevineiinsiaiesisscoesssnmesenenn /33
17.7.3. Cluj-Napoca municipality: big polarizing center.................cueveviinivennseenenenen 753
17.7.4. Major nuclei of convergence oftouristﬂows in urban Space..........cevvveevveneineennn 754
17.7.5. Local cultural identity... . w754
17.8. Urban branding: |n|t|at|ves to create a V|able representatlve and totallzmg unltary image
17 8 1 The tourlst Image Of the CIUJ-Napoca Interpretatton . 754
17.8.2. The study of the reflection of Transylvania’s in the nonturistic press.. ceeeen 759

14



17.9. Paradigm of the triad conceived image - "lived" image - perceived image in the case of
Transylvania........... 4 1 ¥ |
17.9.1. The Concelved image (wﬂlful) A 17 |
17.9. 1.1. Designed tourist image ofSalaJ county A 1 ¥ |
17.9.1.2. Designed tourist image of Cluj county... L 1 1
17.9.1.3. The conceived tourist image othstrtta-Nasaud county 4 1 71
17.9.1.4. Designed tourist image of Mures county... 766
17.9.1.5. Designed tourist image of Harghita county....................... 1 Y4
17.9.1.6. The conceived tourist image of COVASHA COUNLY.......cuueueeneereiieereiaiieniinseesenness 708
17.9.1.7. The conceived tourist image of Brasov COUNLY.......u.eeeeenverninnierenineiunnineiiennnnn 769
17.9.1.8. The conceived tourist image of Sibit COUNLY.......cevvivineinieinreriesmnesasornnnnneenn/ 7]
17.9.1.9. Designed tourist image of Hunedoara County...............c.ccovveeeiienniiannnssesnaneenn 773
17.9.1.10 Designed tourist image ofAlba county774
17.9.1.11. The (geo)political image.. ceenns 775
17.9.1.12. Instrumentalizing the image of T ransylvanla in power deczszons/tdeologtes “775
17.9.2. Endogenous image or self-image ("lived" image) .. 776
17.9.3. Results of applying the on-line questionnaire............ SN/ 1/
17.9.4. Exogenous (touris?) image in the perception ofRomaman LOUFISES.cuevruueennnecnnrennss 787
17.9.5. Exogenous (tourist) image in the perception of foreign toUrists............coeeevueeeenn. 791
17.9.6. The endogenous image in the perception of stakeholders in T ransylvania.............. 794
17.9.7. Graphical representation of the results of the opinion poll conducted among the

stakeholders.. eeereretteeeteetensensieecstsnsnastneesscsssssssnansas’ 90
17.10. The urban tourtsm lmage of T ransylvama .ee .798
17.10.1. The sustainability of the Transylvanian C|t|es and the sequentiality of the tourlst
perception........... ...799
17.10.2. The Transylvanian urban palimpsest between the multllayered |mage and the
mulltistratificated image.. eeeenns 4
17.10.2.1. The past as an tnstrument and the tnstrumentalzzatton of the past R 1/1//
17.10.2.2. Tourist resemantation of the compromised image of neighborhoods W|th somalist
aesthetics.. «..803
17.10.2.3. Postmodern avatars ofthe image ofCluJ - «.803
17.10.2.4. Strategic directions for creating and promoting a tourist |mage of C|UJ Napoca
based on the geographical-tourist metaphor of "heart of Transylvania". ...804
17.11. The tourist image of Cluj-Napoca municipality reflected in the collective mindset of the
local community.......... .1/

17.11.1. Urban tourlsm Imagery self deflnmg images ofthe local communlty of Clu] ...805
17.11.2. The role of tourism and image capital in the current efforts to affirm the

Transylvanian city at European andglobal level.....ouueeeiiiiiniiiniiiniiiniinneiinsinnsssnnesenseenn807
17.11.3. Processing of Opinion POll.............coceeueiiininnniiuneriiiinnsinnnscessssssnscsscnscenns808
17. 11.4. Analysis of results... . /2. 1
17.11.5. The tourist brand ofthe cuy ofBlstrtta Model . 7
17.11.6. Rural tourism image of Transylvania... 820
17.11.7. Historical Heraldry versus Tourist Heraldry Y, 725/
17.11.7.1. Cluj-Napoca: historical heraldry versus tourtst heraldry S, 725/
17.11.7.2. Special Image Subvectors: Travel Tips and Impression Book R X )
17..11.7.3. Souvenir - agent of the materialization of the tourist image.......... RN A

15



17.11.7.4. Tourist souvenirs from TranSyIVANiQ.........c.coeueeeinseeiiinnniinnnnessessscsnsnsssccess824

CHAPTER XVIII. THE TOURIST IMAGE OF TRANSILVANIA IN POSTMODERNITY:
PROFILE AND DYNAMICS... Y . 7%
18.1. Tourist image of T ransylvama at present 825
18. 2. Strategies for image communication, promotlon and brandlng of the Mlnlstry of
Tourism. cees ceeee826
18.3. Tourlsm presentatlon in the Development Strategles ofthe Reglonal Development
Agencies (A.D.R.) .. e eetereceeereeansenseseacnssssncacness020
18.4. National Tourlst Informatlon and Promotion Centers ... 827
18.5. The tourist image of Transylvania promoted by other |nst|tut|ons and |nst|tutes of
national, regional and local rank.. R— A Y |
18.6. Tourism image of Transylvanla promoted by non- governmental organlzatlons
(associations and foundations) national, regional and local.. S & ¥ |
18.7. Audiovisual image of Transylvania............ SRR . 5
18.8. The tourist image of Transylvania Created by the advertismg AGENCIES..ceuvureensensneann835
18.9. The tourist image of Transylvania promoted by the travel agencies.. w835
18.10. Tourism image of Transylvania promoted by accommodation units (hotels) and publlc
food (restaurants) ............cc.ou.... TR, % 74
18.11. Tourist image onpromottonal materials N . 7 1/
18.11.1. Cluj county - inventory ofpromotionalmatertals............................................841
18.11.2. Salaj County - inventory of promotional mMaterials.......e.eeeeeerenvseceenrcescnncesensen 844
18.11.3. Bistrita-Nasdaud County - inventory of promotional materials...................uc.....845
18.11.4. Mures county - inventory of promotional materials...............eceuveeevvvreveesee...846
18.11.5. Harghita County - inventory of promotional materials................ceeeeveevunsevinees 847
18.11.6. Covasna County - inventory of promotional materials................c.coueeeenieinenne..848
18.11.7. Brasov county - the inventory of promotional materials.................coeeeveveeeeeeen. 850
18.11.8. Sibiu County - inventory of promotional materials.............cce.evveeeeeeensvennnseesenn851
18.11.9. Hunedoara County - inventory of promotional materials................ccceeeeeveeneeenc852
18.11.10. Alba County - inventory of promotional materials..............ccocueeevevisieseneesese.853

18.12. Tourist image on tourist sites.. T 1 21
18.13. Geographical errors in the promotion of T ransylvama eees weeenennen 859
18.14. The image (video) promoted by clips, videos and presentation docamentaries .......... 860
18.15. The tourist imaginary versus the concrete image.. T 1/ 72
18.16. The image of Transylvania in America - opmlonpoll 863
18.17. The tourist image in the ""blogosphere™ and on social networks Case study Facebook
...863

18.18. Textual image versus iconographic (photographic) image 864
18.19. Image ambassadors of TranSyIVaARIA.........eceeeienninneeneiiiiniraneiesionivnmesessssnssensnn865
18.19.1. His Royal Highness PrinCe CRAFIES.......cueuevueironeiniierinininniininsiinssssoesnsese865
18.19.2. His Holiness Pope Francis.. . 11
18.19.3. The President of Romania - Klaas Werner Iohanms SRR . 1| V4

16



CHAPTER XIX. COMMUNICATION POLICIES AND STRATEGIES, IMAGES,

MARKETING, MARKETING AND PROMOTION.......u.ccceuuiinuiieiiniinninsnciciinsnmnnnsen 868
19.1. Image communication strategy869
19.2. Marketing strategy and image ProMoOtiON.........eeeeueenniineeseeiasrosnesosssamssssmnsssonnsss870
19.3. Image branding strategy. Proposal... ceeenes . . ¥4
19.4. SWOT analysis an imaginary image from the composztton of T ransylvama SR, 1.1/
19.5. SWOT analysis of tourist images and Transylvania... N 1/
19.6. OresteMethod891

CHAPTER. XX. CONCIUSIONS . ..c.uuueineiinuiieiiiniiiaiiieniiieiiiestisetiseetiesecissssscccssscnnces 896
20.1. Confirmation/rejection of the hypotheses... U 3 )
20.2. Results for research questions-objective... . SRR, 1 74
20.3. Capitalizing and dlssemmatmg the results of doctoral research cernnesssnnesniennnen899
20.3.1. Importance... 899
20.3.2. Strengths... v R, 1 |
20.3.3. Exceeding the current stage in thefeld PR 4 L
20.3.4. Applicability... 899
20.3.5. Potential benefczartes . /)
20.3.6. The social dimension ofdoctoral research o /) |
20.4. Structure of the Transylvanian mental tourlst SPACE....cunsnen. R/ 7
20.5. Star of the tourist images of Transylvania as a geographlcal hlstortcal region.......... 904
20.6. The summary on the chapter of the doctoral thesis.. SR /|11
Y B Y A1) i 74 L R 4 /J ]
LiSt Of tADIES...c.cueeneeennniiiiiuiiiiiniiiiiniiiiniiiiiuncsesssmosonnsscsssnsssmnssssssssssnssssssosnssed 032

» Introduction (motivational background for the choice of theme)

Merely stating the European and international fame Transylvania enjoys has become a
truism. The historical and geographical province of Transylvania has long turned into a quasi-
universally renown brand, without having had the need of a rigorously elaborated and optimately
tuned branding strategy. This constitutes the first and, most likely, most important element of the
motivational background.

We believe that the PhD thesis entitled The Tourist Image of Transylvania is mainly
anchored in the great interest it is to attract — and, we hope, it will indeed be so, under the
condition of its being elaborated at a qualitatively high level — having the potential of
establishing itself as an approach of not only national, but also wider interest, both theoretically,
and practically, as it deals with an international brand: Transylvania.

Another motivational element is represented by the very dynamic present-day
undertakings of the authorities of the city of Cluj-Napoca, Transylvania’s historical capital and
its most important cultural, academic and economic centre. The first of these undertakings has
already reached its goal, as Cluj-Napoca has secured the title of European Youth Capital of the
year 2015. This project and other similar ones, carried out at a city level in Cluj-Napoca, have, as
one of their main anchors, the identification with Transylvania, and the fame of the region might
very likely be held accountable for the potential success of the projects, which, in turn, might
bring forth important benefits regarding reputation and tourist-oriented imagery. Affirming his
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own support for this praiseworthy initiative — of great importance for the imagery of
Transylvania, considering the fact that it regards the unofficial capital of the region — the Rector
of ,,Babes-Bolyai” University, Academician Professor loan-Aurel Pop, stated the following in an
interview in an interview taken in 2012: ,,In this undertaking, Cluj-Napoca needs to join hands
with Romania and Transylvania itself, as a historical province which accounts for approximately
40%?* of the surface and population of our country. Of course, ever since the times of Jules Verne
(with his novel The Carpathian Castle) and the success of Bram Stoker’s novel (circa 1900),
Transylvania has become a brand, based rather on elements of fantasy and make-believe than on
real ones. The ,Mihai Eminescu’ Foundation and Prince Charles have set out to bring new
arguments in favour of this brand, and these arguments need to be used wisely.”

The actual cultural and event projects are on the status of Cluj-Napoca as capital of
Transylvania, with all the advantages brought about by the mere utterance of the name
Transylvania, from fame to the very sensation of its belonging to an area with downright
mythical undertones.

» Instead of an argument

“Transylvania is a splendid land, with a flavour of legend and myth, in which languages,
cultures and confessions have met, such that the place resembles a miniature Europe [...], a
prototype of European cultural diversity, of its values, right in the meeting place for West and
East, for Catholicism, Orthodoxy and Protestantism, for the Romance world and the Germanic,
Slavic and Finno-Ugric ones“?. (Academician Professor loan-Aurel Pop, Rector of ,,Babes-
Bolyai” University in the same interview)

» Major objectives of the study
We enumerate 5 self-suggested objectives, formulated as questions, to which the initiator

of this study takes the responsability to offer, in the end, satisfying answers in the least, based on
rigorous scientific research:

e What else do foreign tourists know about Transylvania besides the fulfilment of this
historical and geographical region of Romania’s role as ,,Jand of Dracula™? Is the myth of
Dracula a sine qua non of Transylvanian mythology or just a condemnable kitsch? How
suitable would an attempt at legitimising it (via ,,folklorisation”, for exemple) be, an
attempt at linking the legend of this mythical and literary character to reality?

e What is the tourist-oriented imagery of Transylvania at a continental level and what kind
of impact does Romania’s EU membership have upon the brand image of the region?

e How can one explain the space/myth/product interaction and how could one obtain a
greater degree of relevance from this relationship in the case of Transylvania?

e What is the role of the factor of psychocultural distance?® in the formation of the tourist-
oriented imagery of Transylvania and how can it be evaluated?

! The term Transylvania is used, in this case, with a very wide meaning, encompassing Maramureg, Satmar, Crisana
and Banat. See point 3.1.

2 Cosmin—Gabriel Porumb-Ghiurco, ,,The Tourist Image of Transylvania: from Fiction to Reality”, in Thematic
Tourism in a Global Environment: Advantages, Challenges and Future Developments, (Internatonal Tourism
Conference, March 27-29th), Belgrade, 2014, pp. 799-811.

3 It is worth mentioning that the evaluation of the psychocultural distance is carried out via the attractiveness of the
chosen destination — in this case, Transylvania — which is conditioned by linguistic familiarity, and by historical,
political, economic and cultural relations.
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e What about the role of the elements of cultural ethnicity — language, religion, ,,national”
territory, specific modus vivendi and various combinations thereof — in the perception of
the multiculturalism of the territory of Transylvania, both regarding the geographical
space itself, and regarding the mental space, the former by both tourists and residents, the
latter only by residents?

» Delimiting and characterising the geographical area to be studied

v' Etymology
The regionym ,,Transylvania”, derived from mediaeval court Latin, is a composite of

trans (,,over”, ,across”) and silva (,,forest”), which, if translated, would result in the phrase
,across the forest”. It was first mentioned in 1075 in the form Ultra Silvam, followed by
Ultrasilvanus, in Anonymus’s Gesta Hungarorum of 1111. A new placename surfaces in the
13th century, that of Septem Castra, translated by the Saxons as Siebenbiirgen, meaning ,,the
Seven Citadels” (Kronstadt, Schissburg, Mediasch, Hermannstadt, Miihlbach, Bistritz and
Klausenburg).

v’ Establishing Transylvania’s setting and delimiting it spacially

Transylvania is a historical and geographical province of Romania, which borders the
following historical regions: Bucovina to the north-east, Moldavia to the east, Wallachia
(,,Muntenia”) and Oltenia to the south, Banat and Crisana to the west, Satmar and Maramures to
the north. Delimiting this geographical region has been and still is a very complicated
undertaking, as one could deduct from the specialised literature, the various works that deal with
this region containing points of view at times very different in this regard.

However, if one were to consult the literature on this topic, one would notice a certain
convergence of opinions towards classifying the central part of the country (the Transylvanian
Plateau and the Carpathian slopes leaning towards it) as inherently belonging to the
Transylvanian area. Thus, the territory of Transylvania — considering its narrowest meaning,
which will be used throughout this paper — covers the counties of Alba, Bihor, Bistrita-Nasaud,
Brasov, Cluj, Covasna, Harghita, Hunedoara, Mures, 24 local units in the county of Silaj and
Lapus Country in the county of Maramures (fig. 1). For pragmatic reasons and for the
improvement of the degree of functionality of the concepts and of the work methodology, the
county of Salaj will be included in the study in its entirety (fig. 2).

» Defining Transylvania spacially
The first variant of the regionym Transylvania refers to the macroregion which, during

the Middle Ages, was branded as ,,The Voivodeship of Transylvania” or ,,The Transylvanian
Voivodeship” (etymologically speaking, ,.the land across the forests”), its surface adding up to
approximately 57,000 kmz2, with a population of ca 4,300,000 inhabitants. Closely related to this
opinion is the view that the term Transylvania can also convey a narrower meaning, pertaining
strictly to the area flanked by the Carpathians (ie the similarly named Transylvanian Plateau),
thus delimited by the Eastern Carpathians (,,Orientali”), the Southern ones (,,Meridionali’) and
the Western ones (,,Apuseni”).

The second variant of the term is a more widely encompassing one, also including, at a
much greater extent, Crisana, Satmar and Maramures, ie the ,,Western Lands” or ,,Partium”,
which were added to the historical inner Carpathian nucleus after mid 15th century, together
forming the Principality of Transylvania.
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Sometimes the name “Transylvania” is postulated with an even wider meaning, being
equated with those parts of Romania west of the Eastern Carpathians and north of the Southern
Carpathians, thus including Banat as well.

e

Fig. 1. Delimitation based on geographical and

historical criteria, authored by P. Gr. Pop (1997). Fig. 2. Delimitation used in this study, for practical and
applied purposes. Source: http://www.celendo.eu.
v Natural boundaries

The natural boundaries of the Transylvanian region: on the north it follows the tallest
summits of the Prisnel Hills, the drainage divide between the Somes and the Lapus in the Ciceu
Hills, and Breaza Summit (the boundary of Lapus Country), the southern and eastern slopes of
the Tibles and Rodna Mountains (the boundary of historical Maramures). To the east, its edge
corresponds to the western part of the Suhard Mountains, Dorna Depression and the Bistrita and
Ceahldu Mountains and to the eastern part of the Giurgeu, Haismasul Mare and Ciuc Mountains,
the boundary of the tallest peaks which surround the Intorsura and Buziu Depressions to the
south and southeast.

The southern boundary passes south of Predeal Pass and north of Omu Peak and goes on
over Giuvala Pass (the boundary of the Barsa Mountains), via the line of the tallest peaks of the
Southern Carpathians, all the way to Lainici Pass, the Valcan Mountains and Godeanu Peak. To
the west, the boundary between Transylvania and Banat passes through the Tarcau Mountains —
The Iron Gates of Transylvania — and the tall plateau of the Poiana Rusca Mountains, going
across the Mures Canyon at Zam, over the boundary between the Zarand and Metaliferi
Mountains, and then moves ahead on the line between the two summits of Bihor and Vladeasa
up to Vadu Crisului and then follows the eastern slopes of the Meses Mountains all the way to
Jibou. (Pop, P. Gr., 1997)

v' Administrative organisation

As stated above, it has been agreed, conforming to most points of view, that Transylvania
includes 10 counties (Alba, Bihor, Bistrifa-Nasaud, Brasov, Cluj, Covasna, Harghita, Hunedoara,
Mures and 24 local administrative units in the county of Silaj).

The 10 counties are further divided into 682 local administrative units, with an overall
population of 4,293,238 inhabitants. Out of the 76 urban settlements, 23 are cities.

The unofficial, yet unquestioned capital of Transylvania is Cluj-Napoca, its main
economic, cultural/artistic and academic centre. Moreover, Cluj-Napoca is also the historical
capital of the region.

» The tourism imagery or the imagery of the tourist destination

20



In this paper, the concept of tourist image takes up a central role. The concept of image is
endowed with numerous definitions which point out its complexity. As a multidimensional
concept, of equally rational, emotional and social nature, the image is built up as a profoundly
subjective portrait, with complex and varied psycho—cultural implications.

The raw material of tourism is the space. This statement legitimises any undertaking
concerning the discussions about and research on the tourist imagery of geographical spaces
with a genuine vocation for tourism, which can be considered tourist destinations.
Communication about spaces is complementary to tourist imagery. Practically, the spaces “not
communicated about” do not exist from a tourist-oriented point of view.

The tourist destination is any tourist-oriented space (country, region, city/town, village),
be it large-scale or small-scale. The perception of a destination becomes intertwined with the
perception of the activities it has to offer, with the type of accommodation facilities, the means of
access or the natural or man-made sights available to it. The destination is both a territory, and an
ensemble, a complex product which amalgamates the most tangible and physical data with the
immaterial characteristics of the place. A destination is simultaneously a territory and a series of
available activities and structures; the physical place is confused with its more or less tangible
attractions.

Even though it is especially pointed out that an image is worth a thousand words, the
opposite is also valid: mental images can be created by means of words.

» The contemporary tourist-oriented imagery of Transylvania

The imagery of Transylvania, shaped mainly on a literary basis, is a bookish mental
construct that tends, on a large scale (the scale of the mind-set of fantasy novel readers), towards
disseminating a lugubrious, distorted, persistent, yet luring echo associated with the area. Most
likely, this Romanian region owes its fame mainly to its deformed and fictionalised portrayal by
Irish author Bram Stoker, on the turning-point of the 19" and 20™ centuries (in his novel,
Dracula, considered the best horror novel of all times).

The misconception of the inner workings of globalisation results in the depersonalisation
of the receiving spaces. A sad, yet eloquent example regarding this is the fact that a large
proportion of foreign tourists associate Transylvania with Dracula Land (“Tara lui Dracula”, in
romanian), meaning a mysterious land populated by creepy characters. The danger per se is not
represented by the tourists’ misconception, but by the obsessive enthusiasm with which
Romanians have adopted the scenario of an Irish writer who did not prove out to be very well
documented. In the context of the generalisation of the aforementioned association (especially
through its promotion aimed at tourists and the complacency manifested by many Romanians
towards such a superficial perception of a destination of regional rank like Transylvania), neither
the severity of falsifying historical truth, nor the potential effects of promoting negative aspects
as the hallmarks of the Romanian space, have been taken into account. Thus, it needs to be
stressed out that the understanding of the cultural message equally depends on the emitter as it
does on the receiver. It having been established that perception, on an individual level, is
uncontrollable, one must at least bring forth, with due care and dignity, the redemptive proof of
the capability and responsibility required for the selection of the valuable details of national
culture, and thus promote those that are genuinely representative.

Currently, the tourist-oriented imagery of Transylvania seems to be sketched around the
figure of Dracula, a character surrounded by a fictional/mythological aura, born from the
conjoining of the rich imagination of a foreigner, the Irish writer Bram Stoker, with the at least
equally prodigious imagination of the mind-set of the region under scrutiny’s inhabitants. What
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then is the result? The result is the crippling of historical reality and the creation of a tourism
product lacking in quality.
» Transylvania’s vocation for tourism in postmodern reality

Transylvania, as a regional spatial entity (of the 3" rank), is centred on the homonymous
Transylvanian Plateau, which, from the point of view of tourism, is an autonomous functional
unit. The Transylvanian Plateau is surrounded on all four sides by tall massifs and connects itself
peripherally, through the distribution and redistribution of the factors of its own system, with
those of the surrounding areas (Cocean, P., 2010). Through its geographical position, the
landscape unit under scrutiny fulfils its role as “central place” in the country, in the mechanism
of the national territory’s morphological dynamics.

Transylvania, as a geographical and historical region which manifests itself as a central
entity, strongly individualised at a national level, benefits from its having been endowed by
nature with considerable and varied natural resources that converge harmoniously with the
equally considerable man-made resources.

Surrounded by the Carpathian crown, Transylvania appears as an unconquerable territory,
the role of this Romanian region with the semblance of a “mega-fortress” — the cradle of the
Romanian nation, for that matter - having been, throughout history, that of a protector par
excellence of the human community it hosted, which enjoyed its natural “guardianship” both
against natural phenomena, and against the vicissitudes of history.

The tourism patrimony of the Transylvanian Plateau, as the central unit of the region, is
disproportionate, tipping the scales towards man-made attractions. This aspect is as natural as
can be if one is to consider the age of the settlements and the succession of cultures in the inner
area of the Carpathians. The tourism imagery of this unit is therefore based mostly on man-made
attractions.

The richness of the man-made patrimony is the supreme argument pleading for the
holistic development of cultural tourism in Transylvania. In a Transylvania in which
globalisation is starting to become (if it hasn’t already) a constant, acknowledging the universal
character of this phenomenon, tourism is bestowed with the duty of restoring it from the point of
view of identity, of reverting it to its origins, of bringing its cultural roots back in the spotlight
and of underscoring the authenticity of its underlying cultural structure. This essential role has to
be passed on to rural tourism, and the first step ought to be the sketching of a distinct tourist-
oriented image, which should have the ethnic patrimony and the folklore patrimony of the
Transylvanian village at its basis, with everything that is authentic about it.

» Transylvania’s tourism resources

The ensemble of tourism resources of this area shows an exceptional variety and
complementarity, endowing Transylvania with the privileged status of a complex, yet unitary
tourist region, conferred with an indisputable individuality concerning imagery and
representation, profoundly inoculated in the collective conscience of tourists.

As a short overview, we shall enumerate the most significant categories of natural and
man-made resources in Transylvania. We can thus identify the following natural tourism
resources:

- landscape with a scenic value: glacial or volcanic landscapes, landscapes based on
limestone or conglomerates, Carpathian valleys, salt karst;

- climatic and bioclimatic resources: bioclimatic indices, aeroionisation as a
physiotherapy factor, climatotherapy, the biological effect of climate, bioclimate;
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- hydrogeographical resources: hydrochemical types (carbonated water, salty or
chlorosodic water, alkaline water, alkaline earth water, iodinated water, thermomineral
water, hydromineral ores), peloids, surface waters, the hydrographical network;

- biogeographical resources: phytogeographical (vegetation) and zoogeographical (fauna,
including game and fishes).

The most noteworthy man-made tourism resources are the cultural/historical resources?,
of which we briefly mention:

- archaeological vestiges pertaining to prehistory and the Dacian and Roman civilisations;

- mediaeval historical/cultural sights;

- cultural sights with tourism functions;

- economic sights dating from the modern and contemporary age, with tourism functions;

- resources belonging to traditional rural culture and civilisation.

The complexity and variety of the patrimony with a potential for tourism, both natural,
and man-made, corresponds to the heavily fragmented and exuberantly complex general
landscape of Transylvania, which is territorially circumscribed and bordered by the “citadel” of
the Carpathians and has its character potentiated by it, which establishes the frame of the
geographical overall image, sketched mainly on a morphostructural framework. Proceeding to
carry out a small exercise of classification of tourism imagery, with a systemic and didactic
purpose, we can consider the overall image of the region as an “umbrella”, under the span of
which there is a puzzle made up of a variety of lesser images (“sub-images”) of the various
tangible and intangible components, relevant from the point of view of tourism, each with its
own identity, contributing to the formation of the emblematic and prominent image of the area
under research, but also benefitting highly from the fame and the promotion brought about by the
greater visibility of the former.

The complementarity of resources has in all historic periods been a sine qua non
condition for human communities to become well-established in the midst of the territory
occupied by them. Thus, restricting this fact to sphere of interest of tourism, we can affirm that
one of the key factors of the progress and of the sustainable and durable development of a tourist
destination is represented by this very attribute, that of the complementarity of the resources with
an inclination for tourism, ie the coexistence of a multitude of varied resources, both natural, and
man-made, which are to condition and complete one another in what concerns the attractiveness
of a destination, magnifying it and generating the development of a balanced offer of tourism
services, which should cover an array of tourists as wide as possible, given the vastness of the
range of motivational factors and of practically innumerable preferences and tastes.

The unitary whole of the available territory, constituted by the totality of the natural
resources, is backed by the man-made ones, the two intertwining components having the
potential to lead to ample development in tourism, under the condition of sustained interest and
firm enterprise, rigorously orchestrated for this purpose. Were this development to be considered
for the benefit of durability and the increase thereof, the first step should be the creation of a
clear, authentic, representative, viable and widely encompassing imagery of Transylvania to

“These are included in the cultural and historic patrimony with a tourist-oriented value foreseen by the specialised
legislation, law 40/1995, which establishes the following categories: archaeological monuments and sites;
architectural monuments and ensembles; reservations of architecture and urbanism; memorial buildings, monuments
and ensembles; monuments of fine art and commemorative monuments; technical monuments; historic places, parks
and gardens.
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reunite and symbolise this highly particular quality of a tourism puzzle, which could lead to the
definition and inoculation of a sharp and strongly particularised image into the social mind-set.

This section represents an abstract of the undertaking of structuring the arguments
concerning the role of the complementarity of tourism resources in the Transylvanian
geographical region in shaping an image with a unique, syncretic and unmistakable personality,
of remarkable compositional eclecticism, a mirror portrait of the complexity and variety of
tourism resources in the territory.

The objective established for this section is that of offering an instantaneous veridical
image of a geographical region renowned for the complexity of its attractive resources.

The complementarity of Transylvania’s tourism resources. A personalising factor for the
tourism imagery of the region

The component entitled as such establishes itself through its fundamental function as the
basis of the scientific background for the PhD thesis mentioned above.

The premiss and the assumptions we have started out from in establishing the decisive
role the factor of complementarity of tourism resources has in sketching a personalised image of
Transylvania are the following:

e The majority of Transylvanian tourism resources is represented by those of man-made
origin, which bear the personal mark of the three great coinhabiting ethnicities:
Romanians, Hungarians and Germans. Not in the least inferior, the natural tourism
resources confer a legitimate and natural background matrix to the former, by
authenticating and complementing them.

e When you say Transylvania, you say multiculturalism, this organic attribute which is so
specific to the region under scrutiny exhibiting itself in the guise of admirably complex
and varied mosaicking landscapes.

e Given the virtually unchanged perpetual state of affairs of the Transylvanian landscape
ensemble, one should not be surprised by the perennial character of the
mythical/legendary aura which has been accompanying this land for over one hundred
years in the dissemination of its fame, which has led to this macabre halo being deeply
rooted in the international collective mind-set with the strength of the
archetype/stereotype.

e Grafted and embroidered upon such a combination of varied, yet harmoniously
intertwined tourism resources, the notion of Transylvanian tourism-oriented imagery
appears as what is likely the most complex dimension of the perception of this space. The
panoply of elements of attractiveness demand the formation of a faithful, simple, dense
and responsible tourist-oriented image imperatively, an image which should take into
account the vastness of attractive resources it needs to engulf, to synthesise them by
representing and identifying with each and every one of them and which should feel a
different type of multiplying effect on behalf of tourism, that of the limitless potential of
“capabilities” of perception. Perception, as a fundamental, unique and complex means of
sensory knowledge and, simultaneously, a means of propagating impressions, cannot be
anything but profoundly subjective.

e Furthermore, the tourism-oriented image of Transylvania needs to be planned and based
on the triad desired image — natively experienced image — perceived image, out of which
only the last distinguishes itself as imagery understood in the sense of tourist perception,
of reflection upon the collective mind-set of those who do not live there. That very triad,
as a unitary ensemble, considerably complicates the attempts at investigating and
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operationalizing a concept that is already “hard”, qualitative by its own definition and
thus multidimensional — the image.

Conclusions
As preliminary statements meant to conclude this section of the study, we enumerate:

e In the enterprise of defining a new tourism-oriented image of Transylvania, one needs to
follow up on the mental individualisation through geographical and historic landmarks,
and, moreover, on the natural and man-made tourism resources of the area.

e The case given is approached and analysed without any claim of its being exhaustive
regarding the topic.

e Because of the multitude of varied, authentic and unique tourism resources, of both
natural, and man-made origin, having correspondences based on imagery and
representation completely in accordance with their nature and combining to establish a
particular harmony of the landscape, we can affirm that their visual identity resides in the
landscape construct, compiled by the organic connexion between the natural landscape
and the cultural one (especially with a vernacular profile), and this fact — we consider —
validates the claim of the existence of a mosaicked and strongly individualised tourism
landscape.

e A durable and unitary development of Transylvania for tourism could not be carried out
without an enterprise of shaping a clear, authentic, viable, encompassing and
representative image, prior to the development itself.

e Transylvania, as a former province and current historical and geographical region of
Romania, whose fame has travelled the world long before the validation of its real image
and without having at least been accompanied by the essential information of its
association with Romania, in terms of ownership, is currently exposed to an inflated
image in comparison with the other Romanian (geographical/historical) regions of its
rank, even with the country itself, but this imagery lag between them and the region
under scrutiny is, unfortunately, sometimes due to elements without any correspondence
in reality, which could nonetheless be straightened out if those entitled to correct them
did not bow to them subserviently, for reasons which are most often mercantile.

e Transylvania most probably does not need its legendary and phantasmagorical aura to
flourish from the point of tourism. The mere observation that there exists a panoply of
tourist attractions may certify its vocation for tourism, independent of the all too frequent
association with condemnable make-believe which is parallel to the territorial reality. Of
course, we do not deny the great importance of the fictional, mythical/legendary
component in attracting tourists, not only in Transylvania, but anywhere else, as well. For
that purpose, we consider that a viable alternative likely to be offered in opposition to the
improbable and vain attempts at dissociating the “despotic” image of Dracula, the
Transylvanian vampire — who often even coincides with the imagery of the region — from
the external tourism-oriented imagery of Transylvania, would be to recover it from the
point of view of folklore, a step that would legitimise it, would fortify the autochthonous
element in it, identifying Dracula with characters acknowledged by the Romanian rural
collective mind-set.

e We consider that the mental image of Transylvania could best be illustrated in the form
of a regional symbol/brand. The visibility of this geographical space would be assured
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and sustained most wisely through the transposition of its meaning in tourism into a
strong, representative, prominent, all-encompassing and viable brand to faithfully render,
in a visual, written and verbal fashion, the authentic, profound and unobscured identity of
an ancient, wild, syncretic and palimpsestic Transylvania, multicultural thanks to the
synthesis of cultures and civilisations brought together osmotically, a genuine miniature
Europe and cradle of the Romanian people in whose collective conscience it is uplifted to
a level of sacredness.

First Part (Chapters I-VIII)
Chapter I. Prolegomenan: ideas, arguments, premises, hypotheses and scientific objectives

In the initial chapter, we made known the reasons of choosing of the topic, the motivation
and arguments, as well as the premises and assumptions from which we started and which we
tested and the scientific objectives we wanted to achieve.

Chapter 11. General theoretical and conceptual framework and scientific foundation
The chapter consists of two components: in the first phase, an inventory of the main general
philosophical and cultural trends that have influenced and some still influence the evolution of
scientific knowledge throughout the history of humankind and human thought. In the second
phase, the main general paradigms of science are reviewed, which correspond mainly to the
currents. Within both sections, emphasis is placed on what is considered of interest for this study.

Chapter I11. Geography as a science: theoretical and conceptual framework and
terminology

In this chapter we make an incursion into the history of the evolution of geography as a
science and establish theoretical bases of the present study. Geography is one of the oldest
sciences, and the amount of knowledge accumulated and structured over time have brought it to
its present form, when it has a clear object of study, it is a complex discipline, by itself, with
methodology and its own terminology.

Science is a dynamic phenomenon that constantly adjusts to the historical, cultural,
economic, political and social circumstances that define the evolution of society. It can be said
that, practically, until the close of the twentieth century, geography was a "unique" science,
undifferentiated by branches and disciplines, tributary to large-scale monographic studies, which
bring together a multitude of problems, mainly of general order, dedicated to the knowledge of
some. territories as wide and as little researched. In the short term, however, the general progress
of science and the technological revolution would accelerate the contemporary process of
exponential growth of the volume of information, both vertically and horizontally, in all fields of
knowledge.

Chapter 1V. Tourism geography: theory and concepts

In this chapter, we have made an overview of the geography of tourism as an emerging
field and framework of the present research. We make a brief history of the emergence and
development of the geography of tourism as a scientific field, at the global and national level,
and we have carried out a review of the main conceptual notions.

Chapter V. Regional geography: theory and concepts

Within this chapter, a synthesis of the main theories and concepts of regional geography
was made, which by its synthesis character resembles the geography of tourism. The integration
of this chapter is justified by the administrative-territorial unit of regional rank on which this
research is carried out. Due to the fact that this study approaches a geographical-historical region
- Transylvania -, we consider this theoretical-conceptual approach of one of the oldest, most used
and complex concepts of geography - the region imperative.
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Chapter VI. Marketing and communication in tourism

The fields of communication and marketing are essential to combine their contribution in
the process of studying the tourist market, needs, preferences and perceptions, as well as in the
construction and promotion of the tourist image and destination branding. Both areas are capital
for tourism.

Chapter VII. The image versus the tourist image. Theoretical approach of some
multidimensional concepts

Within this section, we explored, for the purpose of elucidation, the relationship between
the image paradigm, which propagates in postmodern society and a particular component, the
tourist image, both being extremely complex concepts, based on formation mechanisms that
require long-term research efforts.

Chapter VIII. The holistic approach of the tourist image

Foreign tourists form a global and unified image (holistic, isomorphic), while domestic
tourists are sensitive to regional, regional, local differences, forming a more dispersed, more
specific image. The image is always individual, so it is mainly subjective.

From the disciplinary (formal) point of view, the subject of the thesis is placed in the
sphere of tourism geography - the field of tourism communication and image. Both the
geography of tourism, as a framework domain, as well as the communication and tourism image,
as a subfield circumscribed to it, has a strong multidisciplinary character, due to the complexity
and multidimensionality of the tourism phenomenon.

Research in the field of tourism image and communication must necessarily include inter-
and multidisciplinary approaches, which, in addition to geography, as a framework - itself
extremely complex, with various inter- and multidisciplinary connections -, they must also use
concepts and working methods from the fields of: psychology, sociology, economics, ecology,
regional development, marketing (especially branding) management, imagology, the field of the
imaginary (collective imaginary, historical imaginary, imaginary literary, social imaginary, etc.),
travel literature, tourism journalism, semiotics, the anthropology of communication, the
anthropology of the image, heraldry, iconography, ethnology, ethnography, political sciences
(geopolitics) signalectic, etc., plus some postmodern fields of geography: mental geography
(psychogeography), social geography, cultural geography, imaginative geography, etc.

Second Part (Chapter 1X)
Chapter IX. The methodological system used in conducting and elaborating the research

Within this section, we have systematically, faithfully and completely followed the
research methodology typical of tourism geography, emphasizing its strong inter-, multi- and
multidisciplinary character.

In science, research methods are ways to develop information, strategies, principles, laws,
paradigms and new theories. At present, there is a tendency to universalize the methodology and
scientific methods in all fields of research.

At present, the methodological specificity of the sciences has been greatly diluted, against
the background of the emergence of interdisciplinary, multidisciplinary or transdisciplinary
domains, the tourism field itself being part of this new paradigm.

Third Part (Chapters X-XX)
Chapter X. The image of the country brand versus the tourist image of Romania
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The image of the country brand is the frame, the dome” under which they are housed
and which subordinates the micro-images and all (sub) brands from its spatial-geographical
scope. In the case of the relationship between the image of Romania and that of Transylvania, a
more special relationship is noted, often the image of the latter succeeding to be more prominent
than the country's, to superimpose it or even to subordinate it. The present approach could not be
conceived without the investigation of the country brand, and this is precisely the purpose of the
present chapter.

Chapter XI. Transylvania - historical-geographical considerations correlated with the
tourist image of the region

From the approach of a geographic-historical region could not miss the considerations
that make the title of this chapter - the geographical and historical. Next, 1 correlated the two
mentioned components with the tourist image and researched, commented and reproduced,
dividing them into counties, some text posts and official images of the general presentations used
on the County Councils websites.

Chapter XI1. The holistic and functional image of the tourist brand Transylvania

Researching the image of the tourist destination Transylvania - which should not be
confused with the tourist one of the region - starts from several premises. The purpose of this
study was to establish the most appropriate way in which the three-dimensional model imagined
by Echtner and Ritchie can be used as a tool for measuring and operationalizing the destination
image of Transylvania from a holistic perspective. To fully correspond to the conceptual model
in question, the destination image of Transylvania has been imagined as being structured on two
main components: one based on attributes and one holistic. Each of the two components of the
destination image includes functional (tangible) and psychological (abstract) characteristics. The
images of the destinations can also vary from those based on common psychological and
functional characteristics to those based on more distinctive or even unique characteristics, as
well as events, feelings and aura.

In the case of Transylvania, to capture all these components, a combination of structured
and unstructured methodologies was used to measure the complex, multidimensional image of
this tourist destination.

In the enterprise of defining a new tourist image of Transylvania the mental
individualization through the geographical and historical landmarks, in general, and the natural
and anthropic tourist attractions of the region, in particular, was pursued, assuming that
Transylvania probably does not need its mythical and spooky aura to flourish in tourism, but it
cannot and should not be dissociated from it.

Chapter XIII. The historical, social, cultural-artistic and religious image of
Transylvania

The tourist image of Transylvania, in its complexity, is not limited to the perception of
the geographical space and the attractive attributes that characterize it, in its case the necessity of
investigating its diachronic evolution, in relation to its historical, social, cultural-artistic and
religious multidimensionality, is manifested.

Chapter XIV. The literary, cinematic and legendary image of Transylvania. The
reality-fiction report

Literature is both an inexhaustible source and an effective tool of geographical research.
The emergence of literary geography, at the interface of geography with literature, is a fact as
edifying as possible regarding the mutual relation, complementarity and interdependence,
between the two domains.
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In this section, we aim to offer an overview of a famous geoliterary destination -
Transylvania. The wide affirmation of the European and international fame of this former
Romanian historical-geographical province has become a truism, which, by itself, has become a
universally recognized universal tourism brand.

Chapter XV. Tourism potential - a fundamental component in building the image of
the geographical-historical region Transylvania

The tourism potential of Transylvania consists of the natural and anthropic heritage and
the specific material basis of tourism - the component of accommodation and food, the spa-
therapeutic and recreational-recreational component -, to which is added the general character
component (communication potential). In this context we have approached the component that
generates tourist attraction - the natural and anthropic heritage.

Chapter XVI. Types and forms of tourism practiced in Transylvania, tours and other
thematic tourism products

In this chapter, we reviewed, exemplified and illustrated the predominant types and forms
of tourism in the studied region. The richness and variety of natural and anthropic tourist
resources in Transylvania led, naturally, to the development of all types of tourism, except the
coastal one, and a great diversity of their forms, and this aspect is worthy of a tourist destination
of a planetary rank and notoriety.

The geographical and tourist area of Transylvania represents an area of interference of
major types and forms of tourism. In the urban perimeter of the region, cultural tourism is noted
alongside recreational one, which are the major components that largely subsidize the
development of the tourism phenomenon. Between the two types of tourism, interconditioning
relationships are established, due to the association or frequent overlap (with varying weights)
between their attributes, which give a mixed (multipurpose) character to tourism, in general, at
regional level.

Some of the types and forms of tourism are already established at local, county or local
level, while others have started to manifest relatively recently, being in the process of
crystallization (football or bridal tourism), and others (the case of balneoclimatic tourism).
already consolidated, having a long tradition. We do not claim that the list of types and forms of
tourism we have drawn up is exhaustive.

Finally, we attach some examples of Transylvania-Dracula themed tours and other
themed products.

Chapter XVII. Construction of the tourist image of Translvanie

There are many ways to build the tourist image. No less diverse and numerous have been
over time and are still presently the cartographic representations of Transylvania, on which the
attention of reputed cartographers and geographers has been directed.

The cartographic reflection of the overall image is extremely important in geography, in
general, as the map is one of the oldest and most well-known representations of the world.

In this chapter we have inventoried and presented the results of the research on the forms
of representation of Transylvania and of its tourist image on the temporal axis paleoimagine -
current image.

Chapter XVIII. The tourist image of Transylvania in postmodernity. Profile and
dynamics

The tourist image is an extremely dynamic and changing socio-cultural construct,
resonating with any socio-economic and political change that may affect it. In the present chapter
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we set out to sketch the profile and dynamics of the tourist image of Transylvania in
postmodernity and to foreshadow the desired image in the future.

As we saw in the initial chapters, the ”raw material” of tourism is space. This statement
legitimizes any approach aimed at approaching and researching the tourist image of the
geographical areas with a real tourist vocation, which can be considered tourist destinations. The
tourist image is complementary to the communication about spaces. Basically, the spaces that
”do not communicate” about do not exist on a tourist level.

The image of Transylvania created primarily as a bookish mental construct, which
competes on a large scale - at the level of the collective mindset of the readers of fantastic novels
- in the propagation of a grim, distorting, persistent, but captivating echo associated with this
region.

Chapter XIX. Policies and strategies for communication, image, branding, marketing and
promotion

A policy and strategy to create a new tourism image, unitary, representative, totalizing
and truthful or to search and consolidate the identity pillars of the already existing Transylvania
brand must include, however, the identity, communication, marketing, branding and promotion
components.

Among the main objectives of a coherent policy and strategy at national, regional or
county level, to communicate the image of Transylvania, it is necessary to create the tourist
image based on its multicultural identity, taking into account the geographical attributes
(’Carpathian citadel) historical (palimpsest ) and cultural, by its celebrity based on a mysterious
aura and a tourist mythology of literary origin.

Chapter XX. Conclusion

The conclusions consist in confirming the hypotheses and offering the appropriate
answers to the question-objectives that were the basis of the present research, in presenting the
research results, valorizing and disseminating them. Finally, we have attached the two own
graphic models we have developed, the one of the structure of the mental tourist space of
Transylvania and the conceptual model entitled Roza of the tourist image of the geographical-
historical region of Transylvania.
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