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Abstract: The article presents the issue of marketing in the field of cultural tourism, addresses 

specific aspects of consumer behavior of cultural products and services. The intensification of the 

development of the demand for cultural products and services, as well as the diversity of these types 

of products and services have favored the assimilation of marketing principles and methods in the 

promotion of cultural tourism. This fact allows the harmonization of the tourist offer with the cultural 

needs of the target public, thus achieving the strategic objectives of the tour operators. Investigating 

the tourist market, the demand and supply of cultural products / services, studying the structure and 

volume of cultural consumption, systematic research of the needs and expectations of beneficiaries, 

anticipating or creating new needs, separating the behavioral particularities of tourists who 

appreciate, cultivate and pass on cultural values, encouraged the implementation of the marketing 

approach in the activity of travel agencies in general and those in the field of culture in particular. 

Taking into account the specifics of cultural products and services, of cultural heritage, it is 

recommended to identify the most relevant methods and techniques of marketing research. These 

methods ensure the evaluation of the quality and size of the offer, its harmonization with the 

manifested demand, the study of the motivation and the degree of satisfaction of the consumers of 

cultural products and services. For the development of cultural tourism, it is recommended to develop 

and implement marketing strategies related to the specifics of the identified target segments. This 

experience will have a favorable influence on the promotion of marketing policies in the field of 

cultural tourism. 
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Abstract: The European Union (EU) is one of the most dynamic and attractive tourist regions 

in the world with the highest flows of tourists in the world. Tourism activity has an extremely strong 

impact on the economies of some states (for example: Spain, France, Italy) with significant shares 

in national GDPs between 11-15%. Given that this activity is most affected by the consequences of 

the economic crisis caused by the COVID-19 pandemic, the subsequent evolution will be based on 

a new architecture of types of economic relations. The borders of the pandemic do not coincide with 

the borders of the states, so everyone is aware that the business will not be done as before. The 

article analyzes the statistics of the EU tourism economy which has reached, or in other words, the 

starting line for a new type of relationship, the relaunch of which depends on the managerial, 

marketing and logistical skills that will use national governments and community authorities. The 

uncertain and unpredictable situation requires authorities of different levels to resort to the most 

unusual, diverse and sometimes unpopular methods. The complexity of these measures is also 

based on the provisions of the Community's tourism policy and the European Employment Strategy 

of the EU. It also examines some actions and scenarios that are currently being implemented by 

some state governments, making certain estimates and forecasts. 
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