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 Specific instruments are required in order to discover the features that 
make a location attractive from a tourist's point of view. The paper 
presents Kotler's questionnaire on city audits put forth in his book 
entitled Marketing Places. The surveys were carried out in two 
universities, i.e., the Tibiscus University in Timişoara and the Aurel 
Vlaicu University in Arad, the participants being students attending these 
universities. 
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INTRODUCTION 

 
Cities Arad and Timişoara are located in western part of the county, 

average altitude of Arad being 107m and Timişoara 90m and their no of 
citizens being about 168000 (Arad) and 303000 (Timişoara). Both cities we 
are talking about in this work are university centers with rich historical past, 
with similar old architecture, built around some forts. If Arad is still the 
owner of an old intact fort, Timişoara, has only some shadows of a fort, a 
part of an all being visible somewhere bear botanical garden. Ad well as the 
other cities, perhaps excepting Sibiu, this two also has to find their 
personality which may individualize making them attractive on urban 
tourism market. 

The importance of a product promoted is debated to academically 
level and also in mass-media with much passion. Unfortunately for a lot of 
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people “marketing" has become synonyms with "promoting". Kotler 
remarks that too many of those persons implicated in improving actions of a 
settle think that urban marketing means promoting the city.  
 

MATERIALS AND METHODS 
 

Kotler propounds an audit instrument who`s aid to obtained info 
about the way that a place is perceived of its citizens and also the way these 
people think it can be renewed to become more attractive for the tourists. In 
this work we used a part of this instrument, interviewing students from both 
universities: Tibiscus of Timişoara and Aurel Vlaicu of Arad, specialization 
Economics sciences. The modification was adding a new answer to 
complete the possible scale of answers with a neutral one for those who 
can`t express their point of view. 
 

RESULTS AND DISCUSSION 
 

The respondents have been classified in three categories depending 
on their age:  

• A: under 30 years;  
• B: between 30 and 44 years; 
• C: over 44 years.  

Table 1 represents the share of these categories and the average of 
age.  84% of respondents reside in Timişoara and 85.65% live in Arad. 

The understructure of both cities represents a high interest especially 
in the context of the actual development. Due to the fact that the 
modernization of the understructure is in full swing, we expect the opinions 
regarding these matters to be extremely negative: 62.59% of the students 
from Timişoara and 63.13% students from Arad consider the roads (both 
pavements and highways) to be in a very bad state. The most critical are 
students under 30: 37.41% of Timişoara and 53.75% of Arad representing 
59.78% and 85.15% of those who find the state of the road deplorable. Such 
a large percentage does not necessarily come from those who own vehicle, 
but also from those who use public transport or those who walk as they can 
observe quite easily the destruction of roads. 
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Table 1 
 

The categories and the average of age of respondents 
 

Tibiscus  Aurel Vlaicu University Age 
categories Share Average Share Average 

A 55.10% 22 86.88% 20.37 
B 36.73%, 36.55 11.88% 35.21 
C 8.16% 47.5 1.25% 49.5 

 
The public transport is regarded as satisfactory by 55.78% of the 

students from Timişoara, with ages under 30, representing 54.88% of those 
who share this opinion. In Arad 54.88% consider the public transport 
satisfactory, from which 84.29% representing the second age category has 
given this answer. The big difference between these cities are generated by 
the fact that in Arad a large area of the tramway lines are in the process of 
modernization, as this is a mean of transportation used by a large majority 
of people in the most congested zones. 

 Although cities Arad and Timişoara have similar architectural 
elements, caring for cities being manifested after revolution fron`89. Both 
cities have a lot of historical buildings with important vales, some of the in 
the center and some of the hidden on peripheral streets. In Arad they are 
visibly marked by special indications. In Timişoara historical buildings are 
recognized more after their careless figure. 48.98% of the students from 
Timişoara and 36.25% students from Arad consider the historical buildings 
to be in a very bad state. The difference is huge but it is disclosed by the 
care for the downtown. In Timişoara, the most critical are students less than 
30 years: 55.56% and in Arad the students with age between 30 and 45 
years: 79.31%. 

Monuments, those symbols of the events from a people`s life about 
some people who want to proudly relate, represent tourist attraction. 
Monuments’ lists presented of those two town-halls are rich but 
unfortunately description is weak, with no lead to some dedicated pages. 
The aspect of the monuments is regarded as satisfactory by 39.46% of the 
students from Timişoara, and by Arad 43.15%. The most critical are 
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students with age under 30 years: 55.17% from Timişoara and 88.41% from 
Arad.  
 

CONCLUSIONS AND FUTURE WORK 
 

The interpretation of the data culled by using this questionnaires can 
be continued by asking questions about the proposals about building some 
new touristic sights, the estimate of the one's already built, the proposal of 
some new catch phrase or key words, which stand for the characterization of 
the cities. If we take into account the fact that in both universities most of 
the students are residents, each one of this researches are being addressed, in 
fact, to the future citizens, who have to learn to involve in the issues raised 
in the cities, where they live. 

This type of researches has proven useful in case of some great cities 
from USA, which intended to emphasize their personality in order to sell it 
as a touristic result. As well as this researches can be applied in case of 
small cities too and of areas having touristic potential, with the condition 
that the members of the community are involved sincerely even from the 
beginning of the researches and until they will manage to obtain some 
solutions and results. 
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