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Abstract: Tourism has become a world-wide phenomenon and just like 
other services, it has changed a lot. However, the 40 years of communist 
dictatorship in Central and Eastern European countries meant a break. 
During the decades of communism the possibility of mass tourism was 
ensured with the assistance of the trade union and it was mostly based on 
working class people. After the collapse of communism countries had to 
adjust to the processes that had taken place in the world meanwhile. A 
competition began for visitors and an increasing number of well-trained 
experts joined it. Marketing, promotion and the press played a decisive 
role. The old forms of tourism, like village tourism, revived, but new 
forms, like medical tourism, cultural tourism, religious tourism also 
appeared. As a result, the new accession states have included the 
development of the conditions of tourism in their national development 
plans. 
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INTRODUCTION 
 

Tourism has become a worldwide phenomenon and, like other 
services, it has undergone a lot of changes. Since it has spread so widely and 
it has become a profit-making branch, every country pays a special attention 
to it when developing their economies.  

The emergence of tourism is due to several factors. 
In the age of the industrial revolution higher incomes resulted in the 

increase of leasure time. If it is just these two factors that we take into 
consideration it can be stated that two new needs appeared: the need to 
spend money (this is where  the consumption society of the 20th century can 
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be traced back), and the need to spend the extended leasure time in a new 
way. 

The fact that tourism is spreading widely, has, of course, its own 
cultural reasons. On the one hand the appreciation of the role of the 
individual  in bourgeois societies, as a result of which individuals do not 
necessarily try to spend their free time in their narrower or wider 
communities, but they try to find the way of breaking away from their 
everyday routine. All this adds up to a desire for freedom originating in 
romanticism. On the other hand, the cultural change is also based on the 
change in attitude, namely that people begin to regard nature, landscape and 
the environment surrounding man as something that has aesthetic value 
rather than merely the means of making a living. Therefore they look for 
everything that is beautiful or adventurous about nature or landscape.  

If we try to find out how most people like spending their leasure 
time, then, besides the way well-to-do people like spending their holiday 
either abroad or in the country, we also have to mention those who have 
lower incomes and like spending their holiday in an organised way. This can 
be traced back to the 19th century, to the times when trade unionism began 
to spread among working class people.  

Like in the Europe of the 19th and 20th century, it was also typical 
of the aristocracy of the countries of Central Europe to spend their holidays 
mostly in fashionable holiday resorts abroad. In winter they went to ball 
rooms and theatres of big cities to find the different forms of entertainment 
there and in summer they went to fashionable seaside towns. Middle-class 
people spent their holidays in the holiday resorts of the country, mostly 
during the summer months, with their families. Gradually, it became  
increasingly typical to build holiday homes, e.g. at the foot of mountains, on 
lake shores or on riverbanks. The lower, poorer layers of society had to 
confine themselves to local entertainment facilities.  
 

MATERIAL AND METHODS 
While writing the present paper I could make good use of the special 
literature on tourism. The papers listed in the References made it easier for 
me to analyse the various processes in the history of tourism. 
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TOURISM DURING THE DECADES OF COMMUNISM 
 

In the case of Central and Eastern European countries the 40 years of 
communist dictatorship was a real break, and this has to be taken into 
consideration. 

During the decades of communism tourism which was based on the 
working class was developed with the help of the trade union. 
Accommodation facilities were built for crowds of people. Big groups of 
factory workers arrived there at regular intervals. First by train, later by 
coach. This was the well-known ’change of turns’, which was a Wednesday 
in Hungary, therefore it was advisable to avoid driving on the roads e.g. 
around Lake Balaton on Wednesdays. At that time much fewer people used 
to travel by car, and the most important feature of this form of holiday-
making was that it was organised for crowds of people. This kind of tourism 
focused on just a few popular places. Since it involved masses, it was a 
burden for the environment. The buildings that were necessary for housing 
and catering for a lot of people at a time, were not usually in accordance 
with the landscape. That is why roads and huge buildings of the time have 
done irreparable damage to the values of nature. 

Travelling abroad was made difficult in almost all socialist 
countries. The biggest obstacle was lack of money, i.e. lack of foreign 
currency. Even if they had wanted to, inhabitants could not have travelled 
abroad in large numbers, simply because they could not afford to pay for the 
foreign currency. Besides, each country regulated the issue of passports 
strictly and regulations made it very difficult for the population to leave the 
country. This kind of tourism was also first of all organised trips and 
package tours. This was how they tried to prevent people from fleeing the 
country, i.e. tourists from staying in Western Europe.  

In the socialist era there was a special kind of tourism: political 
tourism. A subtype of it was ethnic tourism. Romanian people wanted to 
meet those living in Moldavia, Polish people wanted to go to the Soviet 
Union and Hungarian people liked visiting Transylvania. Ethnic tourists had 
to put up with the harassment of authorities both at the border and in the 
country they visited. They tried to smuggle prohibited books, journals and 
newpapers through the border. Ethnic tourists had the feeling that each time 
they visit the given country they undermine the dictatorhsip a little. 
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Political tourism used to have another branch, too. Quite a lot of 
Western European tourists visited these countries to be able to speak their 
friends about the horrible things they had to face in communist countries: 
the bad state of repair of roads, impolite service, the poor choice of goods in 
shops and stores, lack of heating or lighting, the vast number of political 
posters and glorifying slogans, which used to be common subjects of the 
photos they took.  

Shopping tourism as a new phenomenon appeared at the end of the 
period of dictatorship in Czechoslovakia, Poland and the German 
Democratic Republic. In Hungary it was a sign of the collapse of one-party 
dictatorship that Hungarian citizens were provided with world passports so 
as to prove that Hungarian socialism had reached such a high level that 
anybody could be allowed to do some shopping in Western European 
countries, which had been forbidden previously. In Austrian villages along 
the border hypermarkets were built where fashionable electrical appliances 
were available. The most popular items were Gorenje freezers which were 
made in Yugoslavia, in fact Slovenia. Hungarians bought them in large 
quantities and carried them home on the top of their Trabants or Wartburgs.  
 

THE APPEARANCE OF MARKET CONDITIONS IN TOURISM 
 

After the collapse of communism, the countries affected had to 
adjust to the processes that had been going on in the world for a while then. 
As for tourism, its most important features were the following: 
 

• it had to be reorganised on a market basis 
• the easy way of profit-making, i.e. mass tourism had to be given up 
• tourism had to be tailored to persons 
• the state as the main regulator of supply and demand withdrew from tourism 
• visitors had to be looked for, kept and reinvited with different maket methods 
• there was a competition for visitors 

 
All the actors of catering were involved in the competition. 

Restaurants, accommodation providers, even cities and villages had to take 
part in the competition. This kind of cooperation is the most important 
feature of tourism. Success can only be achieved when all the local actors 
are interested in carrying out the task. Local entrepreneurs, the local 
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government and the inhabitants. When there is no such cooperation, then no 
service of tourism can be sold.  

To sell a tourist product, experts are also needed. They help e.g. with 
making the inventory of tourist attractions, including natural and cultural 
attractions, protected heritages, health tourist attractions, attractions of wine-
tasting and gastronomy and leasure time activities. 

The preferences were usually traditionally famous tourist attractions. 
In the former communist countries these were usually the capital cities, and  
the other sights of the country were matters of little importance. In Hungary, 
Lake Balaton was the only rival of the capital, later the cities along the 
western border tried to join the competition with their shopping facilities. In 
the towns close to the Austrian border an increasing number of dental 
surgeries opened, where an increasing number of dentists offered their 
expertise. By now dental tourism has changed in a way that surgeries 
organise entertainment programmes for their patients for the time of the 
treatment both in the city and in the environs, providing a special branch of 
health tourism: a combination of dental care and catering.  

Village tourism, which had already been a prosperous branch of 
tourism in the decades before the dictatorship, revived again. However, 
owing to the new demands of visitors, traditional tourist offers had to be 
widened and new ones had to be introduced. Village tourism therefore 
mostly includes horse-riding, cycling, gastronomic offers, what is more, 
developing wine-routes. The owners of famous cellars have joined forces 
with caterers and recommend tourist routes that enable visitors to taste the 
specialities and wines of the area and enjoy the beauty and calm of the 
landscape. 

Village tourism can only join the economic life of villages, when it 
is linked with rural development. In the majority of villages the biggest 
problem is the shortage of jobs. If the individual local governments join 
forces and prepare the strategy of rural development, they disclose local 
resources, local demands and possibilities, set the potential employment 
objectives and the adjustment of the area to the consumption habits of other 
regions in it. This endogene or bottom-up development, however, requires 
the municipal independence of the individual settlements. Independence 
involves the right to choose the suitable people and the possibility of 
earning sufficient income. This complex phenomenon is called 
modernisation of rural areas. 
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The modernisation of rural areas has the appearance of new services, 
e.g. community development or enterprise development as its consequence. 
Such services help local inhabitants to update their traditional knowledge 
and to adjust to the new conditions. There is a  need for commercial, 
financial, entrepreneurial knowledge and expertise in tourism. Such kind of 
knowledge is very often far from the everyday world of village people. The 
new services include guiding, horse-riding, speleology, hiking and hunting. 
Such activities need openness, organisational skills, and good 
communication skills. Good communication skills are also necessary when 
visitors have the opportunity to use the tools in the local craftsman’s 
workshop to make simple products, e.g. weaving, carving or pottery. In 
viticultural areas visitors are invited to join vintage (Csepregi – Hajós 
1997).  

The tourism of young people can also be regarded as traditional and 
14-24 year-olds are its target-group. This age group does not require the 
same level of comfort as adults do, but they require more physical exercise, 
interesting complementary programmes and community experience. The 
participants of national and international rowing and cycling tours and long 
hikings are first of all young people.  

Shopping tourism has a new meaning. Owing to the big differences 
in incomes between the east and the west, shopping habits are also very 
different in western and in post-communist countries. However, big 
hypermarkets and store chains have appeared and they have brought the 
western choice of products into these countries. Lower prices may make 
people change the direction of their tours from time to time. Certain 
currently marketed goods and favourable shopping conditions of such stores 
may also attract tourists from the west. Besides, due to changes in life style, 
shopping has to be a part of leasure time activities, whatever nationality 
tourists are. Tourists, whether they arrive individually or with their families, 
or as members of package tours, always need time to have a look at the 
choice of goods in shops, and do some shopping. 

The type of shopping tourism which is based on price differences is 
well-known in eastern countries. The most popular of its kind is ’petrol 
tourism’. Utilizing the differences in the prices of the individual countries 
there was a widespread black trade in petrol along the border for years, first 
of all in the direction of the Ukraine and Slovakia. This phenomenon was 
also typical in Romania in the period of the Yugoslav war.  
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Cultural tourism is also a new branch of tourism. For long centuries 
it belonged to the needs of the elite, and within it those of the intelligentsia 
to be able to admire famous buildings, paintings, sculptures and other sights 
of cultural importance. Such experiences inspired literary works of art. By 
now, however, it has become a mass phenomenon as a result of an increase 
in the level of education and the development of the knowledge-based 
society. Education, public education and cultural programmes have become 
the need of wider crowds. Young people enjoy concerts, so festivals for a 
vast number of people are also organised. All these resulted in the fact that 
culture began to spread widely and began to adjust to the laws of the market. 
Cultural products have also appeared, they have become popular and are 
now available in big quantities. An obvious consequence of this is that 
museums organize spectacular temporary exhibitions and their permanent 
exhibitions are losing importance. Besides there are cafés and shops in the 
buildings of museums where reproductions of works of art are available 
(Süli-Zakar – Ekéné Zamárdi – Kozma – Teperics 2006). 
 

RESULTS AND DISCUSSIONS 
The development of tourism has got a lot of components.  
If you want to attract tourists, communication in a wider sense has to 

be ensured, first of all the different forms of transport, which means good 
quality public roads and clean trains running on time, but air transport is 
getting increasingly important in our countries, too. A proof for that is the 
successful private airline in Timisoara (Temesvár). Apart from these fast 
means of public transport, cycling has also become very popular. The most 
important thing about organising traffic is that tourists should be able to get 
from their accommodation to the target point by continuous traffic, which 
may happen by using different means of public transport, but the main point 
is that they should not be left alone when changing. They need to be 
informed and told the way to the target point.  

Another field of communication is developing and maintaining 
relations. To achieve this goal proper telephoning and internet access have 
to be ensured and a good quality home page is also necessary. Besides, 
newspapers, brochures, leaflets, maps and billboards are also needed. 

It is also a fact that a settlement cannot develop its tourism without 
developing its infrastructure. They have to ensure roads, water supply, 
drainage system, electricity and telecommunications networks. These are 
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the basics after which proper accommodation, catering, shopping facilities 
and medical services have to be provided, too. Special services, like cog-
wheel railway, funicular or ski-lifts and entertainment facilities, etc. also 
have to be rendered. Tourists have a great demand for scenic spots and their 
needs can only be satisfied with high-quality services (Lengyel 1992).  
 

CONCLUSIONS 
In our climate, tourism as a service also has to face several 

difficulties, the most important being seasonality. The four seasons, 
however beautiful they all are, make continuous tourist service difficult. 
Since there are four seasons, it is only in a certain period of the year that 
there is a high number of visitors, in the rest of the year there is no income. 
This provides a real burden for those dealing with tourism. The other side of 
this phenomenon is that in the high season the demand is excessive. 
Therefore oversized accommodation capacity is needed, which cannot be 
really utilized. In the peak season there is a shortage of labour force, new 
employees have to be recruited. This may also be the reason why tourism 
cannot be well-integrated into local economy. 

Tourism is said to be the industry of peace. Besides, it is based on 
welfare and welth. 
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