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Abstract
The aim of this paper was to obtain qualitative information from the decision-makers in
Bucovina in order to identify their attitude in terms of tourism promotion and their level of
information regarding promotion, tourism and tourists. We set four objectives: analyzing the
level of awareness regarding the benefits provided by tourism for the municipality and the
locality; identifying the level of information regarding the range of services available for
tourists in the localities where the mayors carry out their activities; determining the attitude
of the decision-makers vis-à-vis promotion and identifying the perceptions of the interviewees
regarding the place of promotion in tourism development. The research method we used is
qualitative research, namely the in-depth interview.
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1. Introduction
We can note that the current global context is
characterized by continuous and rapid changes
from all perspectives, particularly the economic
and social one. The current socio-economic
changes have affected and caused severe problems
especially in the rural or isolated areas, where the
farmers' incomes have declined constantly during
the last years, and the unemployment rate has
increased to an alarming rate, leading to massive
emigration towards other countries (especially the
Western European countries). This is also what
happens in Bucovina. Most of those who have
decided to leave Bucovina are part of the active
population; thus, this phenomenon led to the
emergence of a demographic imbalance in the rural
areas. Practicing tourism in the rural areas is a way
of countering the problems of the rural
environment, and most scientists agree that the
solution for economic, social, political and moral
recovery is to use the natural and human potential
of the area.Some authors talks about location brand
in this context (Luca& Ioan, 2014; Ioan& Luca,
2014; Ioan et al, 2014a, b; Ioan et al., 2013). This
research aims to obtain qualitative information
from the mayors of three localities characterized by
different levels of tourism development, in order to
identify their attitude in terms of tourism promotion
and their level of information regarding promotion,
tourism and tourists.
2. Aim
The aim of this paper is to obtain qualitative
information from the decision-makers in Bucovina
in order to identify their attitude in terms of tourism
promotion and their level of information regarding
promotion, tourism and tourists.
3. Objectives
The objectives of this paper derive from the aim,
and are the following:
- Analyzing the level of awareness regarding the
benefits provided by tourism for the municipality
and the locality;
- Identifying the level of information regarding the
range of services available for tourists in the
localities where the mayors carry out their activities
- Determining the attitude of the decision-makers
vis-à-vis promotion;
- Identifying the perceptions of the interviewees
regarding the place of promotion in tourism
development.
Identify interviewees' perceptions of the place /
position to promote the development of tourism.
4. Methodology
The research method we used is qualitative
research, namely the in-depth interview, in order to
identify the opinions of the decision-makers
regarding the promotion of the touristic region of
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Bucovina and the localities where they hold
decision-making power.
The sample was formed of 4 mayors of differently
classified localities depending on the level of
tourism development characterizing them. The
research tool used is the interview guide, which
contains 8 questions, particularly designed for the
target group. The type of interview used is the
semi-structured interview, which includes the most
important questions, as well as several possibilities
to go further, depending on the interviewee's
response. After collecting the data, we developed
the content analysis and narrowed down the
statements to a minimum number of words in order
to be able to manipulate them more easily within
the analysis; however, we made sure that the
reformulations do not alter the ideas presented by
the interviewees. We carried through the
codification manually, attaching a code to each
statement. We classified the items by category and
kept trace of their periodicity – the volume of the
categories; we analyzed the order of expressing the
ideas and carried through the analysis by
respondent.
This method offers the interviewees the chance to
express their views regarding the chosen topic,
namely tourism promotion of Bucovina village.
The selected interviewees are different in terms of
age, but they have the same ethnicity, gender and
occupation.
One of the basic steps regarding this study was the
selection of the decision-makers from the rural
environment of Bucovina to be part of the sample.
For this early stage of the doctoral research, we
selected mayors from three types of localities,
which are classified according to the level of
tourism development in each locality.
The sample is not statistically representative for the
rural environment of the entire Bucovina. For this
research, we selected persons with decision-making
power from the localities Sucevita, Straja and
Bădeuţi. We used convenience sampling.
The research tool used is the interview guide,
which contains 8 questions, particularly designed
for the target group, the mayors.
The type of interview used is the semi-structured
interview, which includes the most important
questions, as well as several possibilities to go
further, depending on the interviewee's response.
There are several key questions, whereby we tried
to identify the information directly in order to reach
the objectives and several additional questions,
whereby we identified indirect information related
to the objectives. Due to this type of interview, the
interviewees had the opportunity to provide open
responses that express their perceptions, opinions
and ideas as close to the reality as possible.
For the data collection we used:
- Forms that identify the socio-demographic data of
the decision-makers;
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- The interview guide;
- Recorders (for recording the information).
4.1 Research results
After collecting the data, we developed the content
analysis.
We narrowed down the statements to a minimum
number of words in order to be able to manipulate
them more easily within the analysis; however, we
made sure that the reformulations do not alter the
ideas presented by the interviewees. Basically, we
removed the unnecessary and irrelevant
information.
We carried through the codification manually; thus,
we attached a code to each statement, in order to be
able to identify them easily:
Pr- mayor, the number corresponding to the
respondent, the order of the statements and the
order of the items
Example: Pr3.6.2 = mayor no. 3, statement
corresponding to question no. 6, item 2 from the
answer.
We carried through the content analysis in 2 steps:
1. First, we identified the id tags, and
2. Second, we grouped the items under the
corresponding id tags.
After carrying through the codification, we also
conducted a quantitative analysis of the data.
The simplified answers are presented in the
Appendices section.
4.2 Analysis
Category volume
Category
No.
of
items
Benefits
25

Pr3.6.1 Obtains funds for the promotion
of the locality;
 Pr2.7.1 Increased incomes for the service
providers, accommodation providers and
craftsmen;
 Pr3.7.1 Area economic growth;
Two of the three mayors ranked second the benefits
offered by the increase in employment and the
decrease in the unemployment rate.

Types of services
25
Means of promotion
13
Persons responsible for promotion
10
Role of promotion
6
Evolution of the no. of tourists
3
Size of investment
3
4.3 The order of expressing the ideas
For this process to be relevant, we must take into
account those questions that have provided more
items within the answer of each respondent or those
questions whose answer is included in a common
category. The order of presenting the categories
and expressing the ideas is determined by their
frequency within the answers.
In the category of Benefits, which includes the
benefits of tourism for the municipality and the
locality, the first answers provided by all the 3
interviewed mayors regarded the financial aspect.
In this context, for the 3 interviewed mayors, the
economic advantages hold the first place; this is
due to their value system and the special attention
they attach to the financial aspect.
 Pr1.6.1 Financially - taxes and fees
 Pr2.6.1 Financially - taxes

Pr1.6.2 Increased employment
Pr1.6.3 Lower unemployment
Pr3.7.3 New job creation;
The first mayor does not mention any social or
cultural advantage, thus revealing the fact that he is
uninformed – not interested - unaware of them.
The benefits of tourism for the locality are the
following (14):
Pr1.7.1 Continuance of providing tourism
services
Pr1.7.2 Maintenance and repair of the common
areas of the locality;
Pr1.7.3 Increased incomes for the inhabitants that
provide various services
Pr2.7.1 Increased incomes for the service
providers, accommodation providers and
craftsmen;
Pr2.7.2 Increased employment
Pr2.7.3

Village beautification;

Pr2.7.4

Preservation of traditions;

Pr2.7.5

Increased living standard;

Pr2.7.6

Increased cultural level of the inhabitants;

Pr3.7.1

Area economic growth;

Pr3.7.2

Improved infrastructure;

Pr3.7.3

New job creation;

Pr3.7.4

Area
renovation
/modernization
opportunities;
Increased visibility of the area in the
online environment;

Pr3.7.5

The benefits for the locality are the following (11):
Pr1.6.1

Financially – taxes and fees

Pr1.6.2

Job creation

Pr1.6.3

Lower unemployment

Pr2.6.1

Financially - taxes

Pr2.6.2
Pr2.6.3

Increased notoriety of the locality
name
Funds are easier to obtain;

Pr2.6.4

Increased employment

Pr2.6.5

Lower unemployment

Pr3.6.1

Obtains funds for the promotion of
the locality;
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Pr3.6.2

Funds for modernization;

Pr3.6.3

Increased popularity of the locality;

The mayors believe that the touristic activity
provides more benefits to the locality and its
inhabitants than to the municipality.
18 of the 25 items in this category refer to the
economic aspect either directly: economic, or
indirectly,
through
investment,
increased
employment, lower unemployment, funds are
easier to obtain, modernization – due to the funds
obtained, promotion - due to the funds obtained for
this aspect, increased living standard, improved
infrastructure, area economic growth, renovation
opportunities.
Pr1.6.1 Financially – taxes and fees
Direct
Pr1.6.2

Increased employment

Indirect

Pr1.6.3

Lower unemployment

Indirect

Pr1.7.1

Indirect

Pr2.6.1

Continuance of providing
tourism services
Maintenance and repair of
the common areas of the
locality;
Increased incomes for the
inhabitants that provide
various services
Financially - taxes

Pr2.6.3
Pr2.6.4

Funds are easier to obtain;
Increased employment

Indirect
Indirect

Pr2.6.5

Lower unemployment

Indirect

Pr2.7.1

Increased incomes for the
service
providers,
accommodation
providers
and craftsmen;
Increased employment

Direct

Indirect

Pr3.6.2

Obtains funds for the
promotion of the locality;
Funds for modernization;

Pr3.7.1

Area economic growth;

Direct

Pr3.7.2

Improved infrastructure;

Indirect

Pr3.7.3

New job creation;

Indirect

Pr1.7.2

Pr1.7.3

Pr2.7.2
Pr3.6.1

Indirect

Direct

Direct

Indirect

Indirect

Pr3.7.4

Area
renovation
/ Indirect
modernization opportunities.
Two items related to culture were mentioned by
mayor no. 2:
Pr2.7.4

Preservation of traditions;

Pr2.7.6

Increased cultural
inhabitants ;

level

of

the

In the category of Services, accommodation and
food services are amongst the first services
available to tourists mentioned by the interviewed
mayors. Assuming that the order of expressing the
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services is influenced by their importance, we can
say that the services that tourism depends on are
mainly the 2 mentioned above. Without
accommodation and food services, the term tourism
would no longer exist; thus, these two services fall
within the category of basic services, along with
leisure. Leisure is also mentioned; although it was
not among the first places, the mayors had it
considered.
The second mayor did not mention the term leisure
– entertainment; however, he listed a number of
activities that fall within this category: sleigh rides,
participation in sheepskin coat manufacturing,
participation
in
wooden
milk
container
manufacturing, participation in seasonal chores
(haying, mowing), participation in housework,
dances, participation in important authentic events
(wedding, christening).
There are some items that were mentioned only
once: SPA, swimming pools, Jacuzzi, sauna,
bowling, darts, massage, saline, fitness gym. The
reason they were mentioned only once is the fact
that they can be found only in one of the locations,
not in all three.
The first expressed opinions regarding the role of
promotion had tourist attraction as common factor,
even if different words were used for relieving this
aspect. In the case of the first two interviewees, this
was the only identified role. Only the third mayor
mentioned 4 roles. The last one in order of
statement was Pr3.3.4, attracting investment within
the area; therefore, although the item exists, it is
less important.
The category of Means of promotion includes 13
items; the first means of promotion expressed in 2
of the 3 cases, are from the online environment,
namely Pr.1.4.1 – the municipality website and
Pr2.4.1 - the internet.
In the case of interviewee no.2, the second position
is held by Pr2.4.2 - Participation in national and
international fairs and the third one is held by
Pr2.4.3 - twinning with Western localities. Printed
materials are on the 4th position, Pr2.4.4 - Travel
catalogs, unlike in the case of interviewee no.3,
who mentions an item that refers to the subcategory
of printed materials on the first position.
Another important difference between Pr2 and Pr3
regards the position they attached to fairs.
Interviewee no. 2 attaches place 2 out of 6 to
Pr2.4.2 - Participation in national and international
fairs, while interviewee no. 3 attaches place 5 out
of 5 to Pr3.4.5 - Tourism fairs. These differences
can be due to the involvement of certain local
craftsmen in these activities.
After analyzing the specific literature, we found
that, in the locality of mayor no.2, the
participations in international fairs are more
frequent and active, and that the activities presented
within stands abroad raise public curiosity and thus
some potential customers come to this mountain
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village being drawn by its authenticity. Thus, we
can justify the important place 2 attached by the
interviewee to national and international fairs.
The category of Persons responsible for promotion
includes 10 items, but 8 of them are mentioned by
interviewee no. 2. We note that the first place is
attached by the 3 interviewees to totally different
subcategories; the answers include: Pr.1.5 - the PC
operator, Pr2.5.1 – the municipality and Pr3.5.1 pension/hotel owners. Only interviewee no. 2
includes the person mentioned by interviewee no. 3
in his presentation, but on a different position,
namely the second position, Pr2.5.2 - Pensions.
Most items included in this category are singular;
they expressed only once. However, this aspect
shall be analyzed in the next chapter, Association
between items.
4.4 Resulted categories
Evolution of the number of tourists (3 items)
This category includes the statements regarding the
evolution of the number of tourists during the last 4
years within the localities where each respondent
acts as mayor. The representative items for this
category are: increased by around 10%, decrease,
the number of national tourists increased.
Size of investment (3 items)
This category includes the items related to the
amounts invested in marketing – promotion of the
locality during the last 10 years. The representative
items for this category are: no large amounts were
distributed for marketing services, no significant
investments were made, no large investments.
Role of promotion (6 items)
This category includes the mayors’ opinions
regarding the role of promotion in the development
of tourism. The representative items for this
category are: increased possibility for the tourists to
visit the locality; increased notoriety of the locality,
attracting tourists; increased importance of the area;
informing the target public regarding the touristic
offer; attracting investments in the area.
Means of promotion (13 items)
This category includes items relating to the means
of promoting the localities where the interviewed
mayors carry out their activities. The representative
items are: the municipality website, blogs, the
internet, participations in national and international
fairs, twinning with Western localities, touristic
catalogs, the tourists who have visited the locality,
craftsmen, flyers, billboards, websites of the
pensions, Facebook (pages dedicated to the area),
tourism fairs.
Persons responsible for promotion (10 items)
This category includes the persons that are
responsible for promoting the localities from the
perspective of the interviewed mayors. The
representative items are: the PC operator, the
municipality, the pensions, folk artists, folk band
Străjencuţa, the person responsible for the museum,
the tourists, the village priest, the persons

responsible
for
the
community
center,
pension/hotel owners.
Benefits (25 items)
This category includes the benefits of tourism for
the municipality and the locality as seen by the
interviewed mayors. The items included in this
category are: financially – taxes and fees, increased
employment, lower unemployment, financially taxes, increased notoriety of the locality name,
facilitating funds, increased employment, lower
unemployment, obtains funds for the promotion of
the locality, funds for modernization, increased
popularity of the locality, continuance of providing
tourism services, maintenance and repair of the
common areas of the locality, increased incomes
for the service providers, increased incomes for the
service providers and accommodation providers,
increased incomes for craftsmen, increased
employment, village beautification, preservation of
traditions, increased living standard, increased
cultural level of the inhabitants, area economic
growth, improved infrastructure, new job creation,
area renovation /modernization opportunities,
increased visibility of the area in the online
environment.
Types of services (25 items)
This category includes the services (identified by
the interviewed mayors) available to tourists in the
localities where the 3 interviewed mayors carry out
their activities. The representative items for this
category are: accommodation, food services,
entertainment, accommodation, food services,
sleigh rides, participation in sheepskin coat
manufacturing, participation in wooden milk
container manufacturing, participation in seasonal
chores (haying, mowing), participation in
housework, dances, participation in important
authentic events (wedding, christening), SPA,
swimming pools, Jacuzzi, sauna, bowling, darts,
massage, saline, fitness gym, accommodation, food
services, sleigh rides, trips into the surroundings of
the locality.
4.5 Analysis by interviewee
The largest volume of information was supplied by
mayor no. 2, followed by mayor no. 3 and then
mayor no. 1. This is closely related to the
experience in the field and the interest for tourism.
Surprisingly, the order of the localities where the
decision-makers carry out their activities is not the
same in terms of tourism development.
Interviewee no. 1
Code

MAYOR 1

Pr1.1

Increased by around
10%

Pr1.2

No large amounts
were distributed for

No.
of Name
of
categori
category
es
1
Evolution of
the no. of
tourists
2
Size
of
investment
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marketing services
Pr1.3

Pr.1.
4.1
Pr1.4
.2
Pr.1.
5

Pr1.6
.1
Pr1.6
.2
Pr1.6
.3
Pr1.7
.1
Pr1.7
.2

Pr1.7
.3

Pr1.8
.1
Pr1.8
.2
Pr1.8
.3

Increased
possibility for the
tourists to visit the
locality
Municipality
website
Blogs

3

Role
of
promotion

4

PC operator

5

Financially – taxes
and fees
Job creation

6

Means
of
promotion
Means
of
promotion
Persons
responsible
for
promotion
Benefits

6

Benefits

Lower
unemployment
Continuance
of
providing tourism
services
Maintenance
and
repair
of
the
common areas of
the locality
Increased incomes
for the inhabitants
that provide various
services
Accommodation

6

Benefits

6

Benefits

6

Benefits

6

Benefits

7

Food services

7

Entertainment

7

Types
services
Types
services
Types
services

4

Interviewee no. 1 is an agricultural technician aged
65, who does not hold a university degree.
Compared to the other younger respondents, he has
no experience in terms of promotion or tourism,
and this issue is closely correlated with his
answers.
For example, the answer to question no. 2 was: No
large amounts were distributed for marketing
services; however, after the interview, within an
informal discussion, we found that there were no
amounts
invested
in
marketing
services
whatsoever.
He identified only one role of promotion: the
increased possibility for the tourists to visit the
locality; and he mentioned two means of
promotion: the municipality website – on the first
position and blogs – on the second position.
The fact that he mentioned the municipality
website on the first position aroused our curiosity;
thus, we decided to visit the website, as we were
curious regarding the website as a mean of
promoting tourism and regarding the information
included there. However, although our expectations
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of
of
of

matched the presentation, we found that the
municipality website does not contain any
information regarding tourism. There is a section
entitled Tourism; however, when trying to access
it, a blank page appeared.
The interviewee indicated the PC operator as the
person responsible for promotion. He was referring
to the municipality employee. On the municipality
website, we found a section dedicated to job
descriptions; the job description of the PC operator
could also be found there. Unfortunately, in his job
description, there is no specification regarding
promotion, marketing or tourism.
He identified 6 benefits, which shows a medium
level of awareness regarding the benefits, and the
tourism services listed were the basic ones, which
are also known by poorly-educated people, with no
experience in the field.
Conclusion
The aim of this research was to obtain qualitative
information from the mayors of three villages in
Bucovina, characterized by different levels of
tourism development. This information has helped
us identify the attitude of the interviewed decisionmakers in terms of tourism promotion and their
level of information regarding promotion, tourism
and tourists. We have achieved our aim by means
of qualitative research, namely the in-depth
interview. The interviewees were people with
decision-making power, although their level of
knowledge did not reflect this issue. For example,
none of them holds a university degree, which was
reflected by the language used. Interviewee no. 1
needed answer variants for 3 of the 8 questions. As
presented above, the analyzed data show that he
has no experience in the field of promotion,
marketing or tourism and from his way of seeing
things we understand that he neither feels the need
to get involved in the field. The second mayor
provided the highest volume of information.
Although he does not hold a university degree, his
expertise and involvement in promotion activities
are obvious. This mayor carries out his activity in
an underdeveloped village in terms of tourism, but
with high authentic potential. After analyzing the
data obtained by means of the interview, we found
that the locality which is considered developed in
terms of tourism has a less informed mayor in
terms of promotion, although his family owns a
pension. However, he knows which are the services
available to tourists in the locality and is the only
one who listed a wide range of services, since they
are not available in the other localities. The
limitations of this research are mainly related to the
fact that the results cannot be generalized for the
entire Bucovina. Within our future research, we
aim to increase the sample and select more
localities, depending on the degree of tourism
development. We shall analyze the data within each
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of the 3 groups proposed (localities =
underdeveloped moderately developed, developed)
in order to identify the common elements and the
distinct ones. We shall also expand the research,
which shall include decision-makers at county level
-County Council, Tourist information centers etc.,
since we are interested in finding their opinions as
well. Future research will also be conducted on the
owners of tourist accommodation units, and
especially on national and international tourists.
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Appendices
Form for socio-demographic data identification:
1. Please check the box corresponding to your age:
26-35, 36-45, 46-55, 56-65, over 66
2. Please check the box corresponding to the right answer, your sex:
masculine,
feminine;
3. Please check the box corresponding to the right answer, last school graduated:
Gymnasium;
High-school (secondary) education;
Higher (university) education;
Postgraduate education;

Interview guide:
Hello!
My name is Ariadna Gavra and I am a PhD student within the Doctoral School of Economics and
Business Administration, Alexandru Ioan Cuza University of Iasi. I am conducting this interview in order to
obtain the necessary information for a qualitative research.
Thank you for your participation in this interview on Tourism promotion.
I appeal to you because you are a decision-maker of the locality where you are carrying out your
activity and I would like to find out your opinion regarding promotion and tourism in general. Since there are
no wrong opinions, kindly present your point of view in an open manner.
1.
How would you describe the evolution of the number of tourists during the last 4 years?
2.
What can you tell me about the amounts invested in marketing – the promotion of the locality
during the last 10 years?
3.
What is the role of promotion in the development of tourism?
4.
Which are the means of promoting your locality ... ?
5.
Who is responsible for promoting the locality ... ?
6.
How does the municipality benefit from tourism promotion?
7.
Which are the benefits provided by tourism for the locality?
8.
Which are the services available to tourists in your locality?
For an easier interpretation, the simplified answers can be found below:
1.
How would you describe the evolution of the number of tourists during the last 4 years?
Pr1.1 Increased by around 10%;
Pr2.1 Decreasing;
Pr3.1 The number of national tourists increased;
2.
What can you tell me about the amounts invested in marketing – the promotion of the locality
during the last 10 years?
Pr1.2 No large amounts were distributed for marketing services;
Pr2.2 No significant investments were made;
Pr3.2 No large investments;
3.
What is the role of promotion in the development of tourism?
Pr1.3 Increased possibility for the tourists to visit the locality;
Pr2.3 Increased notoriety of the locality;
Pr3.3.1 Attracting tourists;
Pr3.3.2 Increased importance of the area;
Pr3.3.3 Informing the target public regarding the touristic offer;
Pr3.3.4 Attracting investments in the area;
4.
Which are the means of promoting your locality?
Pr.1.4.1 Municipality website;
Pr1.4.2 Blogs;
Pr2.4.1 The internet;
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Pr2.4.2 Participation in national and international fairs;
Pr2.4.3 Twinning with Western localities;
Pr2.4.4 Touristic catalogs;
Pr 2.4.5 The tourists who have visited the locality;
Pr2.4.6 Craftsmen who manufacture well-known coats at global level (major fashion houses have
launched Straja style collections) and wood craftsmen – who manufacture milk containers
Pr3.4.1 Flyers;
Pr3.4.2 Billboards;
Pr3.4.3. Pension websites;
Pr3.4.4 Facebook (pages dedicated to the area);
Pr3.4.5 Tourism fairs;
5.
Who is responsible for promoting the locality?
Pr.1.5 The PC operator;
Pr2.5.1 The municipality;
Pr2.5.2 The pensions;
Pr2.5.3 Folk artists;
Pr2.5.4 Folk band Străjencuţa;
Pr.2.5.5 The person responsible for the museum;
Pr.2.5.6 The tourists;
Pr2.5.7 The village priest;
Pr2.5.8 The persons responsible for the community center;
Pr3.5.1 Pension/hotel owners;
6.
How does the municipality benefit from tourism promotion?
Pr1.6.1 Financially – taxes and fees
Pr1.6.2 Increased employment
Pr1.6.3 Lower unemployment;
Pr2.6.1 Financially - taxes;
Pr2.6.2 Increased notoriety of the locality name;
Pr2.6.3 Funds are easier to obtain;
Pr2.6.4 Increased employment;
Pr2.6.5 Lower unemployment;
Pr3.6.1 Obtains funds for the promotion of the locality;
Pr3.6.2 Funds for modernization;
Pr3.6.3 Increased popularity of the locality.
7.
Which are the benefits provided by tourism for the locality?
Pr1.7.1 Continuance of providing tourism services;
Pr1.7.2 Maintenance and repair of the common areas of the locality;
Pr1.7.3 Increased incomes for the inhabitants that provide various services;
Pr2.7.1 Increased incomes for the service providers, accommodation providers and craftsmen;
Pr2.7.2 Increased employment;
Pr2.7.3 Village beautification;
Pr2.7.3 Preservation of traditions;
Pr2.7.4 Increased living standard;
Pr2.7.5 Increased cultural level of the inhabitants;
Pr3.7.1 Area economic growth;
Pr3.7.2 Improved infrastructure;
Pr3.7.3 New job creation;
Pr3.7.4 Area renovation/modernization opportunities;
Pr3.7.5 Increased visibility of the area in the online environment
8.
Which are the services available to tourists in your locality?
Pr1.8.1 Accommodation;
Pr1.8.2 Food services;
Pr1.8.3 Entertainment;
Pr2.8.1 Accommodation,
Pr2.8.2 Food services;
Pr2.8.3 Sleigh rides;
Pr2.8.4 Participation in coat manufacturing;
Pr2.8.5 Participation in wooden milk container manufacturing;
Pr2.8.6 Participation in seasonal chores (haying, mowing);
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Pr2.8.7 Participation in housework and important events;
Pr2.8.8 Dances;
Pr2.8.9 Participation in important authentic events (wedding, christening);
Pr3.8.1 SPA;
Pr3.8.2 Swimming pools;
Pr3.8.3 Jacuzzi;
Pr3.8.4 Sauna;
Pr3.8.5 Bowling;
Pr3.8.6 Darts;
Pr3.8.7 Massage;
Pr3.8.8 Saline;
Pr3.8.9 Fitness gym;
Pr3.8.10 Accommodation;
Pr3.8.11 Food services,
Pr 3.8.12 Sleigh rides;
Pr3.8.13 Trips into the surroundings of the locality.
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