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Abstract: The search for authenticity in tourism is a predominant trend 
driving this type of activity since travellers have always looked for unique 
experiences that are part of their vibrant and varied world; a world in 
which Dubai is not Paris, the Sami people are not Maltese, the stuffed 
cabbage leaves from Finland are not the stuffed cabbage leaves from the 
Balkans, and Romania and the Romanians are so very different from any 
other country and people. The concept raises a lot of questions to which 
the present paper tries to answer. 
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INTRODUCTION 
 

Like many other types of tourism (eco-tourism, agri-tourism, rural 
tourism, cultural tourism, etc.) [8], like learning tourism and like the concept 
of experience, the concept of tourism authenticity is still open to many 
interpretations – many of which depend on whether one is a tour operator 
developing a marketing strategy or a tourist is search of authenticity.  
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MATERIAL AND METHOD 

 
  We have studied the literature dedicated to the concept of 
authenticity in tourism and then we have tried to see what could be 
considered authentic in the Romanian tourism both in theory and in practice. 

 
 

RESULTS AND DISCUSSION 
 
 

As we show in another paper published within this volume (Notes on 
the Lexical Definitions of “Authenticity”), in English language 
dictionaries, the term authenticity has a very small number of definientia 
(credibility, quality, and truthfulness). On the other hand, specialised 
dictionaries (art, business, computer science, law, law, music, philosophy, 
psychology, and psychiatry) supply rather qualitative than quantitative 
definitions of the term. Both English language dictionaries and specialised 
dictionaries define authenticity perceptually (since it involves human 
perception), conditionally (it can be applied only if there is strict and 
consistent adherence to measurable and verifiable standards that satisfy 
specific tourism requirements), objectively (it measures and verifies aspects 
of tourism things or phenomena expressed in numbers or quantities) and 
subjectively (it measures and verifies aspects of tourism things or 
phenomena that cannot be expressed in numbers or quantities). 

From this perspective, some authors [7] have reached the conclusion 
that authenticity in tourism refers to one or several of the following: 

- the customs and traditions of a people or a group of people 
(destinations that differ from one’s own, windows onto the 
culture, the heritage, the history and the identity of a destination, 
etc.); 

- the discovery of places that remain untouched by modernism and 
that still maintain traditional methods and ways of life; 

- the manifestation of the identity of a people or a group of people; 
- the need to protect the environment through sustainable forms of 

tourism (agri-tourism, eco-tourism, green tourism, rural tourism, 
etc.); 
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- the need to experience a different way of life; 
- the opposite of globalisation and of its resulting standardisation 

(beaches, palm trees, and hotels all over the world look pretty 
much the same); 

- the travel with added value and quality of experience [6]. 
It is interesting to note that the search for authenticity in tourism 

reflects the needs of urban dwellers from industrial countries mainly [4]: 
urban tourists travel in search for something different from their daily lives, 
something new. What they want is to experience new things and fully enjoy 
the sensation in places where everything is real and original (for example, 
even though French travellers can easily get a Gerovital treatment in a 
clinique in Paris, undergoing the same treatment in Romania, in Bucharest 
or in Eforie Nord, is a completely different experience – not to mention that 
it is twelve times cheaper!).  

Authenticity can be quantified in terms of the tourist’s own values: if 
the tourist returns home with the feeling that he has really experienced a 
change in scenery, that he has gained a better understanding of the country 
visited and of its culture, that he has connected in some way with the local 
population – then he can say there has been authenticity in his travel. [1]  

Analysing the above features of authenticity in tourism depending on 
what Romanian tourism can offer, we get to the conclusion that we need to 
separate things. Thus, foreign tourists to Romanian may feel that the 
following are authentic: 

- there are authentic customs and traditions of the Romanians or of 
smaller groups of Romanians, different from one historical 
province to another (Walachia, Moldavia, Transylvania, Banat, 
etc.), from one county to another (40 in all plus the capital city, 
Bucharest), from one locality to another, and even from one 
house to another , all of which are windows onto the culture, the 
heritage, the history and the identity of the inhabitants of the 
place; 

- there are still places that remain untouched by modernism and 
that still maintain traditional methods and ways of life, 
particularly in the rural area and in most remote places; 

- there is manifestation of the identity of the Romanians, of the 
Hungarians, of the Germans, etc.; 
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- there may be a need to protect the environment through 
sustainable forms of tourism (agri-tourism, eco-tourism, green 
tourism, rural tourism, etc.) at least at theoretical level; 

- it is possible to experience a different way of life AT ALL 
LEVELS AND IN ALL RESPECTS; 

- there is opposite of globalisation and of its resulting 
standardisation (beaches, palm trees, and hotels) due to the 
transition period that prevented the Romanian from investing too 
much in such facilities; 

- there is not enough travel with added value and quality of 
experience. 

The following does not circumscribe the concept of authenticity: 
- there is a great deal of kitsch in the customs and traditions of the 

Romanians, in general, and of the smaller groups of Romanians, 
in particular: despite the economic differences between the 
historical provinces, for instance, and despite the fact that 
poverty is generally doubled by a slower rate of penetration of 
the “innovations”, kitsch has penetrated almost everywhere, with 
a few exceptions (small villages in the mountains maybe); 

- there are elements of modernism even in the places that remain 
untouched by “civilisation” and that still maintain traditional 
methods and ways of life: some farmer may milk the cow in the 
tourist’s presence and yet keep the milk in plastic recipients, for 
instance; 

- though there is manifestation of the identity of the Romanians, of 
the Hungarians, of the Germans, etc., their ethnic identity has 
suffered changes in time due to their cohabitation; 

- the theoretical need to protect the environment through 
sustainable forms of tourism (agri-tourism, eco-tourism, green 
tourism, rural tourism, etc.) is far from being put into practice 
(maybe because we have had other priorities to deal with at 
social level so far); 

- experiencing a different way of life AT ALL LEVELS AND IN 
ALL RESPECTS can also mean being robbed in the street or 
having to deal with beggars; 

- the opposite of globalisation and of its resulting standardisation 
is strongly menaced by the MacDonaldisation of the food 
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services, not to mention the red colour of most localities because 
of the promotion of the Coca-Cola; 

- there is not enough travel with added value and quality of 
experience because of the lack of proper training in the tourism 
industry. 

 
CONCLUSIONS 

 
In order to increase the degree of authenticity in the Romanian 

tourism, we need to try and implement more of the following: 
- organise bird watching (geese or storks in migration) [2]; 
- organise community festivals to allow the tourists mingle with 

locals; 
- organise crafts museums visits; 
- organise evenings of storytellers recounting local tales and 

legends around a bonfire; 
- organise forest hikes led by native guides (students living in the 

countryside, young intellectuals established in the rural area, 
etc.) [3, 5]; 

- organise local crafts shows; 
- organise local cuisine dinners made from regional produce and 

products; 
- organise local cultural performances; 
- organise tours that include visits to rare places (water mills, folk 

techniques museum, etc.); 
- organise walks in the open in the fall, in forested areas; 
- sell souvenirs created by local craftsmen. 
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