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Abstract: The present study aims to determine the role and importance of the
tourist information and promotin centers from Bihor county taking into
consideration the economic, social and cultural influence of tourism worldwide.
These centers were established to provide tourists with the necessary and updated
information regarding the tourist destination, thus to become a major part in the
promotion of tourist attractions. The implemented methodology based on
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questionnaires helped us assess the role of these centers in the shaping of Bihor
county tourist destination and the analysis of the existent web sites (8 out of 13
tourist centers have got one) gave us an insight into the significance of internet
promotion as a powerful marketing tool of the 21st century.

Key words: tourist information and promotion centers, role and importance, tourist
destination

INTRODUCTION

In the last two decades, tourism has emerged as a key factor for the worldwide
economic development. Therefore, in 2011 it contributed with 9% la to the global GDP
and it involved 1 in every 12 workers on the planet (Shi & Li, 2013), whereas for 2018
the figures were higher - 10.4% of the global GDP, 1 in 2 jobs being done in the tourism
sector (WEF, 2019). The outstanding growth of tourism especially in the second half of
the 20th century and the beginning of the 215t century is due to the fact that the public
has had more access to the tourist products (Armenski et al., 2012). If in the year 1950,
25 million people travelled outside their countries of residence for tourist reasons, in
2011 their number rose to approximately 980 million (Dahiya & Duggal, 2015), a sign
that tourism is a sector in a constant growth and development. The tourist offer has
also changed according to the considerable increase of the demand, on the tourism
marked appearing a wide range of destinations (Ivanov & Webster, 2013; Antonescu &
Stock, 2014) with varied offers and attractions. In a tourism industry which offers a
variety of opportunities and in which only the best managed ones thrive, (Kayar & Kozak,
2010), the key word is competitiveness (Andrades-Caldito et al., 2012; Leung & Baloglu,
2013; Croes & Rivera, 2010). As a result, each torist destination tries to take advantage of
its own assets to attract the greatest number of visitors. Such an advatage could be a
healthy tourist promotion, which can offer tourists precious information about the
destination, influencing their decision-making process (Shi & Li, 2013; Molina et al.,
2010; Uysal, 2013). Alongside with the evolution and the individualisation of the human
society as unrestricted regarding the free circulation of information, the limits of the
tourist industry have extended continuously (Koo et al., 2015). Nowadays, understanding
the way in which the information about tourism functions is vital, especially because
recent studies in this field (Horng & Tsai, 2010; Chaiprasit et al., 2011; Jeaon et al., 2011;
Standing et al., 2014) show that the information sources have a great impact on the
tourists’ preferences. The conventional sources, such as the tourist information and
promotion centers are partially responsible for the spread of tourist information.

The tourist information and promotion centers represent a dynamic vector of
tourism with profound implications in the creation and promotion of the image of the
tourist destination, playing a key role in the first impression created by the visitor
regarding the destination (Chasovschi et al., 2016; Herman et al., 2019; Lyu & Hwang,
2015; Cox & Wray, 2011). The creation of tourist destination image is a delicate process
that requires considerable time and resouces. Besides the TIPC, other local and
international factors take part in the creation of this image. Among them, we mention:
the organizations for the management of the touris destination (OMD), The Ministry of
Tourism (or similar structures), The Romanian Government through special
institutions, the tourism agecies, the tourist service providers (accommodation, public
food service, entertainment, recreation, treatment etc), public authorities (local,
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regional, national) and the local population. From the above mentioned reasons, it is
clear that the action of creation of a tourist destination image is of large-scale due to the
human factor involved and above all, because of the benefits it can create for the local
community and for the global one indirectly (Li et al., 2017; Fyall et al., 2012; Mendola
& Volo, 2017; Sainaghi et al., 2017; Dwyer et al., 2014; Gémez-Vega & Picazo-Tadeo,
2019; Mariani, 2014; Saarinen, 2001, 2004; Dela & Aria, 2016; Wieckowski et al., 2014;
Lindner-Cendrowska, 2013; Toral et al., 2018). These are translated at local level by:
the creation of a positive image for the tourist destination; the increase of the duration
of the tourist stay; the development of new tourist planning sites; the rise of the social
level; the development of local economy; the sustainable, responsible development of
the territory; the preservation and protection of the environment etc.

The present study comes as a necessity to assess these centers responsible for the
information dissemination and the role they play in the creation of the tourist destination
image of Romania, in general (Bogan, 2014; Ilies et al., 2018; Gozner et al., 2018; Lincu et
al., 2018; Paicu & Hristache, 2013), and of Bihor county in particular. Taking into account
the 1315t place out of 136 studied countries where Romania was in the 2017 World
Economic Forum report regarding the tourism competitiveness, marketing and branding
efficiency to attract tourists, (WEF, 2017) the relevance of the study is the greater. Bihor
county, situated "in the west part of Romania, right near Romania’s state border with
Hungary, at the contact between the morphological units of Tisa Plain (subunit of the
Western Plain) with the Carpathian Mountains (The Occidental Carpathians), in the
hydrographic basin of the Tisa River" (Herman et al., 2017), is represented by 13 TIPC
located on the territory of 11 administrative units, in 11 localities (Table 1).

Tabel 1. The Tourist Information and Promotion Centers in Bihor County

No. TIPC name TAU Address

1 gi};(rgoi?)iog:itzgurwt Information and Oradea Str. Patriotilor nr.2, Oradea

2 Oradea T.O wn Hall Tower Tourist Oradea Piata Unirii nr. 1-2, Oradea
Information Center
Oradea Fortress Tourist Information Oradea Piata Emanuil Gojdu nr.41, corp J,

3 Municipal Center Oradea

4 gsélﬁgf;;oggiiiurlst Information and Beius Calea Bihorului, Nr.28, Beius

5 giﬁ;ﬁﬁg%neﬂtzgurmt Information and Nucet Str. Republicii nr.8, Nucet

6 Vascau Natlpnal Tourist Information Vasciu Str. Unirii, nr.75, Vasciu
and Promotion Center ’ >

7 ﬁiﬁgﬁ%ﬁg‘lm Information and Alesd Str. Bobalna, Nr.3, Alesd

8 Bratca Natlonal Tourist Information and| Bratca Str. Principala, Nr.126, Bratca
Promotion Center
Carpinet National Tourist Information ‘s - .

9 and Promotion Center Cérpinet Str. Principala nr.80, Cirpinet

10 Maidaras Na_tlonal Tourist Information Midiras Str. Principala, Madiras
and Promotion Center
Campani National Tourist Information N . .. . .

11 . Campani Str. Principala nr.1, Cimpani
and Promotion Center

12 | Vadu Crigului Tourist Information Center | Vadu Crisului | Str.Principala nr.693, Vadu Crigului

13 | Bulz Tourist Information Center Bulz Str. Principala nr. 134i, Bulz
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The present study aims to highlight some quantitative and qualitative aspects
related to the role and importance of tourist information and promotion centers,
previously mentioned, in the shaping and promotion of Bihor county as a tourist
destination. Bihor tourist destination is defined by the existence of four tourist resorts:
(Baile Felix, Baile 1 Mai, Biile Tinca, Stana de Vale) and eight areas of maximum
concentration of tourist resources and the necessary infrastructure for their operation:
Oradea, Biile Felix, Paddurea Craiului (including Valea Iadului), Stana de Vale, Padis,
Vartop, Campia Crisurilor (pseudodestination), Ierului Valley and Barcaului Valley.

WORKING METHODOLOGY

In the current study we used the social survey method based on questionnaire
(Babbie, 2010; Bar et al., 2016; Bryman, 2012; Chelcea, 2007; Ilies et al., 2015; Téatar et
al., 2018a, 2018b, Herman et al., 2019a, b) and the websites analysis. The questionnaire
used to obtain the data regarding the role and importance of information and
promotion centers in the shaping and promotion of Bihor image as a tourist destination
was administered in the time frame 01.10.2017 — 20.04.2018 and readministered in the
period 01.11.2018 - 30.01.2019. Structurally speaking, the used questionnaire contained
10 items with reference to: tourist attractions; tourist promotion materials;
accommodation infrastructure; access to public transport infrastructure; tourist
guidance activity; events of tourism exhibitions; recommanded local tourist products;
local tourist circulation; existence of tourist destinations and other defining aspects in
the creation of the tourist destination image. The analysis of the centers’ websites is a
necessity as the internet has undoubtedly become the most powerful marketing
instrument (Andreopoulou et al., 2014), with significant roles in the dissemination of
information and promotion of tourism. Their analysis followed the same methodological
pattern used during the sociological method of the questionnaire seeking to obtain
answers to the 10 items mentioned above, from the content of the pages corresponding
to TIPC Bihor. To quantify the responses received from the sociological survey and
websites analysis, each of the 10 items was given a single value equal to 1, a proportion
of 10% respectively. This value resulted from the summation of the given score of 0.5
for each typical category separately, questionnaire and websites analysis respectively at
the level of each item (Table 1). Based on these values, a value scale was drawn up
regarding the role of TIPC with ranges between 1 and 4 points (insignificant role); 5 and
6 points (minor role); 7 and 8 points (average role); 9 and 10 points (major role).

Regarding the quantity and quality of the obtained results, we have to state that the
requested information, with the help of the questionnaire, is public information that the
tourist information and promotion centers have the obligation to provide to anyone who
requests it for free (Order 1096, 2008, para. 4.1), while according to the appendix 4
regarding the Basic Structue of the CNIPT specified in the Regional Operational
Programme 2007-2013; Priority Axis 5 — Sustainable Development and Tourism
Promotion; Major Intervention Field 5.3 — The Promotion of the Tourist Potential and the
Creation of the Necessary Infrastructure to Increase Romania’s Attractiveness as a Tourist
Destination; Operation The Creation of the National Centers for Tourist Information and
Promotion (CNIPT) and their equipment. This is public information that can be accessed
from the web page corresponding to each tourist information and promotion center.

RESULTS AND DISCUSSIONS
Using the above mentioned methodology, 13 TIPC were questioned via the
questionnaire method, out of which 10 centers followed that course of action. With regard
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to the websites analysis, 8 TIPC were assessed, the other 5 having no web or internet
page. The integrated analysis of the obtained information has highlighted the existence of
some major malfunctions regarding the possession of information with respect to the
local tourist circulation, recommanded local tourist products, access to public transport
infrastructure, tour guiding activity and other marked aspects for the creation of the
tourist destination image, while a better situation was registered at the chapters regarding
the tourist attractions, tourist promotion materials ans accommodation infrastructure
(Table 2, Figure 1). From the perspective of each analysed parameter, it was noticed the
existence of the following typical categories of indicators: with major role (1 indicator,
Tourist attractions); with average role (2 indicators, Tourist promotion materials;
Accommodation infrastructure); with very low role (4 indicators; Local tourist
circulation; Tourists access to public transport infrastructure; Tour guiding activity;
Tourist exhibitions; Recommended local tourist products; Other defining aspects in
creating a tourist destination image; The existence of tourist destinations) (Table 3).

14
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Figure 1. The Value of the Indicators

As a result of the quantification of the TIPC role and importance in the shaping of
the Bihor county tourist destination image, according to the methodology developed in
the present study, it is clearly noticeable that TIPC play an insignificant role (Table 2, 3,
figure 2). This resuted from the quantification of the obtained score (37 points, 37%) for
each of the 10 analysed indicators, for the 13 assessed TIPC (1 point for each indicator,
total 130 points). Bihor National Tourist Information and Promotion Center (major
role) and Alesd Tourist Information and Promotion Center (minor role) are exceptions
from this rule (tabelul 3). Bihor National Tourist Information and Promotion Center
obtained 9 out of 10 points, which placed it in the category of centers with major
impact. From the analysis of the indicators taken into account in this study, a few
malfunctins emerged regarding the recommended locat tourist products and the
possession of information with respect to tourist circulation in the last 5 years.

Alesd National Tourist Information and Promotion Center has a minor
importance in the shaping and promotion of Bihor tourist destination obtaining 6
points. The individual study of each indicator, for Alesd TIPC has highlighted a number
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of weak points regarding the tour guiding activity, recommended local tourist products,
local tourist circulation and the existence of tourist destinations.

Tabelul 2. The value of the score obtained by TIPC in Bihor according
to the indicators used to quantify the role of the tourist information and promotion centers

No. Centers Number of item analized Total Role
1/2|13|4|5|6|7|8|9 |10
Bihor National Tourist
1 Information and 1|1|1|1|1]|1]|05/05  1]|1]| 9 .
Promotion Center Major
Turnul Primériei Oradea
2 | Tourist InformationCenter | © [ © | © |2 || °|°|°]°|°| ° Insignificant
Cetatea Oradea Tourist ..
3 Information Municipal Center 05/ 00 j0j0} 0000 0| 0.5 Insignificant
Beius National Tourist
4 Information and 1|1|1|0]|o0]|o5/ 0|0]|o0/l05 4 |Insignificant
Promotion Center
Nucet National Tourist
5 Information and 1|1[1|o|o|lo|o|o0o]|o0|0o| 3 |Insignificant
Promotion Center
Vasciu National Tourist
6 Information and 1|1]|o5l/0o05{0|0|0|0]|o0]|0| 3 |Insignificant
Promotion Center
Alesd National Tourist
7 Information and i1|{1|1|1|l0|1|O0]O|1]|0| 6 Minor
Promotion Center
Bratca National Tourist
8 Information and 0.5/0.5/0.5| 0 | 0 |0.5|0.5| 0 | 0 |0| 2.5 |Insignificant
Promotion Center
Céarpinet National Tourist
9 Information and 0.5/0.5/0.5| 0 |0o.5{ 0| 0| 0|0 |0| 2 |Insignificant
Promotion Center
Madéras National Tourist
10 Information and 1 |lo5|1|o0fo5/0|0|0|0]|0| 3 |Insignificant
Promotion Center
Campani National Tourist
11 Information and 1|o5/1|0]|0|o5/0|0]|o0]|0| 3 |Insignificant
Promotion Center
12 ‘éﬁg&ﬁ?gg}ﬁgﬁt ojlolo|o|o|o|o|o0o]|oO]|0o| o ,|Insignificant
13 Info]?;ﬂzggglézter o5/05/ 0| 0|0|0O0|0O0|0O0]|O0O]|O 1 |Insignificant
TOTAL 9 7.5 |7.5/2.5| 2 |3.5| 1 |0.5| 2 [1.5| 37 |Insignificant
£ £ £ £ =] =] £ £
PR EERER
we  (BE3EREE 000 8
E é é .i .i .a .a .a .a .a .a
g 8 8] 8| 8| & 8 &

Although we can say that quantitatively the information materials were
satisfactory in number, qualitatively, these do not emphasize the destination and are
not updated, a lot of them being done when the center was established, as part of the
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project from which they emerged. Moreover, the materials are not unitary at the level of
Bihor destination, each one being done based on different concepts. Other information
is hardly available (regarding the transport infrastructure and public transport, tour
guiding or local tourist circulation). This fact shows that there is no monitoring system
at the level of Bihor destination. The centers’ websites are not completely functional,
and the majority of those that function, do not contain updated information.

To render efficient the activity of the tourist information centers it is necessary to
create a tourist network and to identify its best communication channel. This network
must have a (institutional) coordinator and must include all the factors interested in
tourism at local and county level. It is essential to create a unitary communication
channel with the beneficiaries at the network level and other new opportunities for the
tourist development of the communities where the information centers operate.

Tabelul 3. The criteria used to quantify the role of torist information and promotion centers

Relevant criteria to assess Nominal value Total value !
the role of the tourist Questi | yyehsite | Ratio | 2% | website | Ratio
Nr. information and onnaire onnaire TIPC role
crt. | promotion centers in the
creation of Bihor tourist No. No. % No. No. %
destination image
1 | Tourist attractions 0.5 0.5 10 5 4 90 Major
2 ;Fn(;glri;ﬂ romotion 0.5 0.5 10 5 2.5 75 Medium
Accommodation .
3 | infrastructure 0-5 0-5 10 4-5 3 75 Medium
o | Toutto s OO | 05 | 05 | 10 | 1 | 15 | 2 |t
5 | Tour guiding activity 0.5 0.5 10 1.5 0.5 20 | Insignificant
6 | Tourist exhibitions 0.5 0.5 10 2.5 1 35 | Insignificant
Recommended local Insienifi
7 tourist products 0.5 0.5 10 0.5 0.5 10 nsignificant
8 | Local tourist circulation 0.5 0.5 10 0 0.5 5 | Insignificant
Other defining aspects
9 | in creating a tourist 0.5 0.5 10 1 1 20 | Insignificant
destination image
1 | The existence of tourist -
destinations 0.5 0.5 10 1 0.5 15 | Insignificant
Total 5 5 100 22 15 37 |Insignificant

The information centers network must facilitate the access to a complete and
integrated set of information across the county, regarding the tourist destinations,
tourist attractions, tourist services, including accommodation, support and working
facilities. By enhancing such a network, we could improve the tourists’ information and
even satisfaction level, including tourist loyalty of all who travel in Bihor county.

CONCLUSIONS
The analysis of the tourist information centers from Bihor county (13 centers),

! Valoare totala 130 puncte (1 punct pentru fiecare criteriu aferent celor 13 centre de informare st
promovare turistica analizate)
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using the methodology developed during the present study, has illustrated that these
institutions have an insignificant importance at county level, except for Bihor National
Tourist Information and Promotion Center (major importance) and Alesd National
Tourist Information and Promotion Center (minor importance). The analysis of these
centers at item level has highlighted the existence of some serious problems at almost
all the items, except for those regarding tourist attractions (major importance), tourist
promotion materials and accommodation infrastructure (average importance each).

1. Bihor National Tourist Information and Promotion Center /!
P
2. Turnul Primariei Oradea Tourist Information Center N J
Ve
3. Cetatea Oradea Tourist Information Center I/\\- Satu Mare
4. Beius National Tourist Information and Promotion Center ( County
$. Nucet National Tourist Information and Promotion Center N \4
1
8. Vascau National Tourist Information and Promotion Center < /’
T g
7. Alesd National Tourist Information and Promotion Center <) f
/
8. Bratca National Tourist Information and Promotion Center =/
N j Quantification of the studied indicators to highlight the role
9. Carpinet National Tourist Information and Promotion Center b3 / of TIPC in promoting the image of tourist destination
10. Madaras National Tourist Information and Promotion Center ¢
) Salaj
11. Campani National Tourist Information and Promotion Center l—* Coumy
{ Distribution of the numencal values of the analysed indicators|
12. Vadu Crisului Tourist Information Center {
d o
4 p
13. Buiz Tourist Information Center { QOradea '
) / @ ®Alesd
p & Baile 1 Mai \add\Crisuk
! |
National boundary { QU
/‘) Baile Felix
Bihor County Pt Bratca
Communal road \
p
County road rrﬂ—l’ Bulz
National road /\ ®/Madaras
4’ * Cluj
The NTIPC role N County
® Insignifiant f'/\/) Stana de Vale
O Minor /'7 *
] L ]
BEIUS
Q Major /\ Arad
/ County
Y Touristic resort 2
< Campani .
\ e o~
) Vascau f Alba No. No. NTIPC TIPC's value
{ 0 125 25 50 km NUCET' County I 1 Insignificant
[N . L — Carpinet 2 1 Minor
| b 3 0 Medium
r 4 1 Major
i

Figura 2. The TIPC role in the promotion of the tourist destination image

The TIPC in Bihor face the most serious difficulties at the chapters regarding
recommended local tourist products and local tourist circulation (Table 1 and 2). Taking
into account the fundamental role these entities play in the marketing strategy of the
destination, the tourist information and promotion centers should possess a larger
amount of information and carry out the local products marketing as well. As a result of
the applied questionnaire, it is apparent that the centers face great malfunctions
regarding the above mentioned responsibilities, fact that determines the limited role
they have in the development of Bihor county as a tourist destination.
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