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ABSTRACT.- Publicitatea în turism - Relaţia dintre România şi Ucraina. 
Euroregiunile sunt un fapt în lumea modernă, cât şi în turismul care se 
poate dezvolta între ţările care împart aceeaşi graniţă. În lucrarea de faţă 
noi vom face referire la România şi Ucraina. Ele împart aceeaşi graniţă, o 
parte din atracţiile naturale, culturale, etnice, religioase, dar nu au 
acceaşi importanţă în turismul internaţional. În cazul promovării în 
turism, internetul este o cale foarte importantă de a prezenta o atracţie, o 
sursă foarte rapidă, ieftină şi disponibilă oricând pentru turişti şi pentru a 
găsi informaţiile pe care le caută. Dacă facem o comparaţie între 
promovarea turismului în România şi Ucraina, găsim mari diferenţe 
pentru că România este o ţară care se concentrează pe turismul extern, iar 
Ucraina se concentrează pe cel intern, fiind a şaptea ţară în lume ca 
receptoare de turişti. Acest lucru este arătat şi de limba care este folosită 
de site-urile fiecărei ţări: aproape numai română în România, engleză şi 
ucraineană în Ucraina. 
 
Keywords: euroregions, tourism, publicity, promotion, English language, 
touristic attractions. 
 
 
1. Euroregions and transfrontiers 

 
Through the years, borders between countries have changed as the 

relations between the states changed. In some regions, the borders moved in 
the territory, some lands becoming, in time, parts of other countries than the 
native ones, being taken by peace or by force. These lands have changed in 
these tough conditions into regions that had their own way of life. These 
kinds of regions have a mixture of nationalities, languages and cultural and 
ethnical characteristic preserved from the populations that passed through 
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these lands.This mixture is very hard to be managed, sometimes solving in 
wars and silent fights between the opponents.  

In Europe there are many lands that have passed from country to 
country. They are called cross-border regions. In the endeavor to set peace 
in this region and for a better collaboration between states, the European 
Union has established through years some Euroregions that share territories 
of many states.  

This states, through programs, try to improve the relations between 
people from the both sides of borders, between families and to settle better 
economic, cultural and ethnical relations between countries. Such 
euroregions are Alps-Mediterranean Euroregion, Black Sea Euroregion, 
Galicia North Euroregion etc. A wide spread euroregion is Carpathian 
Euroregion. It is an international association formed on February 14, 1993 
by the Ministers of Foreign Affairs of Poland, Ukraine, and Hungary in the 
city of Debrecen. 

This region, especially the border between Romania and Ukraine 
shares lots of natural, cultural, religious and other kinds of touristic 
attractions, such as the natural parks from the Carpathian Mountains, 
reservations, rivers, lakes, gorges, canions, falls, ski and climateric resorts, 
museums, monasteries, churches, a.s.o. These many attractions can be used 
in tourism, national and transfrontier. 

 
2. Transfrontier tourism 
 
The first main objective of transfrontier tourism is to develop the 

economic-social-touristic unity, through improving the colaboration 
between the countries around the border, starting from small tourism, 
unorganised, to organised tourism, with operators for the both border sides. 

It has as first elements the common characteristics of the people and 
of the natural landscape from the both sides of the border. These elements, 
developed through time, are rhose who have to be presented and discovered 
by the people on the both sides of the border.  

The countries from these regions have many touristic attractions that 
are more used in the normal tourism, in the promotations that are made for 
the other countries, but scarcely for the people of this area, who can profit 
from this kind of tourism that is cheaper than others and very accesible, 
because of the small distance from their houses. 
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Conditions for promoting the transfrontier tourism : 
- Knowig the necessities of touristic consum for the both touristic 

geografical aries  
- The existance of a colaboration protocol in tourism to start a 

partnership for promoting the transfrontier tourism 
- The establishment public autorities representatives from both 

countries to assure the legislative environment and the way the 
transfrontier tourism is done 

- Development common strategies for this kind of tourism  
- Common touristic packets made for the touristis by the tour-

operators in the both sides 
- Common information and promotion materials 
- A touristic guide with a short presentation of each touristic 

operator in both areas, maps of the touristic attractions, etc. 
- Folders with information and images of the main touristic 

attractions and the touristic packets in the both touristic areas, 
written in the languages of the both countries and in english. 
(Matei Gherman, Corina, 2009) 

This kind of tourism can be improved through the establishment and 
development of Transfrontier Conservation Areas. 

 It can be used as a vehicle for conservation and sustainable use of 
biological and cultural resources. Its main objective is to facilitate and 
promote regional peace, co-operation and socio-economic development. It 
taps on the notion that nature knows no boundaries. 

Equally important, it is anticipated that these Transfrontier Parks and 
Transfrontier Conservation Areas will provide jobs and revenue generating 
opportunities for many local people living within and around them. It 
sounds logical therefore to presuppose that improving the lives of rural 
communities will in turn further contribute towards biodiversity 
conservation by demonstrating the economic and social advantages that can 
be achieved through wildlife conservation. 

It can be said that the establishment, development and management 
of Transfrontier Conservation Areas forms part of border aims of trans-
boundary ecosystem management, integration of conservation with 
development, promoting regional cooperation and socio-economic 
development in the both border countries, in this case Romania and Ukraine. 
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3. Publicity and tourism 

 
Although tourism depends very much on the infrastructure and the 

quality of the accomodations in one country, once this things realized, is 
very important to let the others know that you exist, to promovate your 
attractions. And that can only be done through publicity, with pliants and at 
place publicity, and nowadays through internet.  

The internet can be a very usefull tools in promoting one area 
because in a one site you can show all the attractions of an area, the 
accomodations and the services you provide with photos for all of them, 
tours, informations of the transports, currency, visas, customs rules, contact 
informations, booking possibilities for all the people that visit the site. 

Also, the promovation through Internet is not affected by size or 
capacity costs or by the space allocated. 

 The costs are very low and the space is very large. Through hyper-
links it can creat a very large personalized multimedia brochure, available 
instantly for all the people in the world. 

One of the most important characteristics of Web is its global 
network. An information posted is available 24 hours per day, 365 days per 
year. Clients from all the world can see your material, whenever they want, 
without fighting to find free people at rush hours to present them. 

You can see photos, graphics, sound or even videos from the area 
you want to visit. Also, tha data can be actualized rapidly, oftenly, offering 
an high potential fr last minute oferts.  

The Internet is has no borders that it cannot pass. So you can contact 
locations from the most far away places in the world and to make a booking 
in the location you want using bank transfer, that make it instant. 

The Internet and this way of publicity has though some problems 
too. It is unsure. You can find locations and toruistic packeges that you like, 
but is not so sure to make the bank transfer because it can be a “pirate” that 
can suck up your money. Although, security systems and secure card 
transanctions technology through Internet have rapidly developed to assure 
a safe environment for tourists. 
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4. Transfrontier tourism and its publicity in Romania and 
Ukraine 

 
The transfrontier tourism is just a part of the national tourism and of 

the national development plan for tourism. 
 If we are talking of Romania and Ukraine, just a brief over the 

publicity that is made on the Internet and you can understant what is the 
country’s tourism plan. To demonstrate it we’ll talk separatelly about the 
both countries. 

Romania, as it can be seen from the Internet and the national market 
publicity, is a country that concentrates its interests on the extern, outgoing 
tourism, offering packeges for extern locations, nearer or very exotic ones. 

These packages are very well made and are especially created in the 
romanian language for the romanians. 

The intern destinations, attractions and tours are not very well 
developed, for the Romanian tourists and for the foreign ones.  

These destinations are not used, based on the concept that Romania 
has bad infrastructure, poor accommodation conditions, not so well prepared 
staff.  

This conception is not all the time true, and so the people cannot see 
these beautiful attractions of this country. 

If we talk about publicity, we can see very easy the intention of 
Romanian operators to orientate all the packages to exterior, avoiding the 
intern market that unused, and so cannot product income for the tour-
operators and for the intern producers.  

This can be easily seen through the use only of Romanian language 
in presenting the packages, making them available only for the romanian 
tourists, who are not so interested in discovering their own country.  

They want more to see other countries. Not using the english 
language for the presentation of the packages and of the attractions make 
them not available for the foreign tourist that may interested in visiting 
Romania. 

If we talk about Ukraine, the first thing that hits you when you 
navigate on the Internet is that you find site mainly in english that present 
Ukraine and intern packages for the foreign tourist that want to come to this 
country.  
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There very few packages for extern tourism for the ukrainians that 
want to go outside. 

Their tourism concentrate on the intern one, using very well done 
and attractive sites, that make the tourists to come to Ukraine.  

Such sites are www.ukraine-rus.kiev.ua, www.dompavlov.com, 
www.skibukovel.com etc., that use a very large domain of activity, from 
natural tours (natural sites visitation, sports etc.), cultural tours (sight seeing, 
monasteries, castles etc.), ski and climateric resorts, events, congreses, folk 
festivals, religious pilgrimage etc.  

This vast domain of activity transformed Ukraine in the only eastern 
Europe and ex-comunist country that reached the Top 10 Most visited 
countries by international tourist arrivals, surpassing countries like Russia 
and Germany (Table 1).  

That is because they have many touristic attractions, good 
infrastructure and accomodation conditions, but also an incoming orientated 
tourism developing plan, that facilitate the acces of roreign tourists, 
especially by using english language, the most common language in all the 
world. 

 
Table 1. Top 10 Most visited countries by international tourist arrivals  

(after www.wikipedia.org) 

Rank Country 
UNWTO 
Regional 
Market 

International 
tourist 

arrivals 
(2008) 

International 
tourist 

arrivals 
(2007) 

International 
tourist 

arrivals 
(2006) 

1 France Europe 79.3 million 81.9 million 78.9 million 

2 United 
States 

North 
America 58.0 million 56.0 million 51.0 million 

3 Spain Europe 57.3 million 58.7 million 58.2 million 
4 China Asia 53.0 million 54.7 million 49.9 million 
5 Italy Europe 42.7 million 43.7 million 41.1 million 

6 United 
Kingdom Europe 30.2 million 30.9 million 30.7 million 

7 Ukraine Europe 25.4 million 23.1 million 18.9 million 
8 Turkey Europe 25.0 million 22.2 million 18.9 million 
9 Germany Europe 24.9 million 24.4 million 23.5 million 

10 Mexico North 
America 22.6 million 21.4 million 21.4 million 
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5. Conclusions 
 
Though there are programs of transfrontier colaboration between 

Romania and Ukraine, such as Transfrontier Tourism Development and 
Promotion Network in Ivano-Frankivsk, Ukraine, and Maramuresh, 
Romania, and other programs, they don’t make a very good promotion of 
the touristic attractions, especially through internet publicity and english 
language made sites (for the romanian part), that can develop the 
transfrontier tourism and the raltions between the two countries. 

A way to communicate is through a common language or through 
using both romanian and ukrainian language, so that the people in both 
countries could undestood what they can see, do and realise in the other side 
of the border. 

For Romania, it would be very good to learn from the experience of 
Ukraine, who became such a powerfull visited country, even though it was a 
communist country and it is “only over the border”. 

We have to ask ourselfs way a country neighbor to us, ex-
communist, with similar attractions and similar people, customs, traditions 
etc. (although it is bigger than Romania) can be so much ahead us. When we 
find the answer to this question we can find the way to improve our intern 
tourism, to realise greater income from it. 

In that moment, when wea are at a similar or almost level with 
Ukraine can make true transfrontier tourism. 
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