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Abstract: The focus on sustainability represents the key to the tourism industry today. Green
marketing was constantly on the agenda of local authorities and started to be a subject of interest for
Academia too, but it was very little approached in the Eastern European countries, especially in the
tourism studies. This article describes the presence of green marketing in Romanian ecotourism and
its impact on tourist’s perception. Due to its natural landscapes and tourist attractions, Romanian
ecotourism can take advantage of green marketing practices and promote tourism products based on
the new preference of the tourists for sustainable activities. However, there is a lack of legislative
framework regarding green labeling that can effect in the long term the destination brand. The main
objective of the present article is to give an overview image of the online presence of the Romanian
ecotourist accommodation units that applied for the Eco-label provided by the ECO-Romania
Association. The study describes how these establishments use green marketing practices and if their
guests perceive the green image too. The methodology of the study consists of a qualitative analysis of
the primary data obtained by the authors from the websites of ECO Romania Association, TripAdvisor
platform and accommodation units. The results show a high interest of the accommodation units from
the ecotourism field for green marketing practices which is also perceived by tourists. The tendency of
tourism stakeholders to apply for an accreditation system provided by non-governmental organization
instead of choosing a European accreditation shows the impact of such a national initiative and
emphasizes the need to develop a legal framework for green ecotourism practices.
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1. Introduction

The tourism industry is one of the most blamed in terms of damages to the natural environment,
because of the overconsumption of natural resources like water, energy and raw materials for
constructions. In this context, guests became more sensitive to environmental issues caused by tourism,
so companies feel pressed to choose a more ethical way to do business, including green marketing
practices [1]. Some units use the label “green hotel” to attract their potential customers as such an
image is believed to retain their loyalty [2]. However, even if there is an interest from the stakeholders
in tourism for green brands and there is evidence that especially young tourists are very concerned
about the impact of the industry on the natural landscape [3], this concept is not fully understood
and applied in tourist destinations [4]. In order to have success, a green orientation of marketing in
hospitality should address the customers as a full green experience and engage them in eco-friendly
actions [5,6].
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This article represents an empiric study of the Romanian accommodation units from the ecotourism
field that promote their offer as green. The authors intend to describe the online image of the units
accredited by one of the Romanian associations in the field recognized at European level taking into
account the current tendency of tourists to get information from online sources. The research is based
on primary data obtained from ECO Romanian Association, the accommodation units’ websites and
TripAdvisor platform and gives a complex perspective about green practices, including the units’
representative green strategy and the guests’ perception. The study has a high degree of novelty,
being the first study in the field that focuses on an Eastern European country that has an impressive
ecotourism potential. The results give an overview perspective to the stakeholders in the field and
represent a starting point for a more centralized accreditation process which involves green marketing
practices, and that should become mandatory in Romania and other European countries.

2. Literature Review

2.1. The Concept of Green Marketing

The practice of green marketing represents a result of the increasing interest of consumers
on sustainability [7] and put pressure on the companies to reconsider their business practices [8].
This attitude is typical, especially among young clients [9] that are very concerned about their green
image [10] and became more and more common in Eastern European countries [11]. The tendency of
the customers to be interested in green practices, also named as “environmentally friendly” became
visible in the decade of the eighties [12], a time of sustained economic growth in post-industrial
countries that also experienced a significant development of green organizations [13]. Since then,
consumers have continuously become more responsible for their purchase behavior and started to
choose companies and products accordingly [14].

Green marketing refers to specific practices that do not have a negative environmental impact.
The concept is synonym with decreasing in use of the raw materials and energy and has as main
background the natural resource-based view theory that refers to pollution prevention, product
stewardship and sustainable development [15]. According to the American Marketing Association
definition, green marketing may also describe the process to produce, promote or package products
in a sustainable manner [16]. In the context of this behavior, consumers switch from a cost-oriented
perspective to a more sustainable one [17]. Targeting customers that are sensitive to environmental
issues represents an advantage for companies that have a wide range of marketing strategies. In this
context, excluding this niche of customers can damage the company’s image in the long term [18,19]
“as green marketing philosophy and eco-orientation are related to competitiveness, environmental
values and economic objectives” [20,21].

However, some enterprises do not adopt green marketing, despite the clear evidence that a
green association with the brand have specific advantages. The reason for this consists in the green
paradox which associates green practices with intangible aspects of the brand, such as reputation
or staff environment than with profitability [22]. Consequently, even though there are more than
30 years since many structures have adopted green marketing, it remains specific only to some niches.
Since individuals have more power than ever and can influence consumer behavior, the green label
will become mainstream in the next decades. In this context, companies that have been reliant on
their eco image shall adapt to the new trend in order to stay competitive [23] and to emphasize the
understanding of the label by consumers, especially in the field of food [24].

Green market represents the mix of promotion and advertisement of services and products
that have a minimum impact on the environment [25], how is the case of ecotourism. Using such
marketing strategies is favorable for companies because they can show customers their interest in
developing environmentally friendly products [26]. Green marketing has an increased influence on
tourists behavior regarding the environment [27] and is also known as sustainable marketing, organic
or ecological marketing, even though these terms apply to only some parts of the concept [28].
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2.2. The Link between Ecotourism and Green Marketing

Taking into account the specific components of green marketing and the increasing interest of
tourists to choose destinations connected with nature, the authors consider ecotourism the main form
of tourism suitable for green promoting practices. In this regard, the authors focus their attention in
this article describing the connection between ecotourism and green marketing.

Ecotourism assumes nature-based activities and has as main principles to mitigate the impact on
the environment [29] and to have a wide range of benefits for the local community [30]. According to
the definition of World Tourism Organization, it has the following characteristics: is designed for small
groups and involves small and local businesses, has an important educational aspect, with a high
focus on decreasing the negative impact on the environment, including the communities and supports
the socio-economic development of the natural area [31,32]. “In the green economy, ecotourism
marketing plays an important role, by providing to consumers essential information about the degree
of responsibility assigned to visited areas, which also aims to lead to the highest degree of ecotourists
demand satisfaction” [33].

Ecotourism, as agritourism, can be considered a real alternative of agriculture for the local people
living in rural areas and a valuable tool to improve their quality of life [34], proposing more sustainable
practices, like organic farming, preservation of cultural customs and traditions and involvement of
community members in tourism activities [35]. However, apart from its image of win-win idea and the
fact it involves minimal negative impacts on the environment, ecotourism can also transform in mass
tourism [36], due to the increasing pressure on wildlands and wildlife [37]. In order to mitigate this
risk, the first initiatives that a local community can adopt, refer to making available guidebooks and
signs with actual information, providing trained guides at the destination [38] and adopting other
green initiatives.

In this context, ecotourism can be considered “green” not only through its activities but also through
the engagement of green marketing strategies, including aspects like active pursuits; creative industries;
celebrations of the past; nature tourism activities; festivals and events; and accommodation [39].
Ecotourism is often presented as a part of the solution for the problems of mass tourism and
prevents tourism development in an unstainable way that is based on short and medium results [40].
Tourists consider that an approach that focuses on environmental practices and the form of presentation
of ecotourism services may determine their decisions [41], being associated by tourists with destinations
with a high value, such as national parks [42].

In the actual context, sustainability in tourism became a driving factor for marketing strategy
and is focused on a long relationship between providers and customers [43]. Based on the changes
in consumers behavior that are more aware and willing to act on environmental concerns, being
“eco-friendly” became a necessity for companies and an unavoidable cost in order to stay competitive
on the market [44]. It is an increasing interest for tourist products based on contacts with nature
which gives an evident market advantage to ecotourism [45]. In this regard, specific destinations can
take advantage of this tendency, which leads to the conclusion that ecotourism must focus on green
marketing practices in order to consolidate its image and to remain preferred by the tourists.

2.3. Romanian Ecotourism and Green Strategies

Romania has a great potential to become a European poll for ecotourism because of its natural
resources and authentic villages located around sensitive ecosystems [46]. Romania is one of the
European member countries with a wide range of biogeographical diversity, having on its territory five
of the eleven biogeographical areas [47]: “continental, alpine, panonic, pontic (only in Romania and
Bulgaria) and steppe (only in Romania)” [48], having in total, “about 800 protected areas that currently
cover about 5% of the country. Most ecotourism destinations are located within or close to protected
areas, such as the Danube Delta Biosphere Reserve, or Retezat National Park” [49]. The top 10 ecotourism
destinations in Romania include Hat,eg-Retezat Land, Romanian Land of the Bison, Zărnes, ti-Stone
Mountains, Mara-Cosau-Rooster’s Comb, Danube Delta, Sibiu Surroundings, Transylvanian Hills,
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Tusnad Balneums and Surroundings, Dorna Land and Pădurea Craiului Mountains [50]. Moreover,
there is a high interest of intern and international tourists for authentic experiences and for a return
to nature, which made Romania famous in the last decades at a regional level, attracting the interest
of international press and even famous figures [51]. This made the entrepreneurs from natural areas
focus on green marketing practices in order to convince guests about the authenticity of their offer.

The switch to green practices from income-oriented behavior came with the promise of higher
benefits and led to a misunderstanding of the whole system of ecotourism in some Romanian
destinations. Bran region represents an example in this regard. This area proves that only targeting
a place as “green” without taking into account the whole meaning of green practices may affect the
expectations of tourists and damage the tourist brand on long term. One reason for this situation is the
lack of a legal framework in Romania. There is no specific delimitation regarding the position on the
market of accommodation units that are suitable to promote as green. This gap in the legislation that
is still common in other European countries also, lets natural areas be spoiled and in consequence,
ecotourism in these regions tends to transform in mass tourism. In this regard, it became necessary
to expose the negative practices which can be translated through “greenwashing” and promote the
examples of good practice. This concern pressed the necessity of accreditation which lead to the
apparition of several systems of labeling [52]. One such tool was already developed by the European
Commission and addresses the hotel industry on a voluntary base: the EU Ecolabel that has as the
primary goal to certify the responsible behavior of the accommodation units towards the environment.
However, it was demonstrated that there is no significant interest in this certification [53]. The study
of Barbulescu et al., published in 2019, reveals that the desire of the hotel management to get the
certificate is connected with the managers’ level of knowledge about the EU Ecolabel and is linked to
their opinion about EU Ecolabel in terms of competitive advantage [54]. In Romania, there is a very
low interest in EU Ecolabel certification. At the beginning of 2020, only three Romanian units had this
green certification [55].

In Romania, ecotourism is represented by several non-governmental organizations, which
are aiming to stimulate the development of sustainable practices, like Ţara Dornelor Ecotourism
Association, Ecologic Association, Bihor Protected Areas and Sustainable Development Centre,
National Association of Ecological and Cultural Rural Tourism in Romania and ECO-Romania
Association [56,57]. One of the entities, ECO-Romania Association, has developed an accreditation
system for ecotourism accommodation units and tourist routes.

3. Materials and Methods

This study presents a descriptive image of the ecotourism accommodation units from Romania
that promote as green. The study shows how these establishments use green marketing practices and
how their guests perceive the green image. The research is based on primary data, retrieved by the
authors from the ECO-Romania Association website, TripAdvisor platform and accommodation units’
websites. The results were interpreted using summative Qualitative Content Analysis that involved
“counting and comparisons, of specific keywords from the text, followed by the interpretation of the
underlying context” [58] without dedicated software.

The study starts from the information posted by ECO-Romanian Association about the units the
entity validated through the Eco-Label certification and included in the dedicated section from the
website, namely “Accommodation”. The information found here and which was introduced in the
research include aspects like the names of the units, their location and the website address. The authors
relied on the information posted here to avoid the cases in which accommodation units with the same
name, but located in other areas, would have been wrongly included in the study.

To analyze the accommodation units’ websites, the authors investigated if the Eco-Label provided
by ECO-Romania Association is posted on the all webpages of the units and if the content of the
homepage is relevant for ecotourist activity—it was considered that the presence of suggestive pictures
(i.e., Romanian villages, traditional crafts) and testimonials should be relevant for this step of the
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research. Related pictures may help tourists from the very beginning to realize if the accommodation
establishment meets their criteria. In addition, the presence of testimonials completes the first
impression based on the pictures and validates the image of the unit. It was also investigated if the
websites have the content in other languages except for Romanian in order to make a first image of the
market approach. A website with content available only in the local language suggests that the unit
addresses mainly to the domestic market, in contrast to the webpages translated in other languages
that indicate the orientation to international market.

The summative Qualitative Content Analysis was applied to analyze the content of the unit’s
description and their reviewers from TripAdvisor platform. The first step consisted of identifying the
accounts of the units on the platform and the presence of their description in Romanian or English.
For the units presented on TripAdvisor with an available description, the authors analyzed the content
provided by the accommodation establishment taking into account the presence of keywords related
to the definitions of green marketing and ecotourism. The keywords were included in one of the
following four main categories: activities (i.e., walking, bike rental, tours), unit description (i.e., village,
authentic, local), local food (e.g., traditional, fresh, home-made) and surroundings (i.e., architecture,
National Park, quiet, wildlife). In the case of each description, the authors identified the keywords that
are related to ecotourism and green marketing (the Romanian terms were translated into English) and
added them in each category, according to their meaning. Based on the limited number of the units
with an available description on the platform, the keywords screening from the description of the units
was made without a specific tool. For the summative Qualitative Content Analysis of the comments of
the guests posted on TripAdvisor, the authors used the same algorithm for including the keywords in
the four categories as in the case of units’ descriptions. In this case, the screening method was different.
The authors used the online function of the platform that identifies automatically the most common
keywords and phrases, namely popular mentions.

Based on the lack of legal framework in Romania regarding green labeling in tourism
accommodation, the authors choose for the analysis the data published by ECO-Romania Association
that developed an accreditation system recognized by the European Parliament in the paper entitled
Research for TRAN Committee-European Tourism Labeling, published in 2018. The accreditation
process provided by the ECO-Romania is voluntary-based and implies a contra-cost evaluation [59].
In this regard, the authors considered this labeling system the most appropriate for the article.

The main purpose of the study is to obtain a detailed description of the online presence
of ecotourism accommodation units that opted for the Eco-label provided by the ECO-Romania
Association. The period of online analysis was February 2020–April 2020. In order to accomplish the
goal of the study, the authors considered three main objectives that help them to have a complex
overview of ecotourism accommodation units that use green marketing, like (i) the analysis of the
accommodation unit’s website, (ii) the units’ description on TripAdvisor and (iii) the feedback of the
guests on TripAdvisor.

The authors developed the methodology used for the research following the characteristics of the
primary data investigated and took into account the definitions of green marketing, ecotourism activities
and the characteristics of TripAdvisor platform. The authors focused on aspects like and derived from
fauna, flora, cultural sites, educational accents, environmental issues and local community benefits [60].
The methods refer to online analyses made on the ECO-Romania website, on the accommodation
units’ website and also on TripAdvisor platform, having the same structure and list of items for both
unit’s description and guests’ perception. The research instrument used consisted of the following
observation lists (Table 1):
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Table 1. The objectives of the study.

Objectives of the Research Aspects Considered in the Research

(I) The analysis of the
accommodation
unit’s website

- the presence of the Eco Label provided by ECO-Romania Association
- the content of the homepage (suggestive pictures, testimonials)
- the linguistic version of the website
- mapping of the units

(II) The unit’s description
on TripAdvisor

- the presence of the units on TripAdvisor
- the presence of the description field
- the analysis of the description provided by the unit in terms of

green marketing

(III) The feedback of the guests
on TripAdvisor

- the presence of the comments
- number of comments
- the analysis of the comments in terms of green marketing

Source: Developed by the authors.

In order to analyze the green image of the units in the online environment and the guests’
perception in this regard, the authors decided to create four main categories to include the most
common terms found both in the description of the units and in the guests’ reviews posted on
TripAdvisor. The four categories were designed considering the definitions of green marketing and
ecotourism and included activities in nature (i.e., biking, bird watching), unit description (using words
like quiet, wood), local food (i.e., traditional, homemade) and surroundings (description like mountain
village). The last category was divided into four secondary categories: touristic monuments, flora and
fauna, geography/localization and atmosphere.

To be able to compare the results and to keep the coherency, the authors used the same selection
algorithm for both unit’s description and guests’ reviews and to assure the data accuracy, it was used
the online function powered by TripAdvisor, named popular mentions. The authors consider this
approach relevant for the research because it gives a real insight to stakeholders in ecotourism, relying
on public data that are available to the general public.

4. Results

4.1. The Analysis of the Accommodation Unit’s Website

At the date of research, 20 accommodation units were validated by ECO-Romania, with the
following profile: 15 pensions, two hotels, one cottage, one camping/hostel and one resort, located in
the following counties: Bras, ov (3), Suceava (3), Hunedoara (3), Bihor (2), Maramures, (2), Sibiu (2),
Tulcea (2), Bistrit,a-Năsăud (1), Covasna (1) and Harghita (1). The units are located in villages (13),
or small towns (7) and all of them are located near natural areas (Figure 1). From the 20 units, only eight
units have the label provided by ECO Romania Association visible on the homepage.

The authors also noticed that the websites have only simple functions, being created as descriptive
pages, without interaction with the users. Only four units have posted testimonials, the others
resuming at a more impersonal presentation. In general, the units are presented as being dedicated to
ecotourism, describing the available options to spend time in nature, delimiting from mass tourism
and promoting their homemade products also (food, handicrafts, souvenirs). However, in two cases
the accommodation units also post offers for teambuilding and private or corporate events.
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Figure 1. The mapping of the ecotourism units. Source: developed by the authors in Tableau Public
software, based on the ECO-Romania data.

The authors also analyzed the design of the homepage and the pictures presented on the websites,
considering indicators as architecture details in images, village illustration, traditions and popular
art. The investigation revealed that from the total of 20 units, 18 had posted suggestive images
for ecotourism on their website, indicating traditional activities and tourism activities in nature.
In addition, 16 units have an English version of the website and ten units have additional linguistic
versions, the information being available in German, French, Russian, Hungarian and Slovakian.

4.2. The Units’ Description on TripAdvisor

From the total of 20 units, 16 had an account on TripAdvisor at the moment of the study, and
from these, two had no description on the platform, and three had no comment posted by the guests.
There remained for this part of the study 11 units to be investigated. At this stage of the study,
the authors analyzed every description posted by the units and connected it with the definitions
of green marketing and ecotourism. The text analyses revealed that all 11 units have at least one
word or phrase that suggests green marketing. The units promote like being traditional and cozy
residences where the guests can spend their time in nature transposing them in an atmosphere specific
to decades ago, where tourists can practice specific activities, like gardening, riding, cooking or learning
handcrafts. Their description also contains details about touristic monuments, highlighting aspects of
national Parks and historical issues (Table 2). According to their description posted on TripAdvisor,
accommodation units categorized themselves with the following attributes: mountain view, family,
quaint, charming, great view, historic hotel.
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Table 2. The analysis of the accommodation units’ description.

Activities
Gardening, bike rental, eco-tours, tours to historic sites, cartridge riding,

animal feeding, walking, fishing, boat trip, baking and
cooking, handicrafts.

Unit Description Simple, village museum, eco-friendly, wood, cozy residence,
authenticity, relaxation, local lifestyle, family.

Local Food traditional Romanian food, Saxon dishes, daily fresh food, traditional,
home-made receipts.

Surroundings

Touristic
Monuments

The fortress of Ponor, historic site, wild beauty of Natura 2000
Reservations, saxon fortified churches, UNESCO, Halmyris Monastery,

Dracula’s castle, Densus church, roman ruins of
Sarmisegetuza, architecture.

Flora & Fauna -

Geography/
Localization

Romanian Carpathians Mountain, village, Piatra Craiului National Park,
Pietroasa, the Retezat Mountains, Country of Hateg, Viseu de Sus, wild
hills, Uzlina island, Forests, Danube Delta, Transylvanian landscape.

Atmosphere quiet, childhood, authentic, life half a century ago, cozy, culture.

Source: developed by the authors, based on the units’ description on TripAdvisor.

The analysis revealed that the units focused more on describing touristic monuments and giving
details about the local geography and less on the atmosphere and unit description. They also avoided
specifying details about flora and fauna available in the area.

4.3. The Feedback of the Guests on TripAdvisor

In order to investigate if the guests also perceive the green marketing initiatives of the units,
the authors wanted to see if their comments on TripAdvisor include repetitively words or phrases that
have a direct link with the green marketing activities. There were took into consideration the most
common repeated words presented in the guests’ reviews. Out of the total of 20 units, there were excluded
those that did not have an account on TripAdvisor and those that did not have reviews. There remained
11 units for the study, with a total of 648 comments posted on TripAdvisor. The comments were available
both in the English and Romanian languages. In order to assure a comparative analysis of the content,
we translated first the most common terms and phrases from Romanian to English. After this step we
included the terms in the four main categories, depending on their meaning.

The investigation revealed a more balanced interest of the guests for all categories, with the
highest interest in geography/localization details. Tourists are also concerned about flora and fauna
available in the area, often mentioning the possibility to observe the wildlife. The local food is also a
subject of interest, being mentioned the quality of dishes and the traditional recipes (Table 3).

Table 3. The analysis of guests’ comments on TripAdvisor.

Activities Hiking, Catamaran, Guide, boat trip, birds watching;

Unit description Hide, quiet place, yard, tent, camping, old house, beautiful view,
cottage, location is excellent, beautiful place, very nice place.

Local food traditional food, meal, tasty food, apple juice, traditional dishes,
homemade, food quality.

Surroundings

Touristic
monuments painted monasteries, fortified church, Saxon village.

Flora & Fauna local wildlife, bear, nature, surroundings, fish, birds, wild beach.

Geography/
localization

village, great history, mountains, Transylvania, lakes, channels, delta,
Danube, river.

Atmosphere piece of heaven, peace, relaxing weekend, unique place.

Source: developed by the authors, based on the guests’ reviews posted on TripAdvisor.
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Tourists are more interested in activities that can be carried out in nature and that give them a
complex experience. Guests describe each visit like an elaborate trip that includes a variety of activities
in nature that are connected to the green image of the units.

5. Discussion

Tourists expectations have changed lately, and their requirements imply now a more sustainable
way to do business. A green-oriented branding became the new normal for the guests, especially
for the young ones who want to find a connection with nature during their holiday. By developing
the ECO-label accreditation at the national level, the Romanian ecotourism may obtain a decisive
advantage on the market.

Romanian ecotourism is a sensitive field that needs national legislation to protect natural resources.
The Romanian potential and the progress made in the field in the last decades highlight the need for
greater involvement of the authorities in this regard. This study shows that even though there is a lack
of legislative framework, tourism association and accommodation units understand the importance of
green label and necessity of such an accreditation that certify their activity. The interest in providing a
green label accreditation provided by ECO Romanian Association proves that the specialists in the
field are aware of the need for a set of rules and recommendations that could bring added value on
the market.

This research found that the connection between a correct green marketing approach that implies a
full description of the units and a suggestive website can create a complex image of the accommodation
units that can be noticed in the guests comments on TripAdvisor platform. The study shows the interest
from the accommodation units to present their offer and activity as green and to find a solution that
certify their behavior. The total number of 20 units that were present at the moment of the research on
the ECO Romanian association website may have two meanings. On the one hand, the whole process is
at the beginning, and it was not fully adopted at the national level. On the other hand, it shows that the
association is not focused on quantity, which gives credibility to the whole process. Moreover, the fact
that accreditation is on a voluntary base and implies the payment of a fee and the compliance with a
set of rules reinforces the idea that the representatives of the units appreciate the importance of green
label. The results indicate that almost half of the units understand the role of the eco-label and post it
in a visible place on their website. They also present a green image in the online environment through
suggestive images promoted on their website, which means that the units interested in certifying are
already concern about green practices and have integrated green marketing in their daily business.

The results of the study indicate that ecotourism providers use green marketing to promote their
products on their website and TripAdvisor platform. They describe their business following green
marketing definition and try to offer a comprehensive description of their activity. In addition, tourists
show a high interest in activities in nature and appreciate authentic aspects from the destination.
This means that green marketing is fully understood by the accommodation units and is perceived by
the guests.

From the description posted on TripAdvisor and the interpretation of the comments, the authors
can conclude that both unit’s representatives and tourists are concerned about green marketing and
take advantage of it. However, there is a difference between the unit’s perception of some details and
the guests’ perspective in this regard. Results show that tourists are interested in a more complex and
authentic experience and would like to observe wildlife—an issue that was not identified by the unit’s
representatives as necessary.

Based on the importance of ecotourism for Romania and the need for preservation of natural
tourist resources, the authors consider that green marketing practices should be applied on a larger scale.
The authors show in this article that some stakeholders already accepted accreditation in the field. In this
context, Eco-label could be implemented by other units also and can become a permanent component of
green marketing strategy. However, the present study has several limitations, and its results cannot be
generalized at the national level. The small number of the units included and restricting the approach
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only to the accreditation system provided by ECO-Romania Association give a local description of
the green marketing strategy of the Romanian ecotourist accommodation establishment. In addition,
the geographical limitation of the units, which refers only to the 10 Romanian counties out of the 42,
asks for more research in this area. Another limitation of the study is that the methodology included
only summative Qualitative Content Analysis and qualitative website analysis. In order to have a more
in-depth view about the green marketing strategies in ecotourist field, this study should be completed
by other research based on several interviews applied among the essential stakeholders in the field:
units representatives, ecotourist and marketing associations, tourists and National Authorities in the
area. In this regard, the research team wants to continue the study and go into more detail about the
accreditation system, with a focus on the accreditation experience of the ECO-Romania Association
in order to find more about this process from the accommodation units’ perspective. The authors
intend to complete this study with qualitative research based on a semi-structured interview to
investigate the perception of the stakeholders about green marketing. This approach aims to give a
more comprehensive overview of the need for green practices in ecotourism and to formulate a set of
recommendations for the authorities in order to facilitate the accreditation system at the national level.
In this way, Romania would succeed to develop a green brand recognized internationally.

6. Conclusions

This article presents the green marketing presence in Romanian ecotourism, taking into account
how the accommodation units choose to describe their activity online and if the guests also perceive the
green practices of the units. The study starts from the accreditation system provided by ECO-Romania
Association that validates the status of ecotourist units and which was chosen by the authors based on
its recognition by the European Parliament as a valid accreditation system.

The results stress the importance of developing an accreditation system for ecotourism activities
at the national level or the necessity of expanding the existing one to all the regions from Romania.
The lack of interest from the authorities in the tourism field in developing a national accreditation
system widely adopted by the units with interest in this regard showed that the actual situation
did not stop the establishments from finding a solution. The existence of Eco-label provided by the
ECO-Romania Associations and the attention of the units from ten Romanian counties provide that the
representatives from ecotourism are aware of the new demand trends and try to meet the requirements
of the guests. The unit’s representatives know the new focus of the tourists on activities in nature and
their desire to have a full experience during the holiday. In this context, the managers present their
online activity based on green marketing practices and try to describe in detail their ecotourist activity.

The fact the tourists perceive the message of the accommodation units regarding green marketing
strategies shows that even in a context in which the accreditation system is on a voluntary basis,
the stakeholders in the field understand the importance of green practices and make efforts in order
to have a proper online presence. In this context, authorities should focus more on developing
together with the stakeholders in tourism green marketing strategies, including a national accreditation
system for ecotourism. In this way, the Romanian destinations could become more attractive to the
international tourist.
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