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Abstract: The economic situation of Romania has significantly improved since its 
full membership of the European Union; however its competitiveness remains at a 
low level compared to the EU average. Based on the international competitiveness 
lists, the trading activity and position of Romania as a middle-ranking country 
strengthened, yet the lack of institutions and infrastructure is still a severe problem. 
Therefore, one of the main objectives of the current social-democratic government 
is to create an economically stable country image in order to contribute to the FDI 
inflows, increase the visibility of the Romanian companies abroad and to overcome 
stereotypes associated with the country. The national brand building is aimed at 
promoting domestic brands beyond the region’s borders, with stimulating export 
performance in addition to creating a stable presence of domestic companies in 
international markets. The aim of the study is to assess Romania’s foreign economic 
indicators, competitiveness, and – based on these macro-indicators – to look at 
how trade could grow using branding to support Romanian exports in goods.

Összefoglalás: Bár Románia gazdasága komoly fejlődési utat járt be az ország 
2007-es európai uniós csatlakozás óta, a termelékenység még mindig alacsony az 
uniós átlaghoz képest. A főbb mutatók – mint a nemzetközi versenyképességi index 
vagy a kereskedelmi aktivitás – alapján Románia a középmezőnyben foglal helyet, 
ugyanakkor továbbra is komoly gondot jelent az intézmények és az infrastruktúra 
hiánya, nem kielégítő volta. Ezt igyekszik a jelenlegi szociáldemokrata kormány ke-
zelni: mind a be-, mind a kiáramló tőkeberuházások kapcsán erősíteni kívánja az 
ország szerepét, közben pedig csökkenteni a romániai gazdasággal kapcsolatban 
kialakult rossz sztereotípiákat. Ezért a tanulmány fő célja azon gazdasági mutatók 
elemzése, amelyek a versenyképesség és a nemzeti imázs építésében egyszerre 
képesek eredmények elérésére.

THE EVALUATION
OF THE FOREIGN ECONOMIC SITUATION

Except for the halt after the crisis period that started in 2008, Romania’s export 
has been permanently growing. The extended access to Western markets 
by EU membership and technology primarily adapted from the West has 

been supporting the favorable trend. There is a potential for growth in production 
structures; although trade relations are largely influenced by the change in the 
international investor confidence, which is currently moderate.
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Export and Import FIgurEs

The volume of the Romanian exports has nearly doubled since the country’s 
accession to the EU in 2007 which is the second-best achievement if we 
take the previous performance of the Member States as an example. The 

outstanding growth is mainly due to the appearance of foreign direct investment, 
which has created significant additional productive capacities. They are mainly 
concentrated on Partium,1 Banat,2 Cluj-Napoca and its surroundings, and the capital 
city, Bucharest. Imports are further supported by the increase of the European 
market outlets, the booming exports to non-European partners, and the trend of 
low global oil prices.

In addition to the export, import has started to grow strongly, mainly due to 
imported consumer goods. At the same time, it is important to highlight that the 
import between 2007 and 2014 increased to a much lesser extent than the export, 
still though it has continuously reached a higher value than the export. The rising 
domestic demand is the reason for the high imports. Growth in consumption is 
boosted by wage growth, lower VAT rates in recent years and positive labor market 
trends.

Figure 1
Export and Import of Goods and Services, 2006–2016 (million EUR)3

1 A territory of the historical Kingdom of Hungary, today it consists of the Romanian counties of 
Maramureş, Sălaj, Satu Mare, Bihor, and Arad.

2 The eastern part of the historical territory of Banat.

3 Source: Eurostat, 2018.
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Although the Romanian external trade balance is still in deficit, that is, the value 
of imports is still higher, the distance closes between the two trade indicators. 
Considering the current trends – and not taking into account the transfers back to 
the home country, as they do not appear on the balance of trade – the country’s 
economic activity may result in surplus by 2020.

The main export items of Romania are due to the foreign capital investments. 
By showing separately the top ten exports goods, it can be said that the volume of 
those items does not reach 40% of total exports. When comparing the concentration 
of exports to imports, it can be seen that imports are much more diverse. This also 
proves a continuous shift towards specialization.

The most important exports goods are as follows:4
• machinery and electronic equipment (29% of Romanian exports considering 

the main groups of commodities);
• vehicle (17% of Romanian exports considering the main groups of 

commodities);
• miscellaneous product (10% of Romanian exports) considering the main 

groups of commodities).

Figure 2
Export Products of Romania by the Main Groups of Commodities in 20165

maIn Export dEstInatIons

As we can see the trade relations of Romania are similar to the other Central 
European countries except of the second largest trading partner: France. 
Almost 25% of the Romanian export moves to Germany which follows on from 

the important role of the machine industry in Romania. The Italian export (and later 
import) relations can be explained by the large highway infrastructure construction 
in the country. Almost all highways are being built by the Italian companies named 

4 World Bank, 2016 b.

5 Source: World Bank, 2016 b.
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Itinera SA or Tirrena Scavi SpA. This also means that the new technologies and 
equipment are imported from Italy.

Finally, we have to mention Hungary as well, many energy resources and 
small(er) added value inputs are exported to the Western neighbor of Romania as it 
can be seen in Figure 3.

Figure 3
Main Export Destinations in 20166

The main import goods are as follows:
• machinery and electronic equipment (27% of Romanian imports);
• metals (10% of Romanian imports);
• chemicals (10% of Romanian imports).

Figure 4
Import Products of Romania, 20167

6 Source: Observatory of Economic Complexity, 2016 b.

7  Source: World Bank, 2016 b.
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maIn ImportEr CountrIEs

The four main importer countries regarding the Romanian trade interest are 
one and the same like in the case of the export destinations. Germany exports 
the machines, vehicles, and electronic materials; Italy sends hides, footwear 

parts, pharmaceuticals, telephones, and vehicle parts; while the third important 
import partner, Hungary delivers primarily food products (to the Transylvanian 
Hungarian retail chains).

Figure 5
The Main Importer Countries in 20168

CAPITAL FLOW AND INVESTMENT RELATIONS9

After the change of regime, Romania was considered to be a developing 
country and in a relative sense it is still true when compared to the OECD 
average (and in spite of its full membership in EU). At the same time, the 

stock of capital increased in the last 28 years, improving its quality and structure. 
Due to this situation the production could move to higher added value. To analyze 
the FDI stock: its amount reached 60 billion euros in 2015. Greenfield investments 
accounted for 54% of the amount, while 46% is classified as capital concentration 
through acquisitions and mergers.10 From the perspective of the owner, 44 billion 
euros appear in the economy as direct shareholding, plus 19 billion euros of capital 

  8 Source: Observatory of Economic Complexity, 2016 a.

  9 World Bank, 2016 a.

10 Georgescu, 2015. p. 33.
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as a net loan, and finally the sum is reduced by 3 billion euros as reinvested capital. 
The explanation of this negative value can be that the FDI invested in Romania 
produced a profit of 61 billion euros in 2015; then company leaders decided to pay 
23 billion euros as dividends (so this amount has to be deducted out of profit) and 
last but not least, the sum of the amortization, which is 41 billion euros, has to be 
also taking into account.

If we scrutinize the capital’s role in production, then 51% of the inflow of 60 billion euros 
is engaged in commodity production, 2/3 of which is exported, thus significantly 
improving the Romanian external trade balance. The other part, 49%, is primarily in 
the field of construction sector and services in Romania, which meets the needs 
of the domestic market.11 The territorial distribution of the invested capital follows 
the economic potential of the regions, which also reflects the differences in the 
economic development between the various parts of the country. The territories 
that attract the most FDI are the following: Bucharest and its agglomeration (Ilfov 
County), the Transylvania–Partium–Banat region that reached 30% of the working 
capital, and the remaining 10% went to the Muntenia, Moldova, and Northern 
Dobrudja regions known as „Old Romania.”12

Figure 6
Foreign Direct Investment in Romania, 2008–2015 (million euros)13

11 Ibid. p. 44.

12 In this chapter I would like to thank Dr. Ágnes Nagy, board member of the National Bank of 
Romania and professor of Babeş–Bolyai University, who provided the materials and supported 
me with her recommendations to the paper.

13 Diaconu, Pană, and Bechir, 2016.
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If we look at the flow caption, it can be concluded that as long as the trade 
relations have returned to the previous level after the crisis came to an end, the 
value of the inflow capital investments does not even approach the pre-crisis level. 
The main reason for this is the under-developed road network in Romania. Among 
others, a reason why the Mercedes factory settled in Kecskemét (a city in central 
Hungary) in 2012 instead of Timişoara was the lack of the highway connection 
between the city and the Hungarian border.

Figure 7
Net FDI Inflow, 2006–2016 (billion USD)14

stratEgIC projECts

The post-2020 EU resources also strongly support the strategic infrastructure 
projects in Romania: building the fifth underground line in Bucharest between 
the airport and the city centre, and connecting the highways on the two sides 

of Carpathian Mountains. The latter one is a cost-demanding project considering 
the tracks across the mountains. The Romanian Government in co-operation with 
the European financial institutions summarized the most important development 
ideas for Bucharest in the project plan “Strategic Urban Development Projects and 
Sustainable Urban Mobility,” since the planning for the highway construction is 
only in the phase of commissioning the feasibility studies. Both initiatives focus on 
infrastructure, which is seen as the greatest obstacle to further FDI inflow.

In Romania, the so-called concept of ‚growth poles’ in economic policy was 
launched in 2008 to support the country’s balanced economic development while 
investments have continued to seek after an accessible profit maximization. A total 
of seven growth poles have been identified,15 all of which have been supported by an 

14 Source: World Bank, 2016 a.

15 Constanţa, Craiova, Ploieşti, Iaşi, Braşov, Cluj-Napoca, and Timişoara.
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integrated development plan. Apart from Bucharest, these are the largest economic 
and residential centers in each region. The idea is that the development of cities 
(regions) will also help to expand the country. The initiative will work according to 
similar principles and solutions as in the Modern Cities Program in Hungary.16

BUSINESS ENVIRONMENT

global CompEtItIvEnEss

The investor confidence in the Romanian business environment has been 
improving in the recent years, however, the country’s competitiveness is 
still below the EU average. The growing market confidence was supported 

by favorable credit risk ratings from the rating agencies: according to the latest 
reports, Romania was upgraded to the investment grade. On the recent list of WEF 
Global Competitiveness report, Romania ranked 62nd in the survey including 138 
countries, overtaking Hungary (69th). Compared to the previous years the ranking 
of Romania was improved due to the progressive macroeconomic figures and the 
growing export share. According to the assessment, the country’s competitiveness 
was mainly limited by the development of the institutions, the lack of infrastructure, 
the education and healthcare problems, the moderate efficiency of the labor market 
and the low level of innovation. The ability to attract capital was further obstructed 
by bureaucracy and political instability.17

Based on the IMD competitiveness results, Romania was ranked 50th on the 
list including 63 countries, overtaking Hungary again, which is currently ranked 
52nd.18 Significant improvement can be observed in case of Romania, however, the 
absorption of the EU funds is still low, the innovation is moderate especially in the 
SME sector and the FDI inflow should be further stimulated. The volume of foreign 
direct investments showed an increasing tendency, thus achieved 4,753 million US 
dollars in 2016, which is considered adequate compared to the performance of the 
regional countries but it is still below the EU average.19

As stated in the latest Doing Business Report of the World Bank, Romania 
was ranked 45th out of 190, while Hungary was ranked 48th. The favorable ranking 
compared to last year is due to the improvement of the quality administration 
regarding the property registration. The classification was further contributed by 
the openness of the economy that supports trading activity across borders and also 

16 It identifies the priority projects in core infrastructure, sports facilities, culture, and tourism of 
the county seats as well as aims to link them to motorways and borders, revive local economies, 
and boost the employment.

17 World Economic Forum, 2017.

18 IMD, 2017.

19 UNCTAD, 2017.
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the simplification of taxation. The regulation environment of the local firms should 
be further developed from the perspective of getting electricity and construction 
permits.20

Based on the above mentioned competitiveness results, the next chapter 
gives a brief overview on the main indicators that impacted the processing of 
creditworthiness and the ability to attract foreign investments.

maCroEConomIC pErFormanCE

The country has shown a robust economic growth in the recent years. 
The 4.9% GDP growth in 2016 was driven by an expansive fiscal policy, a 
low unemployment and an expanding domestic demand. The private 

consumption was boosted by the positive labor market trends and fiscal incentives: 
wage increases and tax cuts. However, the dynamic growth rate of the nominal 
wages exceeded the productivity rate growth of the economy. The increased unit 
of labor cost can have a negative impact on the competitiveness of the country.21

In spite of the positive labor market trends and the robust economic growth the 
relative high poverty rate is a serious problem in Romania. According to the World 
Bank, the proportion of people living in extreme poverty has declined from 11% 
to 6.6% in the last four years; however, the material deprivation is still high in the 
marginalized areas.22

The inflation showed decreasing trend in the last 10 years, mainly impacted 
by the VAT cuts and the low inflationary environment of the Eurozone that led to 
monetary easing measures between 2012 and 2015. In 2015, it declined to a record 
low, it displayed negative value, thus run below the 2.5% inflation target determined 
by the National Bank of Romania.23

The volume of the public debt is relatively low compared to the EU members. 
The debt-to-GDP ratio was around 37.6% in 2016 coupled with stabile financing. 
Despite the low public debt amount, the long-term sustainability is at risk due to the 
debt structure. Almost 50% of the total public debt is denominated in euro, thus the 
country is exposed to exchange rate risk. The increased portion of foreign currency-
denominated debt is due to the fact that Romania’s access to the global capital 
markets was strengthened through the EU membership. The short-term debt 
implies further risks, however, the average maturity of the bonds has been growing, 
so the government intents to support the continuation of this tendency.24

Even though the stabile economic growth, the current account deficit is 
approaching the 3% of GDP. The widening was driven by the government’s expansive 

20 World Bank, 2018. 

21 European Commission, 2017 a.

22 World Bank Group, 2017.

23 National Bank of Romania, 2017.

24 Ibid.
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fiscal policy and robust import growth. In the years after the financial crises, the 
country managed to strengthen the budgetary stability due to the recommendations 
of the European Commission, however from 2014 the government introduced 
several deficit increasing measures.25 In case the fiscal policy is planned to remain 
loose, there is a risk of re-entering the excessive deficit procedure that was closed 
for Romania in 2013.

The volume of public investments decreased mainly due to the low absorption 
of the EU funds. For the period 2014–2020 the country has allocated 22 million 
euros from the structural funds for infrastructure investment purposes, however 
this level is among the lowest in the EU. In order to access larger contribution from 
the structural and cohesion funds, quality and quantity improvements are needed 
in terms of public investments.26

CorruptIon and polItICal InstabIlIty

The high level of corruption is one of the main challenges that have a spill-over 
effect on the economic and social processes. According to the Corruption 
Perceptions Index prepared by Transparency International, Romania was 

ranked 57th out of 176, equals to Hungary. Lower rank was only assigned to Greece, 
Italy and Bulgaria among the EU members.27 The report of the European Commission 
also confirms the above-mentioned issue, however, the assessment highlights 
that progress has been made in the last three years. The National Anticorruption 
Directorate (DNA) is responsible for the investigation of the corruption crimes. Most 
of the cases are related to public procurement and health care.28

It can be considered as a positive tendency that the Parliament suspended 
the immunity of several members who were accused by corruption or conflict of 
interest in order to execute the legislative process. The government attempted to 
introduce more national anti-corruption strategies, however, there is no significant 
outcome yet.29

A further constraining factor of the investment confidence is the political 
instability evidenced by the frequently changing prime minister, tension between 
the institutions and political parties and the application of emergency ordinances to 
pass legislation. Last elections were held on December 2016, as a result the Social 
Democratic Party (Partidul Social Democrat, PSD) won and formed a coalition with 
the Alliance of Liberals and Democrats (Partidul Alianţa Liberalilor şi Democraţilor, 
ALDE).30 Despite the plurality, the Parliament elected prime minister for the third 
time during this cycle.

25 European Commission, 2017 a.

26 Ibid.

27 Transparency International Romania, 2017.

28 European Commission, 2017 a.

29 European Commission, 2017 b.

30 Freedom House, 2017.
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UTILIZING ECONOMIC GROWTH TO BOOST EXPORTS: 
NATION AND CORPORATE BRANDING

First, we have to mention the fact that Romania has just started to harmonize 
the ambitions of the public and the private sector to create a well-known 
brand of the country. Romania is still known only as the location of the car 

factory, Dacia or the world-famous Dracula from the middle ages but neither the 
government nor any other institutions could create and help to spread a brand 
which can express something great and special about the country.

That is why we decided to present both sides of the economy, the public and 
private one too. Considering the government effort to show the country with one 
word we could experience more attempts and balancing between the popular and 
the valuable destinations. The green mountains, the Carpathians should be a new 
trade-name instead of Dracula.

On the other hand the private sector, almost totally independent from the state, 
has established some new brands since the accession to EU in 2007, but these 
reflect only the given region not the whole country, company or destination. The 
most famous one is the so-called “Cluj Innovation City” or “Cluj IT Cluster,” but 
for instance, in 2015, an online media, the Emerging Europe used the term “Silicon 
Valley of Eastern Europe” after making an interview with the major, Emil Boc.31 We 
think it can be the strongest trade-mark for Romania.

domEstIC brands

Romania has several domestic brands, although the international visibility of 
these products is quite low. In case of the most significant companies listed 
in the country, the portion of foreign capital is dominant in the ownership 

structure. The turnover of the domestic firms is lagging behind the multinational 
companies’ performance. The products and services provided by the local firms are 
mostly known in the regional countries beyond borders e.g. in Hungary. In Western 
Europe and in regions outside the EU, Romania was not able to achieve breakthrough 
results yet. The only exception is Dacia, the vehicle manufacturer that managed to 
expand its presence to the foreign markets. It is also worth highlighting the retail 
and the banking sector where there is a significant growth potential, especially with 
respect to the neighboring Eastern European countries.

If we would like to put the Romanian branding into international context, it is 
worth examining the Made-In-Country Index that measures how people perceive 
products that were made in a particular country. The responders are required to 
choose on a scale from 1 to 5 and the value of the index is ranged between 0 and 100. 

31 Emerging Europe, 2015.
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Based on the survey from 2017, Germany has the first place rated with maximal 
point and the second is Switzerland with 98 points. Romania received only 37 
points evaluated as the 41st on the list. In comparison, Hungary scored 45 points 
and ranked 28th.32

Despite its relatively low international recognition, the country has several brands 
that perform exceptionally in their fields. The company, Brand Finance specialized 
in brand valuation and market research has created the list of the most valuable 
Romanian brands in 2017. Several factors were included in the assessment, such 
as the financial stability of the given company, the consumer loyalty or the investor 
structure compared to the competitors in that particular sector. The top 10 brands 
of the survey are presented in the table below.

Table 1
The Most Valuable Romanian Brands, 201733

Brand Industry Value
(million euro)

  1 Dacia Automotive 1,217
  2 eMag Retail 361
  3 Dedeman Retail 206
  4 Petrom Energy 162
  5 DIGI Telecommunication 150
  6 Banca Transilvania Banking 130
  7 Bitdefender Technology 112
  8 BCR Banking 111
  9 BRD Banking 103
10 Electrica SA Utility 80

Dacia has the first place on the list with an estimated value of 1,217 million euro. 
The brand one of the most popular car manufacturer and a subsidiary of Renault 
since 1999 has maintained its leader position in the last few years, which has 
been. Dacia was the only accessible domestic vehicle brand in the years before the 
regime change, this fact plays a key role in its well-known presence. The company 
offers passenger cars with relatively modest price that can be purchased by wide 
ranges.34 As a member of the Renault group, it has a presence in 44 countries. The 
major part of the production is being sold abroad, thus further enhancing the brand’s 
international perception. In 2016, nearly 600,000 vehicles were sold by Dacia, which 
is considered as a record year for the company. This volume means a 6% increase 

32 Statista, 2017.

33  Source: Brand Finance, 2017.

34 Ibid.
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compared to the previous year. Sales were mainly on the markets of France, Italy 
and Poland. It is also worth mentioning that there is a significant market demand 
outside of Europe, in North Africa (firstly Morocco, Algeria, Tunisia) where Dacia 
achieved a market share of 19% in the last year.35

The second on the list is eMAG due to its outstanding performance in online 
commerce, worth 361 million euros.36 The webshop principally sells computer and 
electronic products. The company expanded its presence to three other countries 
in the region: Bulgaria, Hungary, and Poland. It was founded in 2001, afterwards 
the South African Naspers Group bought a majority stake in the firm in 2012. 
Subsequently, eMAG started to grow dynamically, introduced new product groups 
and expanded its presence to further Eastern European markets.37

The third is the purely Romanian-owned retail Dedeman, whose value was set 
at 206 million euros. The company is the market leader in the field of DIY retail, while 
multinational firms in the sector decided to leave the country due to unprofitable 
operation. In contrast, Dedeman managed to maintain its stable financial position 
during the crises.38 The company, founded in 1992, owns 48 stores in the country 
and markets with nearly 45,000 products.39

It is worth noting the fifth ranked DIGI telecommunication service provider with 
an estimated value of 150 million euros. The company has a significant market 
share in Hungary and Romania, furthermore it has a presence in the Spanish and 
Italian market, where mainly provides mobile telecommunication services. The 
corporate, established in 1992 by a Hungarian businessman, has shown a dynamic 
growth in the previous years and held an IPO at the Bucharest Stock Exchange, 
which can further enhance the brand’s reputation.40

The players in the banking sector have a strong brand, evidenced by the ranking 
of three banks in the list of the top 10. The most significant financial institution is 
Banca Transilvania, worth around 130 million euros. The bank, founded in 1993, is 
nowadays considered to be the second largest banking institution in the country. 
It is essential to highlight the institutions of the Romanian Commercial Bank 
(Banca Comercială Română, BCR, a member of Erste Group) and the Romanian 
Development Bank (Banca Română pentru Dezvoltare, BRD) in which a French 
financial group, the Groupe Société Générale holds the majority stake, ranked 8th 
and 9th with an estimated value of 111 and 103 million euros.41

Based on the above-mentioned examples, it can be observed that companies 
with 100% domestic ownership have a modest chance to achieve international 

35 Group Renault, 2017.

36 Brand Finance, 2017.

37 eMAG, 2018.

38 Brand Finance, 2017.

39 Dedeman, 2018.

40 Brand Finance, 2017.

41 Ibid.
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visibility. Foreign capital is essential in order to extend the global recognition and 
open the way to the markets outside Europe. However, in case of dominant foreign 
ownership, there is a risk that the brand is not necessarily associated with Romania 
or at least less emphasis on the actual origin of the brand is put on.

natIon brandIng and govErnmEnt support

In addition to the products and services offered, it is important to focus on the 
country image that includes other features besides the domestic companies. 
The history of Romania clearly had an impact on its international opinion; as a 

former socialist country it has been associated with several stereotypes abroad. 
Furthermore, the aforementioned poverty, which is extremely high in the Central 
European Region compared to the Visegrad Four or Croatia. The political instability 
and the corruption scandals also influenced the image.

The government has recognized the need to improve country branding and has 
launched several major campaigns in order to boost tourism and to improve the 
international perceptions since the change of regime in 1989. Most of the programs 
were initiated by the state, partially by the Ministry of Tourism and the Ministry of 
Foreign Affairs. However, none of the campaigns can be considered a breakthrough 
success. The feedback from the international media has been mainly negative, 
moreover some of the programs ended up with corruption scandals. According to 
the general opinion, the reason of the failure was that relevant groups of society, 
such as citizens of Romania, were not involved in the creation of the concept, so 
the initiatives were not able to transmit a clear and powerful message abroad to 
enhance the image of Romania.42 

Among the campaigns mentioned above the current brand package already 
presented at the Shanghai World Expo in 2010 has been transmitted on several 
international communication channels. The campaign can be considered as an 
image change compared to the previous concept, which is well-reflected in its slogan: 
„Explore the Carpathian Garden” (replacing the previously used „Romania, Land of 
Choice” motto). A green leaf was chosen as the logo of the country emphasizing 
so the natural resources and ecotourism. The project was implemented with EU 
contribution, and was presented in the target countries being relevant from tourism 
perspective. The program was carried out by a foreign company, the finalization of 
the entire campaign lasted until 2013 and the cost was close to 75 million euros.43 
The project started with a preliminary market research in the relevant countries 
(Germany, United Kingdom, Italy, Russia, Austria, United States, France and 
Hungary).44

42 Andrei, 2017.

43 Romania-Insider, 2010 a.

44 Romania-Insider, 2010 b.
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The Dracula castle is undeniably linked to the country image, it has become 
a brand and takes a significant part of the tourism. Bran Castle near Brasov is 
considered to be a spectacle in itself and it is accompanied by a museum. Various 
travel agencies and tourist portals mention the castle among the main tourist 
attractions of the county. Hotels and restaurants of the region were also based on 
this concept, thus the legend became part of the country image.

The 2010 campaign is therefore considered unconventional, as it focused 
on natural treasures. The decision was justified by the Ministry of Tourism that 
nowadays culture and nature are significantly more competitive from marketing 
perspective, and not wide ranges but specific groups of tourists can be reached 
through this approach. Particular wildlife species, national parks, caves, local 
traditions and temples are included in the promotion films and brochures. Major 
cities, entertainment opportunities and nightlife, as well as university towns, wellness 
services and industrial areas are displayed. However, the promotion film does not 
link the particular destinations and the tourist attractions to the locally produced 
brands, so it basically focuses on geo-branding. The Făgăraș Mountains (Munţii 
Făgăraș), Red Lake (Lacul Roșu), Bicaz Canyon (Cheile Bicazului), Saint Anna Lake 
(Lacul Sfânta Ana), the Danube Delta (Delta Dunării), the Semenic Mountains (Munţii 
Semenic), the Retezat Mountains (Munţii Retezat) or Praid Salt Mine (Salina Praid)45 
are among the most attractive natural treasures and landscapes.

In spite of the media resonance, the number of tourists visiting Romania has 
shown an increasing trend in the previous years. According to the National Institute 
of Statistics (Institutul National de Statistica, INS), approximately 11 million tourists 
travelled in the country, out of which 8.5 million are domestic and 2.5 million are 
foreign visitors. Although, nearly three-quarters of the visitors are residents, there is 
a visible increase in the international interest, also from outside of Central Europe. 
Regarding the composition of the non-resident tourists, it is worth noting that 
around 75% of them arrived from Europe, including mainly Germany (11.8%), Italy 
(8.8%), France (6.1%), Hungary (5.6%), United Kingdom (5.6%) and Poland (3.9%). The 
proportion of the remaining visitors is as follows: Asia 14%, Africa 1% and Australia 
also 1%.46

It is also worth considering the distribution of the visitors by certain tourist 
destinations. Bucharest and some major cities proved to be the most popular 
among nearly half of the tourists in the previous year. Further, 16% preferred the 
mountains, 9% the beach, 8% bath and various wellness services, only 1% the 
region of the Danube Delta and the remaining 16% opted for other destinations. 
Based on the statistics it can be observed that there is a real demand for culture 
and natural values highlighted by the national campaign, however, the latter is a bit 
underrepresented in comparison with the main cities.47

45 Ministerul Turismului, 2017.

46 National Institute of Statistics, 2017.

47 Ibid.
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statE support For brand strEngthEnIng

Romanian government is considered to be less active in the area of coordinated 
brand-building strategies, despite the fact that the country possesses plenty 
brands with international potential. It is worth examining two campaigns 

of the last two decades being initiated by the government with the main aim of 
promoting the goods and services produced in the country.

The „Made in Romania” campaign, launched in 2000, aimed to boosting domestic 
demand and increasing the export to export partners. Companies participating in the 
program were given the opportunity to promote their products efficiently and widely 
at a relatively low cost. However, the campaign did not qualify for a breakthrough 
success due to the low number of participants and lack of information. A few 
years later, the Ministry of Economy and Trade launched a new initiative to focus 
on promoting IT in the country, called „Romania IT.” The campaign included the 
distribution of various brochures and the creation of a website. The program was 
criticized several times, primarily because of the chosen logo, which, in its opinion, 
was not suitable for transmitting the appropriate message to the target group.48 
Nevertheless, the Romanian IT sector is becoming more and more popular today, 
mainly thanks to the Cluster of Cluj-Napoca, which is described in more detail in the 
later chapter.

As we have seen, a few government campaigns have been launched to 
strengthen the brands of products and services in the country, but none of them 
are considered to be highly successful. There are still some shortcomings in 
cooperation and support with companies. If foreign demand is given, it is essential to 
ensure the proper quality of transport routes to achieve smooth exports. Romania’s 
infrastructure investments are below the European average. This problem can be 
a serious concern not only in terms of investment in national economy but also in 
branding, especially in the case of Dacia. Nowadays, in Piteşti there is an important 
assembly plant in the automobile manufacturer industry, but the construction of 
the A1 motorway section between Piteşti and Sibiu has been long-awaited. The 
road through the Southern Carpathians significantly facilitates the transport of 
motor vehicles to European markets. In case the construction of this road is not 
implemented in short term, there is a possibility that Renault will relocate the plant 
in Piteşti to a plant in Morocco. For this reason, factory employees organized several 
protests, calling on the government to construct the motorway section in question 
as early as possible.

However, regarding Automobile Dacia SA it is worth mentioning that the 
government has awarded the group leaders with merit of trade and industry, thus 
thanking the significant market penetration and the creation of many new jobs at 
the plants.49 Apart from the symbolic gesture, the state does not show any other 
significant co-operation or support activity that could help to further strengthen 

48 Popescu and Corboş, 2010.

49 Krónika Online, 2013.
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Dacia, even though it is the country’s most prominent brand. In addition, the 
relocation of the premises to Morocco remains an open question, so in order to 
prevent this an active government intervention is required.

promotIon oF gEo-brandIng and produCts

Although the country image campaign may not necessarily link each location 
with the products, there, we can see this type of marketing for both Transylvania 
and Transylvania-related brands. Based on the surveys conducted by 

various public opinion polls one of the strongest drivers has been Borsec natural 
mineral water for several years. The brand is named after the city of Borsec found 
in Harghita County, a product with a nearly 200-year tradition, granted with many 
international awards. Borsec belongs to the Romaqua Group SA, whose ownership 
structure is purely domestic. In the Romanian mineral water market, it clearly has 
a leading position with the highest market share, and the volume of its exports is 
also significant.50 The brand image is part of the Transylvanian highland and the 
unspoilt nature that appear on the label. Tourist attractions in Borsec include baths 
and natural mineral springs having beneficial effects on health. It is also important 
to note that in 2017 the government qualified Borsec as a national tourism center 
and provided financial support for the establishment of a treatment center. Thanks 
to the size, medicinal tourism can boom, which can indirectly boost the brand of 
mineral water.51

Furthermore, it is worth mentioning the ROM chocolate that has been present on 
the market over nearly 50 years and it is one of the most popular sweets. The image 
of the product is strongly linked to the national symbols of the country, as its name 
indicates, on its packaging the colors of the Romanian flag, and on the chocolate 
itself the Bucharest label, where they first started producing the ROM dessert. 
However, with minor changes, these images have been preserved steadily over the 
last decades. In his advertising campaigns they often used astonishing elements to 
emphasize national consciousness, such as the “Bucharest not Budapest” slogan. 
The purpose of the campaign was to put an end to the exchange of two cities due 
to aural similarity.52

Finally, in terms of national characteristics, one of the most famous beer brands 
for domestic consumers is the nearly 130 years old Ursus, which has lost its 
popularity over the last few years. Among the tourist attractions of Cluj-Napoca 
there is the beer museum which operates in the former factory of Ursus.53 The 
symbol of the beer – a bear (Latin: ursus), which is often associated with Romania – 
is also that of the country-branding. Despite its highly important role in the branding 

50 Superbrands Romania, 2016 a.

51 Administratie.ro, 2017.

52 Superbrands Romania, 2016 b.

53 Superbrands Romania, 2016 c.
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process of Romania, the Ursus beer is not exported, although it could be promoted 
as a Romanian specialty to the tourists.

thE dEvElopmEnt oF thE nEw brand:
Cluj-napoCa and thE It sECtor

Most European countries have placed significant emphasis on IT and 
telecommunications processes, also referred to as the Fourth Industrial 
Revolution.54 Romania is not an exception, either. Nevertheless, the state 

InvestRomania does not deal with this issue, but one of the most significant cities 
in Transylvania, Cluj-Napoca has been the center of the economic growth in recent 
years due to the fact that it noticed the potential of the sector in time.

The city has also a prominent brand in the international comparison, the most 
well-known educational institution; the Babeş–Bolyai University (BBU). In Cluj-
Napoca there are several higher education institutions, but most of the MBAs are at 
the BBU. The university also includes IT, economics, engineering and legal training. 
As a result, it is considerably easier to coordinate investor needs since using 
the communication channels of a single higher education institution the skilled 
workforce can be achieved.

By 2017 Cluj-Napoca became Romania’s largest IT center. A number of IT 
companies settled in the city, so in 2012 a cluster of the so-called foreign investment 
was launched: Cluj-Napoca IT Cluster.55 There are thirty companies, six universities, 
eight start-ups and 10 non-profit or local government organizations among its 
members. Without the utmost in mind, the following companies have placed their 
IT business fully or partly in Cluj-Napoca:

ALFA Software
Cloudsoft
Hypermedia
Imprezzio
Memox

Optima
Siemens
Solar Eco Systems
Technoworks
Xoomworks

Thanks to this process, an organization from Cluj-Napoca has been internationally 
listed, and by 2017 it had reached a „critical mass.” This has had a serious influence 
on the foreign markets – without the influence of Bucharest.

The companies developed a dual training course with the universities of Cluj-
Napoca, offering practical traineeship to the theoretical education for students. 
They can continue this internship after finishing the university, so transnational 
and Romanian companies’ need of the skilled, cheap manpower can be assured.56 
That is, in the medium term, it can be proven that with a small investment they 

54 Šefčovič, 2016

55 Kolozsvár/Cluj-NapocaIT, 2018 b.

56 Kolozsvár/Cluj-NapocaIT, 2018 a.
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can achieve a significant yield. And all this was accomplished by the city so that it 
did not require any background support from the Romanian investment promotion 
institutes.

The unemployment rate in Cluj-Napoca can clearly explain the economic boom. 
The rate is below 1.9% according to the County Agency for Labor Force Cluj (Agenţia 
Judeţeană pentru Ocuparea a Forţei de Muncă Cluj). Eurostat conducted a survey 
in 2018 about new jobs all around the European Union. Based on the survey results 
people get jobs in the shortest time in Prague, Czech Republic, but Cluj-Napoca 
finished runner/up, overtaking for instance Munich, Germany too.

The companies in the cluster created a co-operation with universities, primarily 
with the Babeş–Bolyai University and the Technical University of Cluj-Napoca. They 
decided about a new program called Cluj Innovation City (used as a brand as well) 
and considering the processes the Financial Times compared Cluj-Napoca to the 
Silicon Valley in California.57

THINGS WORTH LEARNING FROM ROMANIA

ComplEx admInIstratIon In thE FIEld oF InvEstmEnt

Firstly, InvestRomania, a specialized institution of the Ministry of Trade, Industry 
and Business Environment, communicates the domestic possibilities for the 
foreign investors. Secondly, it sums up the needs of foreign investors and 

transfers it to the government. InvestRomania deals simultaneously with political 
and economic interest representation while establishing the negotiating platform 
and explores the right locations for investors to look at in terms of FDI net inflows. 
It is worth pointing out that it also focuses on areas such as legal or professional 
assistance, public procurement or proper appearance in the press. Perhaps it 
may seem strange at first hearing, but in terms of operation it is possible that 
InvestRomania is subordinated to a domestic ministry, and it is part of its budget.

However, besides the support practices for positive investment, it is important 
to highlight the underdevelopment in the infrastructure. This is a major problem 
as no proper supply route has been built in the country. The InvestRomanian does 
not have any effect on the weakness and isolation of the highway network as it 
is the Ministry of Transport’s responsibility. It would be worthwhile, therefore, to 
reorganize the institutional system to invest more emphasis on the fulfillment of 
basic infrastructure conditions, which is a key issue for foreign working capital.

Returning to the investment promotion is worth mentioning a one-stop-shop as 
a good example. An investor can manage his administrative affairs due to taxation 
and legal regulation through a contact point, including through procurement 
processes. All of this can be requested from the InvestRomania Secretariat and the 
answer can be expected from this department.

57 Financial Times, 2017.
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Cluj-napoCa and thE It sECtor

The outbreak point of the transition countries is in the IT sector, as these new 
industries do not necessarily require investment costs such as buying or 
leasing complete lines of production. Dr. Ágnes Nagy, Member of the Board 

of Directors of the National Bank of Romania, called attention to the process that 
investing in the IT sector can be very profitable at a relatively low cost – in this case 
for Cluj-Napoca.

It is a good solution for the city to have all major education departments under 
two universities, the Babeş–Bolyai University and the Technical University of Cluj-
Napoca, recognized at European level. As a result, several large companies choose 
Cluj-Napoca to outsource certain divisions such as IT, accounting or tax advice. It 
is worth mentioning the German multinational company, the Bosch, which settled 
its accounting activity into the city. MOL România SA, Cloudsoft, Hypermedia, 
Nordlogic, Optima, Siemens, Softvision, Alfa Software or Yonder have also organized 
a part of their business in Cluj-Napoca.

EXPECTATIONS FOR THE FUTURE

Overall, in terms of foreign economic activity Romania is basically a capital-
recipient country. By doing so, the country built his institutional system and 
ordered its branding activity. At the same time, it is worth considering whether 

a future reverse process is to be expected, namely that Romania can become not 
only a recipient of capital but also a capital donor country. For this it is necessary 
that the domestic industry or service sector undertake the capitalization. However, 
only a few Romanian companies are currently performing it– they are at a minimal 
level and are basically in the markets of non-capitalized countries. Such partner 
state is the eastern neighbor of Moldova.

One sector can be noted which would be an exception from the above-mentioned 
external economy’s prophecy: the IT sector. Small initial capital requirements, but 
high and quality human resources make it a breakthrough point for Romania. 
Although there are programs at national level and a significant proportion of EU 
funding is allocated to these goals, successful projects have been more local at this 
time.
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